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T he Development of Design and Manufacturing
Process for Community Products under
the Limitation of Elderly Potential

Kanyakorn Chantarasakha' and Phannipha Piajantuek®*
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Abstract

This research aims to develop a variety of product design and manufacturing processes
suitable for elders based on Isan local wisdom which are in the current social context and help
increase the physical potential and ability of the elderly to do activities. This qualitative research
collected data from informants, including elders, community developers, product development
specialists and local product development and marketing specialists, by using in-depth interview
and focus group discussion techniques, applying the analytical descriptive approach to analyze
data by firstly considering major themes and dividing them into sub-themes then using
the content synthesis technique to link process data. Research findings revealed that the elderly
had to be active at all times, the elderly would be happy when choosing activities that require
skilled craftsmanship and are achievable. The elderly selected skill-based activities, which they
had skills and aptitudes, and emphasized on rehabilitated the elderly’s previous knowledge.
Reviewing previous experiences and commenting while working on an activity, and cognitive ability
of the elderly could lead to potential development while doing activities. Guidelines for product
development and manufacturing which are appropriate for elders from this research were bringing
their own products to ask experts for analysis and find ways to develop, enhancing a product to
have distinctive differences, branding to gain acceptance and have a story. That product would
be able to raise the identity of local wisdom with valuable stories which could be regarded as

the cultural capital which can be used to create designs.

Keywords: elder people, elderly potential, local wisdom
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Abstract

The purpose of this article aims to present the situation of elderly work and analyze factors
affecting the elderly’s work in Thailand, used data form Labor Force Survey 2020 Quarter 3:
July-September 2020 and Household Socio-Economic Survey 2020, using the binary logistic
regression. The results indicate that the participation rate of the elderly has declined, Older
people’s jobs do not require skills. The probability for the elderly to work increased significantly
with male, age, married, household debt, while age-squared, education, urban, civil servant medical
benefit scheme and the elderly support ratio had a negative effect on the probability to work,
the probability that the elderly do not work decreased significantly with age-squared education
area. Therefore, Incentives for elderly female worker such as tax exemption, suitable legal protection
for older worker, financial incentives for the elderly will keep the potential elderly still working,

this will increase the number of older workers to drive the economy.

Keywords: elderly, elderly worker, labor shortage
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fifnasionsindulavihausesigeeny Idun e eng orgunidvass anunmwanss msdne s1eld
vandseiudoay wefiegends uasiladusuasiFeu Ifun meldaiizou vilasrdou samdn

mafevyulgeey NeaziBoasesiusuazasAguLandsmsei 1 Tasmsiensilduuuhasy

Logistic LaAIAYENNTT (6)

EF =f + B SEX + B,AGE + ﬁSAGESq + B,STATUS + . EDU + 3 INCOME + 3. AREA +

BSECURITY + 8 INVCOME_HH + 3, DEBT_HH + 8, ELDER_S + ¢, (6)
imunali

EF Ap aonunmmaie givnei EF = 1 Tlddugfiowh EF = 0)

SEX Ao el MUl weene = 1 WA = 0

AGE Ao 18

AGE,, fip DyUNAANEDY

STATUS = EouAWaNSE TviualA ausE = 1 Bu =0

EDU fip MIfnE

INCOME Ao MeldieduseLiou

AREA Ao waiiegendy mmuald wades = 1 wawmALA = 0
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SECURITY Ao szuudssiuganw mhvuald aiafnsmsns = 1 Buq=0

INVCOME_HH #s 7elfindusaifouzaniiiFou

DEBT_HH Ao wilivdefiourseniiSou

ELDER_S fio Smmaumsiievyudgeeny

¢, Ao sufnde

uuuapsiildlunsfnsnihnmeseuamnusnzanlnefnsananeanudullls (ikelihood
value) WU M3IUANLANLUL Chi-Squared HUBEAUNWNATA LEAVINANNINNICINYDILULINADY
[31"3LLﬂiﬂ’m’ﬁﬂHﬁ'ﬂmim’IIBﬂ’lﬂ‘ﬂﬁ]\m’]iLﬁﬂLﬁﬁlmiiﬂLL@;‘:ﬁ’lﬁd’lﬂizﬁd’lmﬁhﬁuﬂizﬁﬂgﬁ’lUﬁ%ﬂ’)’mﬂ’]ﬁ)t

\Jugegm (Maximum likelihood Estimator: MLE) &suansAnanaihaziduzevmsvihenizesygeais

SANNAFIUDDINTTIAY

fhdusunuanuuzmetszang Tdud wame oy MasvilldsdaifiousesaiiiFoudona
ﬁiaﬂ,ﬁmmm%Lﬂuslumsﬁﬂmumawjg\amqLﬁuﬁu Pusfiongunmaany FINUMWANTE S2FIN3ANN
eldladudaiiou wales mafafafninems MeldedudeidousasaiiEeu sanaiu
msLﬁuamuﬁgqmqdowaiﬁmfmm%Lﬂuiunwsﬁwuﬂuma\aﬁg\amqa@ao

WANISANEN

saufl 1 nsAneaaumsainsinuzesdgeenaludssmalne

]
=1

yndayadsranmzmaiueelszang wg we. 2553 - wouwlinduiuggeens
Aonavhauinduegann laefiggeegiisavmainnu Tu wa. 2563 $uau 12,200 Ay TANTY
1N W.A. 2553 fvdppay 713.3 uanvivANuABYMITINENgARALTIUTBN TN NNTUDENY

FALAY LEANAIANIINT 1

ﬂ’]i’]\‘lﬁ 1 §0UNN LL?\N’]HWZQ\?E]’]E‘! W.A. 2553-2563

wiig: Wuau
2553 2555 | 2557 2559 2561 2563
Hiwih 3,051.7 | 24883 | 3,839.3 | 4,021.3 | 4,363.8 | 4,704.5
gvnain/wianvineu 15 1.7 3.16 4.3 3.2 12.2

N a8 (2563)

WaRasangdgeaafivhenlu wa. 2563 wudh saulwgiduwamsduou 2.68 druau
Andudosas 57.0 wAndviniu 2.02 fuau Andusosas 36.9 BoviUggIeETivheUIwNe
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lowaulvaivhaueglumanziussndosnile Andusauay 34.4 savaumn Ao mawmilauazmanany
muady uazsulnavhusgusnamena ggeogivihauiannunmanss fouaz 78.8 Wusie
wazlanmuandiy wazidofimsanmusziunsfnen wuh dgeangivinuiissfumsdnungsiuidntion
nndialy wa. 2553 AmsAnusnindszandnu Yeway 88.5 Uszanfnuniewaz 3.1 Wsuudnu
naus Soraz 3.7 Sppndnunaulaty Sovas 1.8 gandnen Sowas 2.7 walu w.A. 2563 dnaiuggeens

] '
a o =

fvhunaumsEnsmninydscanfnmanasiiiedouay 78.2 seaulszanfnuniinduiiuiovay 8.7
TspnFEnmneuil Sapay 4.5 dsendnmneulats Separ 4.1 gandnm Jeuay 4.3

soumwmsheuesussuggeengdlnafunssauusnszundodunguuseeui i
wandsziugeanainmaine Taalu w.a. 2563 Wuusenuuanszuudiuu 4.10 Suau Andudoeas
87.1 wswuluszuudau 6.07 &ueu Aadudawpas 129 Taenuuwwliimsdeeuggeenalussuy
wsdumnnlu wa. 2553 Saifuusssniluszuy 2.7 uauau Anifiudouas 8.7 wsenuuanszu 2.8 fuau
Anifudonaz 90.3 Welmsanmaheuasggeangmaianssameiasugia wud dluariouegly
mansaansan laglu w.a. 2563 Fgeaniulumansainisuiaeas 60.8 LazUANMANEAINTIH
Yowaz 39.2 Idun mamsmess Mmseyan mstensubud senswan uazaaAanssaiiinusy
wazMIUEMsAUeTIS MmN WewFuufisudiounasiy w.e. 2553 wudh dnaudgeenyiivheu
Tumainsesanay @ nfepaz 62.4 Husowar 60.8) lasusnmainsasnssneglunannie
@n3pray 7.6 Wudewar 7.5) mamsudms @ndepay 30 Wudewaz 31.7) dwlnavhenudu
NUfTRATRTasuInsRsIazsTae Yoz 58.8 svasan fe wiinvLNMsuazETNgAUM uay
wudh fgeongyiaiuiede 385 Slusdadendt Taeddgeengiivihen 40-49 daluvdedia ouaz
37.4 uazfifgeeginu 50 Slaviuly evaz 165 nanldussaudgeorgvhamlusuoudalusg
filiunnsennioussauisiinnzgamwisuidonoss

Tumwsanggeayldfuadsiadoaafioudszinm 11,972 vm afiasanluusazaia
nswdn wud ggeoaiiheulumainsnsnssulduemdviedonszanm 4906 vw/ifeu MANIM
wazuinisldadneiuanifaulszann 15,812 v /iiaunaznANsHAR 11,537 Un/ifiou
nsiasuuavindiedsdeiiou wuh lumenswaninswasuuasidnniige auzilumea
insasnssndsiumeifisuudgeengivunniigaiinswasuuasidsissiintdosantu w.e.
2553 Wity 4,072 U 1y 4,906 10 wena Nl wudunanmavhauiEasAneuunu 3aeas 61.6
mavihwumin ez 16.5 vuihldunmsienuetiesieiilos Jouaz 11.4 hifladafins ovay 5.4
mavihvulinssionandnd lififumge anindoulils uazdnlusmsvihaunnifiull snwwades
Tumaviheu wudh Jgeogsnu 621 wauauiitfamniGesdiuualumsig fu Ay ndu uas
wavavliiieewe
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nnmwNsaumMsainahausesigeenglulsemealng wudh ggeongiivheudulva)du
wATBLazpguBnanmAN [§5uieedsraudnem ansuzmviheudulvfumsieuuen
sz aglumatnensnssudefiumaiildsuamieieduipeiigaiie Weuiumansudndy 4 uaziiu
wiineuszauiinsseamwswmedufsirdusonmsiheu nanlddn ussouggeoadosindo
Haymannmsheuilududdeuazgluuumsihouiliduasuas limnzauioanmime
Fowdiudedinmaie

s 2 maAnmiladendenanian1minuTeIEgIe

myleneilddayadsaniznavihvuzesdszmngly w.e. 2563 savsinnuaifuieni
swdudayannziassgianazivanasaiiiFou wa. 2563 iiandeyangusiiatneiamziifagdous
60 TfiTwiu 30,029 au dnwudayanguiiane wud Wuwaze 13,180 Ay (fouas 43.89)
wencly 16,849 AU (3pEaz 56.11) Ranunwansa 18,683 Au (3puay 62.2) daulnajaumsAnsseay
Uszoafnmnduau 20.153 au (3ewaz 67.11) oldiedy 3799.19 um neldedvresasiiFou
26,294.33 v anlvaifivanusziugeniumihandudesas 81.42 fanmunmwussnuduggeeny

fdwhauau 7,519 au (3auay 25.04)

wamsAneiladefidenasonmaivusesggeeglulssmalng seuwan1sinmsag
AWANIENUEILAN (Marginal Effect) uanvsvmsteil 3 wudn fgeanefifuwameiinnuinaz iy
Tumsvhonnninwemds Sopaz 1831 smusfisngsowameuindslamalumaihvusesdgeang
doenguiindu 1 Tianmhaziulumaheudiniudosas 493 susiiogonidaasiemnadinius
meauuansismsfionyfissnniuasiidusmlumdsussuisdusuisengmilsnniuasiiuni
anavduliiosnnanwiwmefionnssfleangiinanniu fgeorgiifamunwassasimsheusnnni
Hgoogifianumnlan lnedgeangifsounwassaimahousnnniggeeigaanunmlan Souaz
1.02 orailosnnmsdadulavhaudufudnenmesshemeuazenadidunemsisusesdgsaguas
AafFeau Jadumensdnen wudn SEAUMSANHDIREIDNYRINANINAUABNNTYINNIUIDI N ENDNY
\WoszdunsAnunfisndu 1 Jazdenalifgeangiinnniazfulumehouanasiosas 093 Wavan

vl

gifszdumsAnmgeiinnandealunsneunuiionsinduuenguazanawioanensiSusnnni
eneldvasfgeorgiindudewalifanuirezidulunmsheuanas Tnsmnneldvasigeny
Wndudosaz 1 denalifgeengfanamhezifulumshviuanasiosas 34 fudssnniminens
mensdulumsssdniaideniiazinumeny wanUsziumedsanaswasanisdadulalunsiu
sa9ifgenny lapdgeangiiiiniaiaimsdhnensdenalirnuhazfiumsihnusseigeenyanay
iavnnanudnnsevasvandaiaimsnemsiinnnidndusziudeanuasudnysziugunmwdumh
oy Jgeangiifiandatafinsirnensiimnmesifiuiiasihviuanasiosas 5.42 fgearaiiaglu
walasiilomamavhiiuanaviosas 0.8
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dauiladuaiFeu wui Meldaidoulidwwadamsdnaulavihenseedgeony mszwil
gavadFeuiinadamadaiulamsvihnusesigeery msfinBeufimazviliindudosas 1 donald
Fgvorgdndulavheninduiosas 2,67 osnnggeagdiudewihnuiiessudsunmszni
afFaunazmeldiiamamssdn uazwuh fgeenaiiaglunieuiifisnnaunmsitemudgeae
anndvuaasivanamdenlumsguaggeensinnninaziianuinazifulumsdadulavhauanas

Soany 1.47

a9l 2 wamsiiensitdefidenasialomamainuzeedgeeny

ila9e Aduszand Marginal effect
SEX 1.118426*** 0.1831835***
AGE 0.3140623*** 0.0493598***
AGE_SQ -0.0030237*** -0.0004752***
STATUS 0.065569* 0.0102551*
EDU -0.0593627*** -0.0093298***
INCOME -0.2169041*** -0.0340899
AREA -0.0533359* -0.0083938*
SECURITY -0.3714007*** -0.0542888***
INCOME_HH -0.0056246 -0.000884
DEBT_HH 0.1699834*** 0.0267156***
ELDERLY_S -0.0939934** -.0147725**
Pseudo R2 0.1367

RABLwA: *** Ao i:ﬁuﬁﬂﬁiﬂﬁtymoaﬁﬁﬁ p <0.001 ** p<0.05 * p<0.10

afvUsenaTaIaUD LU LTIl aUNe

Samnsfisunnmasusseusesigeorgiivn inanassuzienusosmahsusasgeent
intustwnais dfgengduunniilisansadigranaussmulduaavislomalumsinuses
HgvonglutszmalnadndudosldSunmsaaadalivmnzan nsfnnquansuznmlszsnsidewna
Aemsvivuraegeenyieiiiudvirdyiiiothanmuuimeieatduayunmmhaueteliuszandam
NNaMIANEN WU Jgeanymamesinainugenimemdeiemszaseuniiesiwamdedeiuly
muunumuazwihiisesesieulnsuazlamalunmsvihauitosninmemneaaandesiunsdnm
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289 Campbell UATANLZ (2010) 33491 Chen WAz Chuang (2012) Faviu Hgvorgwamdedoriungud
Ao AT UM INTALUMIIINNUBE NI $TAITEIETNMITINURIUNNATNIITININTATY 12U 113
Emﬁumﬁf\i’wﬁun’uﬁ’l\mmﬁago‘laslﬁﬁmﬁwLLiomumﬁow“v'uﬁu%ﬁaﬂﬁuwmuwzﬂqﬁﬁmmiﬁwmu
flomaingmanaussuanniu gauziionti waguluzaun Navangasdvasiimvinuauivaiveny
WivaaaNNNARIALTINILU é’uLﬁmmﬂamwiwmaﬁnmnaﬂLﬁ'amqLﬁumnﬁuaamﬂﬁaoﬁnmsﬁnm

o o '

999 Polanec wazAme (2013) nanilgin dasidanvsmedaduiladeddundenasanissniula

<

UBIEFIDNY

geoafifianunwansaimsvieusnnnigdgeengaanunmwdu 4 Selisanaadasiunsine
289 Figueira UazAME (2017) uazannAguiineld aananaldh sownwassaldfuilaisiuan
fenszarwiuzesigeonyuazaiiBou susiisziumsAnmaesgeenysdonanvauiamsriy
sonAdasUNMIANEYEY Shimizutani (2011) iavanngidssiumsAnngedanuwianmensidu
ionsinduuengannnd asandsviinsuzusasgeydulvalulssmalnefuusseuwnly
Fospvlfusemuodvnalifgeoeifssdumsinungedadulalivhviy snzinelfoosigeenyiindu
dvnalifianuazfulumsiviuanas WasaninswennsmemsSulumsmseindeidandiaz
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Borjas (2013) findmindeyanainelfunniusziimainasusnniunaasisemnaddsaemineng
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d8AARRNAUNMIANHTEY Campbell LazAne (2010) TINEY Chen uae Chuang (2012) LaRWEILILLL
wazanmwuangexlumaiulueniesldvansaniudediamesneesggeets wanysziu
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mavhusesigeenyanasdanadaviumsAneees Coile uaz Gruber (2007) WlpvanAnudANAIeY
gpsAndaiaimansmsiiinnniandvanusziudu ¢ maahsusvaslase q Tnslewizusegslams
nsduaziudvidnlunmsuasuasmsiaduladsnandedulumamaufistmuusenusiuyeas
(Borjas, 2013) duilduaiiFeu Ifud muldasiFeu wilduniiou uazdanaumaiiemudgeens
wuih neldeiidoulidawasomsdndulaviusesigeony mssvilvaseiiZouiinasonsinaula
mavhauzesigeaguingy losnnggeangiuiudesihvuiiistisutsnnmszmilaiiFeunans
Tiiuhmadaaulavhoudusuanadiiunmemsiiusesdgeeigaenadosiumsdnmaes Figueira
wazAmy (2017) wasggeongfiagluaiiiFeuiiisnndiunaifovyudgeaisannnindeuansis
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fUN3ANEYDY Coile (2015) WAy Kallestrup-Lamb LazAne (2016)
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Abstract

The objectives of this research were to study the elements of OTOP entreprise management
in marketing competitiveness, and create the OTOP entreprise management model in marketing
competitiveness. This mixed methods research was qualitative and quantitative research. Data were
collected by in-depth interviews and questionnaires. The sample was 600 OTOP entrepreneurs
who was selected for four or five-stars products in 2019 selected by multi-stage sampling. Data
were analyzed by content analysis and statistics such as frequency, percentage, mean, standard
deviation and Exploratory Factor Analysis: EFA. The findings revealed that the organizational factors
of OTOP entreprise management in marketing competitiveness consisted of 6 factors as follows:
1) Planning, 2) Budgeting, 3) Directing, 4) Engagement, 5) Innovation networking and 6) Reporting.
Moreover, marketing management consisted of 2 factors as follows: 1) Production technology
and 2) Digital marketing. The OTOP entreprise management model in marketing competitiveness
was verified in the focus group discussion by the experts with consensus agreement. This model
could be applied in the OTOP business management to enhance the sustainability of competitive

capacity related to business operations.

Keywords: management model, entreprise management, OTOP, marketing competitiveness
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UNuI

lassmawilshuavilowdngiud wie OTOP farufindiuluil w.a. 2544 WuhHutivszmealngy
Uszauivilymenueinay Jedpsidunihgivingfimeiasegiafiviinmizg Geldunanunanifiss

Todnz Uszmadiu Tnofiwmstiuluusazgasuldpitynviesiundmiadammiwensisor)
Tueviiulyinaoiiududiifiaumn fgawuiuenansaisesmuasiisanadosiuinussaluudas
viasdumuglUiuanuiuaduasnsodesaadsesnlumoseyszmaldiiaasnsanuaiaunsmuls
sansnenszduguzanuiusgrasaulumusuliiiu Tasfivdnmetugilumsdoni Tdud gitlayan

Vipeliugana WenuLBILAzANDENETINETIA uazmIaeniwensuysd (Hiramatsu, 1999)

nnudpyall WA 2559-2562 AwdAn/EUsznaun1s OTOP d1uiu 87,468 NawN/318 LAY
AnAndnuriaauu 186,356 wanfust Sonamasiiufiiusnwiniug OTOP asnsnaiensld
Toifugmsuuazyszansulusipeduse 1 sz el 1) w.e. 2564 udadtust OTOP fisasdmhent
278,607 fULM (NTUMIWNRINYNDU [WY], 2564) LAzl LLmTﬁumﬁLﬁﬂmqﬁuaah\wiaLﬁa\‘l %’ﬁgma
Telfanuddydumahaudmeinusssudfiaziouanansalrnuiulnsanaeyammaiasugia

'
v 1 v a

e fumsianniassgiagunn iienmansenealdgiasiu (giie mviow, 9381 Mmaloay, uas
fusm avdazlay, 2561) laelinsmivayugiemdsduanei walulad mu nsusmsdans
Bealssdumnnsusulugaaaiviulssimauazsivdsema ol [dfinsdnassgaoaanissiua
wilvwansouilne (OTOP Product Champion: OPC) asiwial,ﬁam,ﬂumzﬁmn 2 7 Wiafunisaaasy
afuayuls oTop lafllomaimnnaniusilifiannminaspuiuiivessuuniyaaaily arsnsadu
Lmaim%'mwlmmzmmLiml,%ﬂﬁﬁ’mgmu Usenauunaninui UM 3 du A 1) ¥dn
wnaimuRanfusiLazANNdN U TsNTY 2) nannasisuMInaaLazaNNduNvaINEnTue
WAL 3) NANINUTFNUAMMWKNAR T

smdumsdnassgauaauilsiuanilendniuriing U we. 2562 Fudniuiadhfumsdnass

4

dnuiioau 19,560 nanfourt SendnfouiiilFsumadaass Tussdy 5 a1 Sifissiuou 3,742 nanfudi
(we, 2564) Andudoway 19.13 vpunAnduyl OTOP fnuafiduidndnass ovdenansusi
dnlnjmannasedalunmanan 15iaquazussainiilimanzay bifiendnyaliawzi Snviv
femamsinaunmaasaudatseiies uonmiu SoAansasnideunoudud Wuwaxan
Jsznougsia OTOP anlwajmedszaumsalnisudmsiamsidegsia meradsmalumsiam
WAndud 21anstufindydegraduszuunazmanisiensideyanieiyd WU iuNe
mMyeuNLmegsia shlsguszneumstneodesvnunasiduuanmnmsieviauiionisammu uaz
mevinezlumahuwugsiaioduiumelumssidugsie QAT wusa wazfinissu wsnane,
2560) mn‘ﬂz:gmLLazqﬂmﬁﬂﬁ'Qﬂﬁ:naun']mﬁﬁa OoTOP Idindwaswansznusamsianianis (aun

[

dngRgassnl wazonfiund Aadang, 2564) enandnaldhwamssnfiunuiiniiuniadn OToP ela
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Uszauanudisaludumsaeldguasumansaiswauesld desanaaulsnneuazunueud
QzENTORILETHATAWIAULDY (Kurokawa, 2009) waaslifiuingisznaums OTOP awlvaj
fnmafivivmbsonumesginniiull Jliinsusmsdamsgsiasthefinguuy viliisznaunis oToP
ligansarnldgmsidudusznapmsiiesrdwiianmnsauimsinnisesdnsdaonsiivwinuale
(9w Tuanud, 2558) athslsfinia fsnuanins@ineiieaiunisdmsiamsses OTOP annsny Taid
zifudunIndn MumatuuasTud Musdniugd uazmunInain Lwiwjﬁf\huslmgwagmﬁulﬂﬁ
Hadeulumsvdmsiamannniinszuaumauimsdamsiduwiladduzesnsianms Teaawzuthi
wazAB M ueae Ui aszAugs (Gulick & Urwick, 1973) fifinasianswansuligsia OTOP Usyay
ANNEIFA LG

oty IdeTesaiiudnniivssifuiiddyeesnsdanissaiudsznaums OTOP llannw

)
iiansugedumemsnanainfigduunedislsiiasyinlimsuivnsdansfiquawanndu maildasels
numuwnAangufuazeuidulusinfiiendes isdwnosdUsznevlunsuimsiamsiieliiie
anwanIsamemsusiulumsnaeandunseuwnAnlumsideiaaivasdenuiiva Taogivy
wivhuaildnneuiduezthindsszlonibodusznauns oToP lumsthlusulsiduuumelums
Uimsinnsgsiaieshuinunaaulsznaums oToP TAsauudsunssnnmelusednsuaz
Hrefindnrnuasnsalunsussiu suazthlugenudiannmsfienmues dowalitinanudedu

Tumadsznaugaiia

NMINUNIUIFIUNIIN

Tassmavilvsua wilowdnsousi (OTOP) AT TUNGILAT WA, 2546 uivilagu u
Lmewﬁ\‘iﬁ%a%NmmLﬁmﬁqLLfi*z;wu‘LﬁmmsnanizﬁugwuzmmLﬂuagjmmﬂu‘luﬁmu‘lﬁﬁﬁu Tng
miwﬁmw%m?mmiﬁwmnsﬁﬁagﬁluﬁmﬁﬂﬁnmaLﬁuﬁuﬁwﬁﬁ@mmw fiyausiu iendnsalzanuLed
sonndaviuTaussanlundaziasiu awsosmhslussaiemelunassilszme Tasfinanms
Mg 3 Yszms Tdud gidagvissiugana ReaulasuazAnevaseassd uazmIssomineins
Nywd (W, 2564)

windnsuAlassnaviivshuanilsnaniusazasnsoaeneldldiogueu usnnnsine
gaviinfimmvaneyiig woh sumsdamsssiadedssauiviavvaieysems 01 neuwiAndegsia
yolusuanadinezuaztssaumsallumsiannuazaieyarmiialitudaud dulvaussaniiam
Tuespavmanedud uazmsuimsdamaidegsia deeaevaiuiladdgmiegsie dewals
dudnfamslulufign $mun sagRanssal uazsnilung Aaflang, 2564; giiM Mvien LazAmE, 2561)
FofoAdudusaunnii@nenifefumsuimsdams OTOP a1l funsudmsinnanguuazasndn

a

fumInan Jaggunial dAunsnain miduaduanudnudeinuuLazIuLTTaNu (W aaasyis,
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a¥yfiv Musziass, ingeslng Twiw, wazgMATal WaNgE, 2558; 13WT BAS, 2562) ueaziiuledn
Tapsnlnaifunsfneniladeresnsudmsiams FavnnianTananANNENE8IMILIMTIANT
ud Mm3dams As mavhldesdnsussginguasavdlaeandeninensine 4 28989AnT @y AU §u
\A3899NT a9AANg wazdeyaarsauma Iidussuulasiiunszuiunmaneuny Msdnesdns
miﬁ"\‘m’ﬁ NMIUITEIUNU LAZNIIAIVAN (Bartol & Martin, 1998; Dubrin & Ireland, 1993) %ﬁﬁ
tinnguivaevuldaaduinaangsiifsnfunmsuimsiamanegwiiuu fanuuanseiulda
yARNNE Taouvadu 3 ansouzlval 9 ldud mquﬁuazummmﬁmLmuﬁy’mﬁu (Classical Theory)
wquﬁuazuwgmmﬁmﬁmﬁuLLuuaaiTﬂTmJ (Neo-Classical Theory of Organization) LL@SVIE]‘J:}ijLa::
wiANNAALUUENIa3U (Modern Theory of Organization) ;ﬁﬁﬂlﬁﬁnquuﬁﬁaamﬁmﬁu
mﬁwmwmmﬁ@msﬁLﬁum'mﬁﬁﬁfymmn’ﬁﬁmﬁwﬁLLa::"‘J%msﬁ'mumaoﬁu’%msszﬁugc lavan
fanumsnzaniu3uneesgsia OTOP iduirdausisidwasiansviesssungu fofl Gulick uay
Urwick (1973) I8lamnushdyeasnsvimihfizesiisudmasnnniinisinuaesdnewiineusssy
a9 wazpiulUgeiimahaunssaaungfinssinsuimanueesiuimsssugedundn sudszsney
{udae 1) Mm3neuwu (Planning) 2) NM33MB¥ANS (Organizing) 3) mﬁmn’m’ﬁ'mﬁuqﬂmnﬂumﬁm
(Staffing) 4) N8 UM (Directing) 5) M3UILE UL (Coordinating) 6) N1331ENU (Reporting)
ey 7) MIuImvulszannl (Budgeting) 6ioxn Koontz tlay O’Denell (1982) 5’33417?\‘1 Straub LAY
Raymond (1985) @ l¥ANuuaN8289N15IANT sfmﬁy’\aﬁmummqwﬁﬁmmsu‘%mﬁmms Fadu
aqﬁﬂiznauﬁugmﬁL‘fluﬁﬂwa\amiu%mi Usznaudewthil 5 athe @ 1) MUK (Planning)
2) MI¥ABNANTT (Organizing) 3) MIIANAYAU (Staffing) 4) n15871U38N1T (Directing) LAY
5) M3AUANALA (Controlling) ﬁgxif:ll Fayol (1999) IﬁLﬁuLﬁumiﬂizmumu (Coordinating) SRt alsi
pvAlsznaUlumMIuSsTams

usnIINMILAMsIamsuimevdUszneviishdny ide Bevzasmsaaa evnnmanaiady
msewnelaliifugsiia OTOP fuiu fusznauns OTOP Sufludeeiinnasjsanusnenenalumaimmn
wannusilval dhausdudiififinuaniionsassuliifugniieanaaivla (Gaun sagigassal uaz
milun$ Ratlang, 2564) msimnushaisaiuszuumssimsnuiilfinesgu Wanssuumsdams
Tumsivuegmasnian waanadisalunsusmssuuaziosiuiiamuazgUassaiiaziindu
Tuavdng AasmauNsTIIUMINARRUAMAILANTEIIUMIWAR U gnTzuumadasvhe aslianasdny
Tunndumeurasmsnandudiioyszandnmasviuduazaansonsuaussanudesmssesgninld
(BuAn WIAF, FuNsinn manes, Ao Svti, waziuaNA Auwsdy, 2563) Fusulszas
numsaaalusaevaesguilag (4 C's) dussdusznauiilslumsnsanlugaiagiulasasfiu
mahhiinaalduieumenisugedu FegmimnnananuunAsdulszaamenmsaaaiun 4 P's)

loasjouiuludvasdvszney 4 du [dun 1) Fuanusdaemazesgnd (consumer) 2) FMusunuzDY
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v

anAn (cost) 3) ﬁwumwazmniums%a (convenience) Lay 4) ﬁmmﬁams (communication)
(/35 Tonnnuwi, 2556; Lauterborn, 1990) siuiniflunsaanauwnlvsiiusasassesiuslnadesjsuiui
andiundnaddydemadilagnd WaduilnadnudsungAnssalumsteduduaziins uundn
mananagelyel 4C’s Foifunsmevlandlddniuanumsailunaaluged @ugau ez wazgands
AINvAR, 2564)

AATedldWmunsUuuumsdanmsaaudsznounts OTOP Tifiauniwiiansugsdunis
mana1n lapAnelasaiesdlsznaueeynsuiminnmIganatasdiudssannnmnan uay
Iefienududsiiiedos avil

AUNTLINNTIANTT

1) M3996HY (Planning) tHufanssnfitiendaeiunsimuaiivanesaveednsifiady
wwmnlumasdfiuenulugdhmine uaznsznenagnsllgunussauufiimslasnagniuaziuaiusiaz
seRudpvananrpelszauiuie fussumaneTusdunussunazihvaneINsesAnsi L 338
Tudemsnvunumaarmiiawienns [Wauiemsnuauihousiniugeeinsse g (Fayol, 1999;
Gulick & Urwick, 1973; Koontz & O’Denell, 1982; Straub & Raymond, 1985)

2) M3¥ANANT (Organizing) HUMITALLNNIUDDIBIANT Lﬁa*’/’i%ﬁﬂﬁﬁﬂizam%mwmnﬁq&w
LLazé’uqm%wamuﬁ’mqﬂizmﬁmmaaﬁnuﬂumsﬂﬁﬁﬁmuhElmumﬂmiﬁ\aﬁuﬂ’tym Hunmsdadula
Tunsimuamionugosluasdns Walvasnsanssiiulassadvaavosdnsiifumnany azaanlu
MINBLVINEVEDEINT FaNTNsivuariinesihenusg 4 sausnsimualasessny sumi
ghunanthfl ANsLAnYey masmaumMIivuaasY wivwheeswidussuussduy (Fayol, 1999;
Gulick & Urwick, 1973; Koontz & O’Denell, 1982; Straub & Raymond, 1985)

3) m3danstieniiuyaainsluevdng (Staffing) Wumsneunuminensyaaaluasiieai
snu wazszianeasiumisiideslslumsieu fmvuaanadesmsmasausssusazuuaz
AuaNTRYES UAaz UWLivEeTINTNAABL LI AABATUMIAUALAZMIWAILN MITAMIAUNIETIN
daLdon ussquavee s iyuazhasls aeossemaiialumavieu (Gulick & Urwick, 1973;
Koontz & O’Denell, 1982; Straub & Raymond, 1985)

4) M3gmIm3 (Directing) tHumsuimsliasdnsamnsasifunulyidmuinguszasd
ForfuiFoviliiedosiumsdadula mIdems matfmue whilkazaasuRaseusesifeduiiaym
aaanauNsATRsaUNMUfifnussswinelv fiRnumamihifildsussumneuazmuannsgu
finsdnsimun Wsliaansamuaumsvieaesaednsle (Fayol, 1999; Gulick & Urwick, 1973;
Koontz & O’Denell, 1982; Straub & Raymond, 1985)
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5) M3UazaIu (Coordinating) tunsdamaliwineuriuseefivszansnmuay
UszAndua Fedpvldnatszanuwau nsfiasedeasii magslalumeinu nasaaufansasse o
TWmavhouussgdhwsnesei (Fayol, 1999; Gulick & Urwick, 1973)

6) M33188U (Reporting) G?ToLwimudauqﬂﬂalﬂﬁmﬁqmﬁm winld3ienisineusesiig
s 7 wazAuANTe Winlymuunuafildivualy wazaansonassunasnaulssiunals (Gulick
& Urwick, 1973)

7) NI ULTEANN (Budgeting) AuLsNIUaetfuNULTENn U MIInvnd s nInTanay

]
1A

fumsdu [Wauivmahsudszinasnldaeednefign (Gulick & Urwick, 1973)
snuiladamenInain

1) fMuANNABINTTIENA (consumer) AzABSWAILNSENARAUAMNLITNDADEUDNAN
fosmsesgnénfitndasmsiagyinmsnanalneiams Seuansennifisdispuiundndufmaaninduag
ann TapfilildRmnsandsanudasmsvesgnistnsazidon mslianuddnlusududiindnaanin
Fomaflazifududifuslnassdelfifoutilyvaseduilng (ugau dads uazgen3d Auena, 2564;
y3n lannuwii, 2556; Lauterborn, 1990)

2) Fusunuoegnd (cost) azdasidnlaluiFeveasiunuassgnéniesdedululunmsidnde
audmeluusiazads Tassunuiinandaiubildvnsanuivivss Suiildlumsdaaudnifissatnoiien
wsazdasiasaniuzeveasna mldslunmsiiums Seilisumusessgniiiaaunnssiueenly
nsfvuasenlasfinsandviugueseduilaaiidasieiiefia i g audanld damsaemantdu
Fovduniemlsaase q Aguilnadosneeenludeuiiszinedudsdud lithazdudldneluEes
maiiume avensa Aienan Wik (g fads wesgm3d ASaeas, 2564; Y5u lenmuui, 2556;
Lauterborn, 1990)

3) fuenwazanlunite (convenience) asavAndivuazviiulisonnuazaname
savgninlumstedudlundazafedounansennidniigimneazieiudi ln ¢ Alddefiaclign
iiangedud Femajsiulseanuazananslumsteriugonuludsmstedudmumsdumasidn
wazsumlnsdwidndoifiefiazviliiAiannsdnaulalunstedudzosgndiinanudediu
msnsznedudluisganelasinsanisanuazmnlumsteduduazimsvesfuilnaunan
iesnnlutegiuduslnaesifuginaulainesdeiil dasnnwnls uazfananla annnhmsdamy
ﬁaqmwﬁgnﬁmumﬁmﬁﬂﬁwﬁmLLawjﬁmma (ugwu Tads uaz§a3d Asuena, 2564; 138 Tonniuu,
2556; Lauterborn, 1990)
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4) fumsioans (communication) azfpvlfmsAnansimansifedfududidanugndosuas
Wuihhauls iesnnlutlagiugnéniumansafiezidenlénazitovdaliile azaulevialiauladls dodu
Jonfuiazdasaiaussivgaiiodovwurnamilandeauimildhnsnann msdosnsidaseils
fedauazansiiguilaaassuite losnnmanaeadedlilainfuslnaecsenitsludeiigamnadosns
qswaudy usiguilnasansaidoniesitenalaiite enfiazidevdoliide fafu Fumsdeminns
TanusdglumIsedossn aheanuliidedelaiudedguslnasuitennnd (uguu fads uas

a =4

338 ASnoAa, 2564; Y3 loNnuw, 2556; Lauterborn, 1990)

a9

Ya o =2

NMINLMINITIUNTINT AU FITeTeldmvuansauiufnlunsds eensaumsive

U

il
anwilegn OTOP Tuvszimealne
MIUIMTINNS adpdulsZaNnINNTAaR
- MITYILHL v - ANNABINNTTBIRNAN
- MSINBNANT . - Aunuavana
UuMIIANS . o 1 .
- M3IGNISUARANNT - anudgzaInluNsde
) K aouysznauns OTOP ) .
- MW > o 4 L o < - nsRaaEshnsenanti g
‘lwu@mmwmamil,mwu 3
- MIUsEEIUNU
NNMIARA
- MIENL
- MIUIMSIUUTEIN
2 1 NIBULNARTUNNTITE
[ (-4
mqﬂszmﬂ
1. wiadnwevdusznauzevmdanssaiudsznaunts OTOP Wiflaaunwienisugeduny
NNINRTA

2. Wpsiwuuumsdanisaaulsznaums OTOP Wilaunwiiensugudunivminain
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PYAULVANISINY
gaunduLion

mﬁé’aﬁa{oﬁnmﬁ’ums 2 MU Ap 1) FMIUNMITIANTBIANT [FKA MIINLKL NSTIABIANT
MIIANTYARINT MIBNNEMT MIUTLEUNUY MIIBNU UASMIUIMTVYITINU UL 2) fu
msdamsnaa Ifun anadasmszesgndn dunuaasgn anaazmniumste wazmsdemsiing
nanhvang

PBULPARIULSEBINSUASNENAIDE

maidpilmiumsifodeyannguszneums OTOP #ldsunsdnidendudluszdy 4 %o
5 g7 nMIARaTIgRuaaileiuanilananiu T we. 2562 e 5 Ustiam Taun 1) 23
2) LATVAN 3) K/LATBVLGNNNEY 4) VBN IE/AIANLEAY/ABNNISEAN LAY 5) mgulwsﬁkbﬂﬁmmi

I’ ¢ ' Iyu
Usclasunainanaciaiy

1. gUsznaums OTOP #iegnamnssndu ¢ Anpdawialidnyuzadaadiuaansah
sUuuuMIdansEuYsznauns OTOP ldfiammwiiansugvdumemanaialudszyndldiiu

w3esfislunsuimsdanisgaialisenndesivuiunaeseedng iewasnadvUssandnwlumsugedu
2095309

2. whpfisuiingey ausdy sfuayu OTOP ludszmdlne sansmhsUuuunsdnms
aoudszneums OTOP lkfiaunwiiansugviumemanaaildanmsideluwauidundngns
AnauswiSenszuaumalivinadays Thdmusnen uush slussivyrrauazoednsld

3. HAINNFITEIUULLNSTANIEIUYsENaun1s OTOP Tiamnwiiansugeduniy
manaasssaldszlonilunsensziuassgiagunnliiiaanuudsunsvuazdisiiadnnam
sansnlumsugviuldegvduudesenaliinanudebulusuan

ABALIUNIIY

nM9TeasviidumsITuwuulssanysesau (Mixed Methods Research) Usenauliaae

a o

MTABLBIAUNN (Qualitative Research) wazmTAduLBvLane (Quantitative Research) f35e1ilu

v
=1

M98 69
UszsnIuasnaumIageg

nguil 1 JlidayalunsdunsalBedn (n-depth Interview) [dun fUszneunts OTOP
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fldsunmsdnidenfudmlusdiu 4 w3s 5 auazldsuneiannmahgiie uazfuimamhenunasy
Mnenday M 14 vhu TaensdnRanuuulanzay (Purposive Sampling)

nguil 2 grouuuussuaN Ao gisznoums OTOP fildsumsdnidandudlusedy 4 vie 5
A Nnmsfnassgauaanilviuaniendndudt T we. 2562 fis 5 Usziam ldud 1) ewns
2) 1Bpvdn 3) K/in3asusime 4) vasld/aeanusvassiiszdn uas 5) saulwsdlilgewns Suau
7i9AL 600 18 MATwLsENNSTIvan 11,759 e Taeldgnsaaemls ensnui (Yamane, 1973)

]
a o« a

Mrauanuiitiua Aynwaifviiu 0.5 uaginsguiegsuuunanadunsu (Multi-Stage Sampling)

nguil 3 fnsvnnndl WieRasaneuwINzaNTevgULUUNMSTANELSZNEUMS OTOP
TfiaunwiiensugedunemInann Snwisdu 13 ¥ Yszneudie ndsims fidsimamn
wihumMAsguazonsy uaz§senauns OTOP Aldsumsdnidandudlusziu 4 vls 5 anuaz
Iﬁ%’usw’a’amnmiﬁquﬁa TAuN3ARLRBNLULLANZAY (Purposive Sampling)

\3pilafildlun1sivey

1. 1A3p9ia981B9AuMN (Qualitative Research) Idun uoudunwalidednielaseaine
(Semi-Structured Interview) shedprmmuuuuiats@a 1uau 4 48 Aarsdenlesieiumsians
anusznaums OTOP Tilaunwiemsudedumenisnana uazuuuyszidugluoumsdanssany
Uszneums OTOP Tilquawiiemsudedumemsnaiaaninsegandidmemadiansaununngs
(Focus Group Discussion) shuansmianzas ansdullle anugnievasaunge uwazansduysslomi

2. deviioduBesina Tdun wusenaadvasa Tesuividiowmesnidu 4 aou Tdun
AOUT 1 %Qmﬁ'mﬁu KMBULUUABLNN ADUT 2 WINNNIIANMIEINULIENEUNT OTOP TWfimounw
Wansugedunenanan aeudi 3 ademananiidenadenmsianmsaaulssnaums OTOP Wi
@mmwLﬁanﬁuﬂi\ﬁfuwwnﬁmmm wazmaufl 4 doiauauuziipafunmsiamsaanulsznaums OTOP
Tiiaunwiamsugedumensnann dwduneui 3 uas 4 ansazwuudeunaduuuunenau
1szanniAn (Rating Scale) 5 96U (ﬁaﬂ‘ﬁqm, 1ipe, uUNany, N, mnﬁqm) (Jamieson, 2004)

nsfivsiusandaya

=

1. mAdudsquam Hivnunndeyafiisdesiudszifunsidsannsdunusalidedn
KNT9AAT U 14 v1U URSMIAUNUINGN (Focus Group Discussion) 1uU3u 13 vy eae3s
nstuindeyannmsaunn MmssduneuaniasumaAaiiu wazaeamy wethdeyaninady
LLazﬁVwmwyjmmc-ﬁ’ﬁmmﬂuLwiazﬁﬂul,ﬁaﬁﬂﬂ%’lumﬁLﬂiﬁzﬁtﬁam (Content Analysis) MNUIZLAU

2. MINuBFnu fIvuduiunsnsiadeauauneaviAIeeiinITuANuIENATNTIBdD
PBVLUURBUNNN (Index of Item Objective Congruence: 10C) NFLBEITUI 5 v1u (A1 10C
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faus 0.60-1.00) uaznaaavld (Try out) Mudsznsililingusede Fwou 30 1o Tdmany
\Fasiu whit 0.98 Aewh [Uifudayasivandeting s1uau 600 318 TaumsasuunapsMu LAz SUNAY
meluswldsmiumedadidnnsadng [duunseunudu Fuu 512 ya uazinsdnienuuuaauny
Afgmaufmauasuiuasysal Suau 503 g sndifunsiienzidoya

mTAensidaya
1. m3denzvidayaiBenunn

1.1 myiTeidaya (Analysis) NN1IAny BN wilsds Menfiwus vddeninendes
wazdayannnsannealBeingiszneums OTOP s¥dl 4-5 am Aldsusviaanmsdifiugsia uaz
KU I B USgNaninendouiansmuTn Jene uazadsianeidaya (Synthesis)

Y a

1.2 MmAwniuasduensiludeining (Judge) 7839130l (Comment) uazdoys
LEUBLLUE (Suggestion)

1.3 miﬂizﬁuauwmn@:uﬂaa TasldasnsUsziiu (Evaluation) N19M333988Y (Inspection)
\Wiumey (Approval) fiasegUuuULMITANIEOULIENBUNMT OTOP Tﬁﬁ@mmmﬁamm&i\ﬁfuma
MINANA LazN93iade (Diagnosis) 2av1a38NUInEINeNTinus

2. MyRANidayalyIanu

2.1 Myeneidayadiuyaaszasngnimng ldud wa 01g linsfine Yszaunsad
madufuszneumavieguimagsiia OTOP masfiugsfazevesdns SuauyaanslueAns dszum
msaanzideugisznaums OTOP uasUssinmwansious Iaelfaifimsinneinnud (Frequency) ua

AN3pBaY (Percentage)

2.2 MIANLAMIEAUANNAAWIUAENUTaM NN ETUMsIaMsaaulsEnaumMs OTOP
Tﬁﬁ@mmw WaNMIWINTUNNNISAaA [@wa MImeeay (Mean) Auadeiuunsg U (Standard
Deviation) tamsudaszdvanuiiusieludomonulasldsunsuaeniimedsnsagy

23 mAwNeieedszney Tnedunaui (1) MINANNNTNAUSTZWINAILYS (Factor
Correlation) ﬁwﬁ%msﬂ%’wmswLLamﬁﬂﬁuﬂsxﬁméﬂwﬁuﬁuﬁizwdﬁa@:mmﬁaLLﬂi NIATIIFBUANN
NZANTBIRILLUIRBNSIFEER KMO wazmsnsiasauwndnanduiissasiulsiesndianmsls
aBf Bartlett’s test of Sphericity (2) mMavniladui3usu (Factor Extraction) #e35ms3aeyt
sulsznauaAty (3) MIvyULNUBYALSENBY (Factor Rotation) fRe3BnsnyuinuuuuyNaIn fe
mimguunuLﬁﬂiﬁﬂﬁﬂﬁ”’\amnﬁuﬁaﬂﬁ% Varimax Rotation &8 (4) Massuazmarundensdssnay
(Interpretation and Naming Factor) lasmsfiansanahminiadeassiudsdonald Taeluswnas
AaNRImaTESasY
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WAN15IY
MBI

1. kansieszidayasnmsmumulssanssi laafidldhnsdengidayannnsdine
noEf wnAa nanms enasuaznuideiiiedesiumsuisiamsanulseneuns OTOP wnAn
m3¥ams wazn1sna1n lasldinailansiessiiiien (Content Analysis) Wi ‘luﬂa@ﬁuﬁ OTOP
Tudsemalnefimsudeiuiigetu ivludiusesfsznauns OTOP fsfulevuazgmavnisndu
fifedes Sniviuilnaduwdsunginssalunsdeduiuaziinms mlidusznaums OTOP el
nmsUsumRiemIvansednsieluitasmasimsianisgsfauazmanmn ieliaansoudeiuly
gafaldpenefissinsow

2. wamsaumuaiiBedninssnandinduisznaums OTOP uasfuimslumbhenumasy

9 U

Weados deduineaandfideanudmny denuianudilasaztszaunmsaldumauinsdans

a

sfia OTOP d1uu 14 v Wumsdumualuuuielaseade (Semi-Structured Interview) el

& =p.

e

(%)

Aannealldhdeyallgmaimnnuuugeunn WwemssdegUuuumsdamsaaulsznaunis OTOP
Tiidaumwiiansugsdumemanaia Idmsadadeyannddumeaidoyasmnilaqiuzevaniu
Usznaums OTOP Hayuazguassalunissifiugsia OTOP mausmsdanisgsiia OTOP uasilade

v
v

manaafissnasamasfiugsia OTOP Tiszauwasisa fdil

2.1 anwilagiiuzsvamulsznaums OTOP wuih wihsvuisuiiaseulifinsdnnsesuas
muaIMItunzifisudsenouns OTOP vhlsidunugisznaumsiiiniu iamatudeurasnansiosi
Fugilsznaunsievanaeadnlasthedasuid OTOP fe Auddandniurii fuendnuallnaisiuiign
Tuusiaznzy ndennevdanad anudila uazanaeiulunmshgsesthouiiade hilvans
Adviienflunmaiannmues SeinazsemstsimasuazaiuayunnmhenunMeizagiane Semhunu
masgiesifianunndunazneaudsiiosesulmnsnmsamivayuy feluFsseulstina matemen
puduiiuasiuazanansnthlulsléase ¥inli OTOP anamswanatesiaiias Selushumsudedn
Tu OTOP Apuduguusy inmsasnideunuuiudwhlddud bifiiendnealiduzeeiiosuazany
dasendudlignningusslaefianquamwsdnsurias i wainuaiveswandue OTOP gdawas

2.2 NM¥MIBeAnI wuh fsznaunts OTOP agldmsudmadamsuuuaseunds Winmem
visemndnnnaufisausinlumsuaasandaiiuuasinduls lngldyasuesusiaz Generation 33
fumstiAauszlomivazszandnmgegn Ysznauie 7 dau As 1) msnsuny gsiafidudees
AulAEaziinuaapsflumsLINsIAM NN Idug wsmiegusuy Snsivuaidhmnevie
Taguszavdlumasnifiugsfalapazdesimndulassgiossnusanmnatedaieu uazimadavhumu
732 2) NM3iRevAng Audeduresn g sgwdaau Taevdnuaiazil 2 dhevan 9 fAs /eusms
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wazihewdn 3) msdamsyaans lasmsdvrnihuazwanlndidesiifuusithuisauiiinesu
Tnsudswihfimuenuain 4) misgwens Usssunguniaguimsiuduimsdamsnnes
wevuatiiafivuafismslumsdiiugsia Tasfnsdemsuaznsznsnulidiesie @ dedosd
dononde wiunsfidiudan fhlaemdsiu fuwedeildsnnadanelunsdons Seiusgiy
soumsaliu 9 5) mIvszauy Wunsiduswiogueu odemsiengiomdedeiu uaz
TWanudduiunszuaumsndnibidenansznudadowindensasyusy saudvusesuazimiil
vdnluyszauanuismelutazmbenumeuan 6) Mmooy sndnazimsnenuanudumi
Tumshoulimnuegiane uaz 7) nmaudmasuiszna TaeBuiamssoiuesieulasnisnas
thnswdn wazifladszauanadiSanniuielinsanenan WNLTSNUMIHAR LRNKARAT

v v
o

Mifimsdarhindnesu-neheege ohinldlumsnumuuazamuannsmiiugsia

2.3 nMadamsnain wud Uszneude 4 @ Aa 1) anudesmsuesgndn Bulapns
spongugndimanelfidaduduiiugsia wazimsifiudeyasifgndlaseideanyszaunsali
MuINBA AW AnsTagnen Seazanansavnsuldignindianadasmsuuuludwann adndsi
Tnssiuanudasmszosgndn Taaseiinsninuazassnmaszaznaniimme Segnénluilagiuly
anaaulalugunwuazinasuesAudannieiu 2) Fuyuwssgndt Fegnéazsuiiulifiany
uansnssaswansud e l3Endudfouiinsmazgeninguavinn Taslawzdudfidy Niche
Market %30fufniifl Story aztmfingas mugiumslifuimasswinauazudsnmsmneazyiligne
Wnenuussiulauazidniduyanadd nzluagiugnddnmsndayalunsuwiouifisusnndeiu
roudnduladedud 3) mssisanaazmniumste uenaniu msfigesmensdeiivanvansly
anéndeazaofinlamanenmamesnniuuazgisnsznenaidsslumsne uaz 4) gesmsmsdaans
msfimsieasiinssnguiilmsne Tasdeednuwafnssueasgnéniiahananaunugesmensions
Tidhsgnénanniign ilevangnéusiaznguiiwgAnssaiiunnsnediu

2.4 manMsInNsaEnulsznauMs OTOP wuh wibesuiifuismauasiinsauny

v
val =

uugidunzidougisznaunts OTOP uazenuaxaunwiud Insmssenasgulidudiete
sy inliaud uasmhonusuafilisiayuesiinaszndniusimiouazlvmsaiayy
ptunsegn wiufinaswsinnninsSina waziinsfinauna Tasusasmispnudesiinisysanms
Sy wanduaugszneumssnansaiwmueeld SeantumsAnun fnhoruifiunumadlums
wannesdenudlidusznoums il fusznoudesiimaneidanulumsvigsieuazdiiums
atwrsLiles Tniudasiannesdradorians Weliduimiinheuaziiensiguseduld Snsia
sndnuiedunangifiamnlnsldminensmelugisunazeyinddonaden uennmiy w3ednevde
WusfinsuazSuuiiaduadylunsdidugsiadustnonn
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N5 895N

1. wanmsiensidayaniluzesdasunuuaauaia wuh guszneums OTOP sulvajifu
wAvde 91U 374 e (3ppay 74.35) 81y 46-55 T iU 179 718 (3oeay 35.59) qAimsAnmN
seAuYFane3 Suau 233 e (ewas 46.32) fuszaumsalifugussneunsvieguimagsia OTOP

o

5-10 I w213 o (3ppay 42.35) %\aﬁ%ﬁuqﬁﬁwmﬁa 5-10 I U 177 7o (3oeay 35.19)

Y a [

il fyaanaidesndt 10 Au F1wau 258 e (ewar 51.29) dwlvajeglunguiningusn S1uou

U 9
v

263 718 (3ppaz 52.29) wazidunAndusilssinnanuaziaSagurAvne WK 198 918 (3puaz 39.36)

2. HAMFIATITHITALAMNAAWUTfIsaN1s ANsEaIuYsEnaun1s OTOP ’[ﬁs‘iqmmw
tWansugeiumemsaana wuh ngufpeeiisziuemaAn AL aMsanuLsznay
M3 OTOP Iﬁﬁ@.mmwL‘v“\iamsLLﬂqﬁumﬂonﬁmmmQ”luizﬁumn @ = 421, S.D. = 0.90) WaRaIN
Wusesu wuan ﬁmﬁﬁmmﬁﬂgqqm fin MIIANMIYAANT (X = 4.34, S.D. = 0.79) SDYANN AB N3
ey X = 4.29, S.D. = 0.78) NM33navANS (X = 4.23, S.D. = 0.89) Mavszauwinu X = 4.17,
S.D. = 0.87) M3 UKL (X = 4.03, S.D. = 0.93) MIuImutszanad (X = 3.94, SD. = 1.07) Uay
M3 (% = 3.90, SD. = 0.99) MNFAY uasiiszdunnudaiuisniuiladonisnaafisnass
MINIENIUYIZNUNNS OTOP Tﬁﬁ@mmwLﬁam‘sLL°1i\a°fJ’uvn\amimmmag’lmsﬁumn X = 4.29,
S.D. = 0.83) WisAnsunfurnediu wuin ﬁwuﬁﬁmmﬁﬂgaqm fiD ANNABINNIIDNANAN (X = 4.47,
S.D. = 0.75) 29a¥aN Ap AuuIBNgnA1 (¥ = 4.43, S.D. = 0.78) m‘sﬁamﬁﬁm\m@:mﬂmmﬂ

(X = 4.14, S.D. = 0.89) LAZANNEZAINILNNTT0 (X = 410, S.D. = 0.89) MUAAL

3. HAN5ILASITYALSENAUTRINISIANITEANULSENAUN1S OTOP Iﬁ'ﬁqmmw;ﬁa
N5LBITUNINITARIA

3.1 WANIFILASISHDIALSZNOUAIUNITIANITDIANT

msm‘naaaummmmzﬂma\mwﬁhLuhﬁﬁwmﬁnmaoﬁﬂ‘sznauﬁwumsa‘iﬂmﬁmﬁm Tng
AATeA Kaiser-Meyer-Olkin Measure of Adequacy (Kaiser, 1970) Wud1 A1 KMO Wiy .968 Laa
Pehudsyeiifanumsnzaniianhandiessiesdlsznay nanmsmasey Bartlett’s Test of Sphericity
WU 6 u,ﬂiﬁmmﬁuﬁuﬁ'ﬁwﬁ’mmoﬂﬁﬁﬁizﬁu 0.000 (Chi-square = 18038.173) LAANINALLUIFAN ¢
fansahlvAwneieedusznauld nansannesdUssnaumeismsdwsziesdUssnaundn (Principal
Component Method) WUANAMNIINTY (Communalities) BovdILUsusazdfildluniaseH
pudsznBUYBIMITAMIDNAnT Tovaia 49 fuds Saegszvin 509-821 wazanansaidnegldlu
avfusznaulnadisznaumile
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HANMIYULNUBIALTZNBULLULYNAN (Orthogonal Rotation) #8335 Varimax WaRNGIT1Y
i 1 wudh fudsildlumsdiensideyainonn 49 fulsamsodadingueedusznauldiuam
6 9AUIENBY BuaaNInSUNEANNLUTUTILYENMILLIOING SauRy 63.698

A37 1 NAMIENADIALIZNBLLATMIMNULNUIBIDIAYTZNBLAMUNIIANTDIANS

avAlsznay Alainu Samazanuulsusiu SouazazanaNuulslsIu
(Factor) (Eigenvalues) (% of Variance) (Cumulative %)
1 9.941 20.287 20.287
2 5.965 12174 32.461
3 4.821 9.840 42.300
4 3.818 7.792 50.093
5 3.451 7.044 57.136
6 3.215 6.562 63.698

a P ¢ a o o vy o o
MIANZRNAYTZNLLENENTIAINITIANMIFaNULSZNaUNS OTOP Tﬂu@mmw WD LD
PNTAANAGIUNITINNTANANT WU HUIU 6 avADIzney Jneazidun fvil

a9fUsznaufl 1 mIswems fevdusznautoy 17 fuds anhwinesdussneudous
561-.737 elawnu whi 9.941 Fanuudstsiuasan whiu 20287 shudslussduszneudt 1 Asil
1) n3zaemIzulFinef 9 pEvINzaNTUTIUILNY 2) é’ﬂﬁqé’wmﬂmmazmﬂnnaﬂww‘\i'alﬁ
gshamansasdniiumsidednesniu 8) fmuagisnnalumsdenislidaamuuiatiosiunnudualu
Moy 4) nlaldenudustvassndniafiowfuamndnlunsavaia 5) Fuimsdesiiduriamii
Fauuaziudamnnsal isssnsauidamuazdnaulaldeamsnzanfuaaumsalfiwasuulas
6) FAATINARDLUNUANANNTINITOBIWENY 7) Simsdeans/dens Tneldgaemsiivannvaisuay
fanuwnzan 8) Nauninee U lfARININNANNDTR ANNTIUIY ANNETNIT LASANNLANIZEN
9) aau\‘nuiﬁam%nmuﬁﬁunﬁﬁﬂﬁﬂﬁmuﬁo 10) avasuldnwtineuinesnahoufivainiais

L1}
]

snsavhsuldvanewid uazwdonfiasryuisuduwasudmumis 11) Inmsdavhszuuasasey
annwrdndusmnafdlumanan tielimansondnsluSnauazgummasian 12) fianuadasi
Tumsudms aansasuwasugyuuugsialivenzaniaanunsalene q 13) fmslddasmemsieans
fanzaniueedng WegUuuumsdeasuuumemanaznmadesauylifumens 14) AILANLAY
Uszifiuwamaufifeuraewiinnustnesiaiias 15) MeunumdsaulisanadpeiuyFnumnan
16) fimsaansiisn Lauﬁ’unnﬂuiuaoﬁnmﬁmﬁ’u WhrnnguazdIneNmiaeeaeans wag 17) USmsiannms
sandnuuvanenufsniuiisauainAlusedng
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avAlIznaun 2 Makuuaztnd SsvAdsznovday 10 Aauds AnavALIZNBUAILE

De

495-751 fnlatnu Wil 5.965 Fanawstsuazan whiy 32.461 sulslusedusznaud 2 feil
1) v Tudnesu-neaeetedussuy dmemsislusunsutudan L%ﬁ;gﬂw%a%\m%ﬁm%’mﬁwﬂm%ﬁ W
feendw 2) Favhvursznamsldnesrmthrsumssidueu 3) davhszideunsidnaeiiiermuns
aldane 4) fsvuumsdaintadilusels aseasuld 5) fvuassifoumsdemeaudvdniau 6) o
Ruyuiliisswasamshgsiauasiiuasduyugnidudisey 7) fmahdsmiiunsuassmnsatine
gndey 8) fimsdaifivdeyassaumentroifuszoy fuady uazianugnees wevhanldlumseiy
5309 U doyagnen doyamsuin dayamsvne deyatnd 9) Insiemuuardssiliunaannmsia
vneeunsufiieulussdnsetvdaiies uaz 10) Fszifisuuouusunsiaouiidaaumunguaney
ANATDILTIIY

avAdsznaudl 3 mymewnu fevdussnevdon 8 fuls Anbmiinesdussneudous 535-727
lownu whi 4.821 FanauUsUTuasan whify 42.300 sudstussdsznauii 3 fisedl 1) Funums
ﬂﬁﬁﬁmuu‘;luij”’umauﬁ%’m wu‘luv‘;nﬂszmumiLﬁiaﬁﬂﬂgimimiaq hamne MOLHUITEZAY T8N LaY
TBTEN 2) ﬁmﬁmﬁwLquqsﬁaﬁﬂiQUﬂquLLazﬁmmaama”mLﬁafmﬂaqmﬂumsﬁmﬁuqsﬁa Tun
UHUNMIARIA LNUNTDIY WNUNTTHAR WHUNNTINEY WHUNTRGUY 3) ﬁLquﬂ%uﬂqoﬂﬁ@hLﬁumuLﬁa
AnnziuazaunulumIUiuUmas fiunustvsiaitio 4) finmstmuaingUssaeArasnvhgsne
aeiwﬁ’mﬁmaamﬂﬁmﬁ’mmwﬁaanﬁaumoﬁqsﬁq 5) AMITWUKUMINEALASUIIRUAIANARY LY
Just in time MuszazauialiiusionsdvuenuazszozemilaliAnanmwaaaslunsfifiugsia 6) &
mi”‘;Lmﬂzﬁamwm@”auﬁmamquLLazaamﬂﬁaoﬁ’umiﬁhLﬁuﬁqiﬁﬁ; 7) AUty Nauvsnewnthil
LRZANNSURATBL LA IMLAZEL AT Az LBaATDINUBENTALIY 8) YnlATIENIBNANIUULANENY
Mﬁnﬁ'mmzauaamﬂa”a\aﬁumﬁnma:qﬂmnﬂumﬁns

29AUsENaUf 4 MsiaIuIIN JovAUssnavgss 5 Muds ArinaeAUsENaUAYLe 569-

v
v

663 floinu Wiy 3.818 FmnaudsUsuszan v 50.003 fuslusvduszneuil 4 el
1) sanBnnguilausmsuineudenayszlumbvevesdns 2) swiinoususnsniignmiudugue 3) Tn
lomalimemgshia vseandnnaudiausinlunsuaasanudaiuuasindulawwmluniseiiu
adlafiszifiusdysng q edu 4) imstemanrnuilunsuinsgsialimndnuazyaains uaz
5) Walamalimemgshadidwsmlumsuimsinns Tesfimsudsduliudmasesiesiarili
FEnfomaduidzes

p9ALlsznauil 5 MaadaiAetne Sevdsznauton 5 Muls Anhviinasdusznoudud 494-
776 enlany Wiy 3.451 manwulsUTuazaN wniy 57.136 duslusedsznauil 5 feeil
1) ferwswflafusaudniionsuandsuBouismiy 2) wumsiidusmiugusy sndns
oo mdsdeiuuazilugasy 3) Inslidnfulmiasiuiiuazasumdngnavipsiuielhiinns
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Fudutmussaniasiu 4) Imadenleviniotenguinaningdiu ievhivingiubisnaueauly
nMawan 5) imsuanisuanag deyatmsiumbenumneusn waz 6) imsdoulesdoyatims
AUMNENUNNATY IBATULNEMTYTUINITINGU

pNAYIENBLT 6 NMI518vU HavAdsenautay 4 fMuds AminavAUszNaumAvwLA .449-.734

'
=1

Alownu Wiy 3215 MAnuulsTuasan whiv 63.698 fudsluasdusznaud 6 fisefl 1) M3
i’]EN’]uLﬁIE]é’uE\;ﬂ wnwueUsTiuNansUTRNY 2) mInenusuzfTRuse AUy walR
nwivanuinmthlunsien 3) manenudsfinnudadeiauitumFetreiunied was
4) ﬁmﬁ@ﬁﬁwﬂmumsﬂizqunnﬂ%@Lﬂumﬂé’nmié“nmLﬁaTﬂﬁLﬂuLmeﬂuﬂﬁﬂﬁﬁ’ﬁmumuuﬁ

sz

3.2 NANFILATIZHDIALSENAUAIUNNTIANITARNA

mMansvasuANNINzENTavgaf LU AnsesAUsznaudumMdamnain oy
31ATR Kaiser-Meyer-Olkin Measure of Adequacy (Kaiser, 1970) WU @1 KMO winfiu .968 Lany
Niusgelfianuminsanianihanieeiaedlsenay Kan1InAsaL Bartlett’s Test of Sphericity

'
aad

wWun fudsfiauannusaAneaifnszau 0.000 (Chi-square = 18038.173) LaANIIAILLIEAN
susathPAinnsissddseneuls nanmsaimneedlsznaumedsnsimssieedusznauvian (Principal
Component Method) WUANANIINAY (Communalities) BaYFILUTUAaFITLE lUNTIATIEN
avAUsEnaLBINITAMInaIn S 2 fudsfien 472 uas 496 Seldinisdai 2 fulsesn
ilavnnienlaify 500 Fewmdasudsiisnansathluieneild s 23 fhus fmetjszwing 516-730
wazanwnsadnegldluasdsznevlnpedusznauwils

HANIVYULNUBIALSENBULLULYNAN (Orthogonal Rotation) #I35 Varimax WaRNGIAMT1Y
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A Macro-Financial Model for Business Financial
Planning to Prevent the Risk Impacting

the Return on Equity (ROE): Agribusinesses
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Abstract

This study aimed to develop a macro-financial model for business financial planning
(MFM-FP), and to measure the efficiency of the forecasting model. In addition, the likelihood of
the risk impacting the return on equity (ROE) and financial planning guidelines was examined by
using economic data, income statements, and balance sheets of agribusinesses listed on the Stock
Exchange of Thailand between 2016 and 2019. MFM-FP was built in the form of simultaneous
equations by employing the 2SLS method. The mean absolute percentage error (MAPE) was used
to assess the efficiency of the model, while the risk was considered by setting risk limits. DuPont
analysis was brought in to build a financial plan in order to reduce the risk that could impact
the ROE. The developed MFM-FP model contained 39 equations, divided into 15 identity equations,
22 behavioral equations, and 1 conditional equation; with 7 divided blocks. Ex-ante and Ex-post
forecast accuracy of all financial statement factors (assessed by MAPE) were found to be no more
than 3.08%. Results also showed that the forecasted ROE in Q1 of 2019 was -1.09%, which was
within one standard deviation of the mean. However, if the GDP growth was -3.72%, the forecasted
ROE would turn out to be -2.35%, indicating a high-risk level. Therefore, agribusinesses should

mitigate the risk impacting the ROE by reducing costs, account receivables, and inventories.

Keywords: macro-financial model, return on equity, risk
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mssanzifiaudauet 2549 aufisl 2562 uazvhnmsassuuuhiass MFM-FP Tugiuuy Simultaneous
Equation lagi5 2SLS waslseifiuyszansnnwaesuuuinasesiy MAPE I TRNTUNANHEDY
TnsfmvunwauAMNLEDY (Risk Limit) wBNINT . F9¥MTNLHUNIMSIude DuPont Liaan
amaieveey ROE Tnawan1sdnms wudn wuusasy MFM-FP fiad1vtuslannisedu 39 aums uis
Juannsiendnuaisiuan 15 aums aumawgingsy s1uiu 22 aums wazannsidoulasuau
1 aums3 lewutveanidiu 7 block Watszifiudszan3nmasutudnasiain MAPE 29 Ex-ante uas
Ex-post savsumstiulunniugs wuih litiudesas 3.08 uenand ilevhmsenansal ROE
Tasanai 13 2562 wut agjﬁ%aﬂaz -1.09 ﬁadmg’lmzﬁumﬂmﬁ'm (-0) e [sfimm wnamziAsEgia
(GDP) vinfiavatiifaras -3.72 azauwal¥ ROE fienagii¥onay -2.35 feiegluszivanandusgy

' a

futiy ngugsiamIneAsAIsiMIUTIandunu angnuiimsmuasfumasivdnay [WaanANNLEEY

q q

Tiuwansuunuzesiiieduiiasldsy wiald ROE navmnayluzivund

AEIALY: WUTADINTANA NARBLUWNURTBTU ANNLEEN

' nanganSyangeiiuin e13nuIIgIne AusuINEIne IINeauInERIFEns
2 MAINMIEY ANEUINIEING A AIneNABINERIMEns

* Corresponding author. E-mail: wsong12@hotmail.com
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UNuI

M NULUTIARYLATHTAMAIAMIITY BN INSLHUNMSISusasgsiamstnensLiu
wudasviiadslmi NnunAaAssgaans wazmsiSugsia Wemansainemsisu Tasaws
NanBUUNUYBYEal (ROE) Lﬁa\mnium‘smmmsmfm\amﬁumﬂm&i%ﬁwmimmmimfﬂamns
Imr;hul,l,um‘hamagn‘smam (Time Series) #fifuYs 1 fMwasuuwlaslyauia) Wy Naive
Aadniadoudi Sasinsuwanuwas Exponential Smoothing weangafifiaeegidima ezt
T¢an Darlymple (1987 81984lu Armstrong, 2009) Tuds Frank L&z McCollough (1992 8198y

ad o

Armstrong, 2009) uazifis [fyarmusnmedvinstszinumssesieiiannsiu debildaulateiiade

a a 1

muuen laganziaianviuassgisnfidniwassswnisSuzesgsia Ay msmansalsumsidu

] v
a a a =

Jnsnpiliiiinenuaaaedsunndayaddeiifiodu wazenearasianTNLRuMImIiugsia

LY

a

Anewanald

samaiimsfnmnasifefimsaseunuiasslugUin simultaneous equation models &4
HuuuuhaseiiUseneudsfulimounn wu fMulsnediasegia visfudsmeduuloineves
masglidasiuiinutu saneends dudu Adhlufnanssnodasunaiulaeasuazladon
soifu Seeradunuudasviiaunsadldlunisaanisalsunsiduldedeiiusansnmannnda
maman1salleelddnnaiusesany

Aty manwensalmemaduifidssinoweondenaliinaswudsdomadndulafiazasu

=

viza liavnu ngmnuuuhassidanuuiugitonvh anansaaianisal ROE uiugiguii usnanil

a &

5909AEINITONILINLHUNTALEUUNIN NS IS U T aeTuANNLEEY  Lazasnalselamilvi

e o

feviuldoenviidssininweieiguiu

InqUsaIA

1. @3NUDUNADILATHFNINVAANTINY LHBNTINUNUNINNNTIRUDRIEIAY (MFM-FP)
NuneTaUsEAnSMweavMsIULTaas lumswennsal

2. ﬁnmﬁﬂamanfmﬁmﬂfnuLﬁmﬁiawamammumm@ﬁaﬁu (ROE) LLAZLUININNITINLHUNN
ANUNMIIU

NUNIUITFUNTSNNLNLITD

INNITNUMULBNEIT WU Francis Las Rowell (1978) T@a$9uudany Simultaneous
Equation Model walglumanennsaluazamansalounmsiu lasldfinsuusannmssandduy 10 vann
36 aun13 laefidadh FR Model Usznausis sanmnugaawnaan, mawde, funuasi, sien, funu
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nawdn, Meld, Anudesnsidy, maEs, fuunensiu uay yasvuasy Seasmssulng
fisseiuiunmnensunazifiusanmsiendnualdnivg namds WusumsmMeadnmansiuans
fermawhiusaviudsmeduieuazamiewingu wu dlsdesiu whiy sesy aude dunu
fudu uenandl Artikis uaz Artikis (1999) Ifimsdavinmsfnenifsafumswennsainiemsidu
loeld Simultaneous Equation Tuuuudassisznausis 5 wnin 29 aun1s Usznausie upmzy
uazaldnnmadufivey, funind, SupulumsdamFuning, maudeiiudoya uazmaimls
Fouuniassiiaiuilfmansuausslumsmanisalifsaioiginsdiamemsdu fevihldanansa
Nnenagmsld uenand Svaansoudlatigmlumsdnusuyuessurssndsnld dumsinany
wsiughaavmswennsaiiu IfinsyUszifiunasmemanaaindsuiiinduszninsimaiouasmwennsal
Toun ArmevnniissvzavAiadsanuaaintAdsuridessy (Root Mean Square Error: RMSE),
AleduAANALARBY (Mean Error: ME), mAnuaaalaanuduysaliads (Mean Absolute Error: MAE)
wazAn¥azAMNANALAADUANYAlRAY (Mean Absolute Percentage Error: MAPE) Lgulfieniiy
Bratu (Simionescu) (2012) ldldmafiianuamandsusananifuiiSouifisuanumsnzasey
wpudrasslunsweinsal TIave Brown waz Huang (2013) lévimsussifiuanauwsiugian
anwliudusuzasdaya derfu lunmsAnmaeilisldihnsyszfiudssandnmassuuninasy
nnenawsiuglagmsldrmsia MAPE {uvan

wanNuuLTassins Tumsdneadeioldrimafneiouumemsneunumenisdu
\ioanANNLEENTBILSEN Ty ROE Mgy nsfnenaey Aimazari (2012) AiFnsn1assiiueu
MIM3L3uz8Y Jordanian Arab Bank laefiansaundiy ROE waz ROA Sunanssifiuumensiduaas
sumsAsutiuAsarasiaulfuivanuiumufitouaswa ROE wulfieniiu Chang, Chichernea,
WAz HassabElnaby (2014) [¢ldszlesvizes DuPont lumsmemsainameuunuaasnsdemeviu
Tudupavgaavnssngenw leedunisdssyndlduuimensmansalnansuunuainfunsneg
msfifiunugnd (RNOA) TaeBanmsannaetiosiign 5339 Gray, Merton, uaz Bodie (2007) 16
Anm L%'EN New framework for measuring and managing macrofinancial risk and financial stability

Tasuanvivanu hasmswasuudasiuiinnilassnsusniayrwasa dunswg wasilau

NIy Ltuﬁﬁﬂ’[uﬂﬂiﬂ%’]\‘l LUUI1aD9s MFM-FP

wusany MFM-FP (fuusudassiiaiiuieldlunsiiensiuaziszfiunansznuan
fRdumeusniifinasosumIdu WU NanTEIUTINAMZIATHIARNTZafIAY vidosamaenidofifing
wasuwasly Hudu dofu wundassdnaniadunssidunnuundaneduiassgmans
nMsidu wazmadamesuada Tesuuuhasseneumsnguanms Wisuuuaesiidaumsunnni
1 aNM3 ¥EarANENMILAELN ﬁwmﬁﬁwuﬁmm MFM-FP azusznausiaanns 3 JUuuy As aums
wndnual anmsngingsy wazaumadouly Teefnsouwnmsdaruuuiiasy MEM-FP denwdi 1
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ROE = rls/dnaumu

|
1 !

FILLUIIUNITINU

FLUIMemULATETNT

R i Ty v

suhlsmenu yUAa gUSIANATIN | | QUMUNIETIN | | FumMIAds | | fumssu
- ¥R - Funing -msuslna - INHAT - NusENnu - USanausu
- flunu - wilau - NM3AU - HARMNTIN o Mey -gude
-hls - suspeu| |- msldhemesy | | - v3ms o Y - dmaenide
- M -mM3fn -Bu
- M389aaN
SBuq

AT 1 NIDULNAA IUNIAEIULNIIRI LUUI1ae MFM-FP

Nnuuuaes MFM-FP figdeiuazgmirlflumsyssiiuanudosuaznsunumensiiu
iielifiinasnuuszifiuivanudowdelomafiazdsunanauunuanmsasyu Tasdnasnuaansa
fsanfawanszmumniademesuiasugia 1wy GDP spwstmalimsuwasuulasvdsanasazaona
sio ROE anntauifiedla usnand fuimsvegianisansnsafiezifiunmsneunulumsiiasiu
anadesfionaiindunnwanssnmednuiasegiale denmii 2

NNFUMITU
- i lsenu

- NUAA
+

LULIRDY UsziiuauLTe

_:,

> LAsEgiaNnMA
Ms1Y (MFM-FP)

o ¢ LLRSILLAY
NNATULATHIAITAT

NN

- gUavA

- gUnmu
- AUMIARN
- AUMIIU

WonlevuwulAn WUUFIRBY MFM-FP duuuassldienei

MIRUiULATETAENS Pasedulvl WRZITILNUNIINNTIY

AN 2 MSaEvuuUaany MFM-FP
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ABn1sANE

Tunsfneessiifasnsdnun ail

a af

1. vhmanunndayaniugilu 2 dw ldud

9

1.1 dayafudsmesmuassgiauassumadusudlasnad 1 0 2549 fulesanai 1
2562

1.2 dayavumsiuzaengugsianainensiaensieulunsevanning losusindeeims
apmzibaunentl 2549 wohddwaugsiianviiu 36 USEMaN 50 VSEM InenhvunsSuzesudazysEm
asdusumaduzeengugsianisinens

2. ARFINUUUTRBILATHININANMANNNMTEUNDNNTIN KUY (MFM-PF)

2.1 m‘mmaumwﬁ\maﬁm&a 1m® Unit Root Test @835 Augmented Dickey-Fuller test

2.2 8519uuus1a8y Simultaneous Equation lagldiguuuunistszainamaanmasizis Two
Stage Least Square (2SLS) Lﬁau".”lun'ml,ﬁlmﬂzymﬁmaLﬁmms‘ﬂizLﬁuauuﬁgﬁummmsﬂizmmmﬁ

v

wuu OLS A fMuussiavidufuys Nonstochastic Feavsipvlsiiowdey uassipvlifinuandiffdu

v
v

Inconsistent Imﬂgmmumm Simultaneous Equation Hueil

;§1JLL‘1J‘1J°IJB\‘1 Simultaneous Equation

By, + Tx; = (1)
Yii X1i U P11 Pz - Pic
Wity = P = [Flu= | B= (P P2 P
Yai Xki Ugi Ber Bsz - PBec
Yii. Y12 0 Yk
r = |V Y22 Vak
Ye1 Ye2  Yek

Iﬂﬂﬁ Yi = G x 1 vector of endogenous variables X; = K x 1 vector of predetermined
variables u; = G x 1 vector of disturbance terms B = G x G matrix of endogenous variable

coefficients I' = G x K matrix of predetermined variable coefficients
PNNENNSH 1 Adoannfineiunnmasunzasnateainmasy U avil

1. Aadsdewiiu 0 E(y;) =0
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2. nanuudsnuuazanuudstTuTdeduon E(uw) = = laefl ¥ Ao G x G
matrix of Variances and covariances

'
=

3. u; Wiflavdiusdwie E(uaw) = 0 &9 i,/ =12,....N oo i # j

upnanilunssdifiunsszinuaiannidaeds 2sLs sudniufiazdoedl Instrument
Variable (flavanlumsuszanuauuy OLS azfinilymlugluunsesiiusdaszazianuaniusiy
fulsraaAaay (error) Gt fuLs Instrument Variable Faifududsibifianaduiusiumus
AaALARBY uAfiAudiusffuUsasy Taedmualsk Instrument Variable Ao z; foaumsi 4

ﬁ* — LYiZi @)
Lx;zi
lapfi B* = fMudsszanuedulsaioviis y; = endogenous variables
xl* = predetermined variable Z; = Instrument Variable

3. NNSUSZLRUYSZRNEMNT Y LULIaDY LLazwanﬁiWﬂwnimﬂugﬂmea\a Ex-post LAY
Ex-ante Ia8yinN1INasauI@An RMSE wagel MAPE

4. Uszifiuanuiiesessnanauunueviiovu (ROE) fildmnuundany vhnsueseiumeny
ANNLAEN (Risk Limit) snauideiuunnngu panlu 3 sedu [dun seduund ﬁoag’luﬁaa
oy t0 szaufifianuideegsenin —o TN—20 uazszauaNNLEegy Aagiigendne

—20

WaN1SANE

NAMIANHNENIUUUNADILATEFNINNANAMNSTEY WM TINUNUNINNNTIUTBNEsHas iy
HARBUWNLPBIETADEY (ROE) : ngugsiamsinensiieglunaavdnniwduitszmalng (Juseil

1. #F9UVVIIRDILATHFAINNAIANNITIFIULBIYTAUINTINDLANNTEAUANTINIGD
Tumswennsainen1sidy uazn15IUKHUNINSISU (MFM-FP)

LUDTADYLATEZAINRAATINT ISy SN D N sEAUANNInsalumswennsal
MINIIU UAZMTNILHUNNMEIIY (MPM-FP) 1u fiauns 3 0uun Tdun aunsiondneal s1uou
15 guM3 AUMIWAANTIN Sy 22 aums uazaumadeuladu 1 aums MuaumIioiun 39
aums Taouneifiu 7 vana doil
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1) FMULATHTNIPLTIA

Agry + Ind, + Sery + WR, = GDP, = Co; + I, + G, + (X; — M,) ™
log(Co;) = 5.40 — 0.01log(RP;) + 0.18log(VAT,) + 0.45(Co;_,) @)
(-2.816) (4.991) (4.284)
log(l;) = —0.94+ 0.031og(CPT;) + 1.00log( GDPtax,) ®)
(3.428) (4.798)
+0.1010g(SET,_,) — 0.24log(wage;_+)
(1.881) (-2.527)
GDPtax, = GDP, — PIT, @)
log(X;) = 5.90 — 0.84log(CPI,) + 0.25log(Eus;) + 0.66 log(Xmaus,) ®)
(-5.911) (3.636) (13.528)

+0.01log(GDPchina,) + 0.15log(TOUR,, X;_1)

(2.919) (7.339)
log(M,;) = 6.34 4+ 0.131log(GDP,) + 0.23log(Mcapus;) + 0.40 log(Mrmus,) ()
(1.975) (4.278) (11.607)
—0.43log(MIP,) + 0.12log(M,_,)
(-5.976) (2.542)
2) MuULATHIAIUMUY
log(Agr,) = 2.12 + 1.031log(API;) + 0.01log(CPI) + 0.30 log(Eus;) @
(23.998) (2.202) (1.969)
+0.31log(Agri_1)
(7.365)
log(Ind,;) = 3.88 4 0.5510g(CAP,) + 0.24log(l,_,) + 0.34 log(Loadbu,) ®)
(10.146) (3.969) (9.602)
—0.55log(MLR,)
(-9.601)

log(Ser;) = —2.00 + 0.701og(Co,) + 0.01log(GDPchina;) + 0.161log(TOUR,) ()
@4.777) (2.386) (5.919)

+0.23log(Ser;_1)
(2.344)

log(WR,) = —6.57 — 0.741og(CPI;) + 1.09log(Ind;) + 0.61log(WR;_1) (10)
(-6.117) (8.503) (9.629)

3) MULATEFAINITARY

BB, = GR, + GE;
GR; = Dtax, + Idtax;
Dtax, = PIT, + CPT, + PTTIT,

log(PIT,) = —21.67 + 0.94log(I,_,) + 1.66 log(Ind,) — 0.13 log(INS,)

(4.623) (6.816) (-5.890)
—0.13log(UMP,_;)
(-2.088)
0log(CPT,) = —45.02 + 2.67 log(Agr:_,) + 1.91log( WR,_;) (15)
(9.008) (14.682)

66

R? = 0.963
Adj R* = 0.960
D.W. 2.251
R? = 0.877
Adj R? = 0.859
D.W. 1.730

R? = 0.982
Adj R* = 0.979
D.W. 1.05

R? = 0.982
Adj R? = 0.979
D.W. 136

R? = 0.945
Adj R? = 0.942
D.W. 1.611

R? = 0.941
Adj R? = 0.930
D.W. 1.826

R? = 0.982
Adj R? = 0.981
D.W. 1935

R? = 0.945
Adj R? = 0.938

R? =0.900
Adj R? = 0.889
D.W. 1.68

R? = 0.927
Adj R? = 0.923
D.W. 171
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Idtax, = VAT, + SBT, + ED, + XMT, + Otht,
log(VAT,) = —=7.58 +1.05log(Co;) — 0.11log(UMP,) + 0.11log (VAT;_;)

(3.431) (-3.606) (3.913)
log(XMT,) = —7.21 + 0.39log(Eus;_1) + 0.93 log(M,) + 0.21log(WR,_3)
(2.058) (9.894) (2.118)

4) FULATEFAINTNUY

Mtwo, = Mone, + Ddeptwo,
log(Ddeptwo,) = —2.11+ 0.18log(GDP,) + 0.01log(Rsave,)

(2.413) (1.778)
—0.03log (SET;) + 0.97log(Ddeptwo,_1)
(-1.836) (31.023)

Load; = Loadbu, + Loadg, + loadp, + loadoth,

log(Loadbu,) = 0.19 + 0.18 log(Ddeptwo,) + 0.07 log(I,)
(3.847) (1.673)

+0.14 log(MLR,) + 0.70log (Loadbu,_,)
(3.100) (11.109)

log(Loadp;) = —4.40 + 0.41log(Co,) + 0.90log (Loadp;_1)
(4.925) (47.375)

log(MLR,) = —1.48 + 0.17 log(GDP,) + 0.12 log(RP,) + 0.35log (MLR,_,)
(6.410) (11.926) (6.300)

5) shusuilsznenu gsfannEns

Nlagr, = EBITagr; — CFagry — TAXCagr, — OTHagr;
EBITagr, = TRagry — TCagr;

log(TRagr,) = —0.58 + 0.99 log(TCagr,) + 0.06log(AGRagr;_,)
(63.189) (2.999)

log(TCagr,) = —2.43 4+ 098 log(TRagr;) + 0.16lot(GDP;)
(65.922) (3.730)

+0.14 log(MLR,)
(2.303)

log(CFagr,) = —8.83 4 1.66log(MLRagr;) + 0.76log(CLTagr;)

(6.514) (10.216)
+0.58log (Eus,) + 0.23log(CF,_,)
(2.331) (2.884)
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(18)

(23)

(24)

(25)
(26)

(27)

(28)

(29)

R? =0.961
Adj R? = 0.958
D.W. 1.59
R? = 0.868
Adj R? = 0.856
D.W. 1.20

R? = 0.996
Adj R? = 0.996
D.W. 1.644

R? = 0.992
Adj R? = 0.991
D.W. 1.88

R? = 0.999
Adj R? = 0.999
D.W. 1.505

R? = 0.960
Adj R? = 0.957
D.W. 1.05

R? =0.991
Adj R? = 0.990
D.W. 1.36
R? =0.992
Adj R? = 0.992
D.W. 1.67

R? = 0.859
Adj R? = 0.829
D.W. 2.55

67




HUUDIAOVIASHYTOUNMAMSIDU 1HMSIMULUNIMSIDUYESSTDITIEDAUAY WIAIDYELWAROUINUYEVLTORU (ROE) :
nqussiomsinunsioglunamnannsweirivus:meine

6) MUILAA FININTNBAT

ATagr, = CATagr, + FATagr, (30)
CATagr, = Cashagry + ACRagr, + GXagr, + CATOagr, (31)
log(Cashagr,) = 0.98 + 1.03log(CATagr;) — 0.66 log(CLTagr,) (32) R? = 0.825
(3.892) (-2.136) Adj R? = 0.791
+0.43log(TRagr:_3) Db.w. 136
(2.321)
log(ACRagr,) = 5,64+ 099 log(TRagr,) — 0.46 log(GDP;) (33) R? =0.877
(16.177) (-2.514) Adj R? = 0.870
D.W. 1.52
FATagr, = LBagr, + FAOagr, (34)
LTagr, = CLTagry + LTOagr, (35)
log(CLTagr,) = 7.023 4+ 0.52log(GXagr,) —0.311log(TRagr;) (36) R? =0.932
(10.721) (-5.344) Adj R? = 0.919
—0.21log (API,_,) + 0.44log (CLTagr,_,) D.w. 1e8
(-3.914) (7.823)

Vv a

7) PUNARBUUNUTBIRNBYY §IAINTINBAT

q q

ROEagr, = ROAagr, x EMagr; (37)
Nlagr, TRagr,
ROAagr, = gri X gre (38)
TRagr, ATagr;
ATagr, (39)
EMagr, = OEagT,
t
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M151990 1 Aaduiasuds

A AMNANE AaLLLs ANANE

GDP GDP GE Palikald

coO m3uslnalaesiu dtax MEMIRNT
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2. Uszifiudseansnwasuuuaany uazwamiwmnizﬂugﬂLnJmlao estimation period
LLae Ex-post

nMaszifiulszaninmaesuunTaes MFM-PF filswennsalsunsiSusesngussfiamsinens
wuh wamIUsziue AL IesmMIwensaise ey funu mlsdudu flsgnd dunswe wildu
ROA W&z ROE a1nuuuiandluziveed estimation period Wuind@n MAPE BEi5zWiNe 1.93-2.85%
997 2) wazluze Ex-post forecast period ffN MAPE DEIENIN 2.05-2.59% FaPNTA 2
foiuFeagldhuuudans MFM-PF apegsiainuns fszandnwlumswennsaiidesannemennsal
uazAaTefieuansiulainn

9197 2 Yseiindnwaesuuudiass MFM-PF 2895379LnB0s

estimation period (2550Q1-2559Q1) Ex-post (2559Q2-2561Q1)

e RMSE MAPE RMSE MAPE
TR 426.46 1.93 535.11 2.38
TC 405.56 1.96 567.72 2.25
EBIT 2298 2.09 28.17 2.35
NI 24.61 2.48 50.25 2.59
AT 1,012.79 2.06 1,864.64 2.29
LT 421.14 225 1,079.19 2.51
ROA 0.10 2.85 0.03 2.05
ROE 0.13 2.48 0.13 2.59

N WUUSIany MFM-PF
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3. wamswgnnsalganTeuas ROE mmqsﬁmnnm INUVUIIEaY MFM-PF

wawennsalyarpanIBa: ROE Tuty Ex-post lasanad 2 T 2559 quislasunait 1 1)
2562 WU BeAIEUAL ROE vavdayasivrudayanensalfufisnindidseiu manansuszidiuses
A MAPE fams1eit 3 iisvhmseanisaizng Ex-ante wudn lnsanadi 1 9 2562 fyareonmeay
#1 19,127.69 & uUm waz ROE gfi¥puay -1.09 femseil 3

A5 NN 3 NANITWINIALLDATBLAE ROE 229 Ex-post L@y Ex-ante ?J?J\‘lﬁjﬁﬁnﬂ‘k}ﬁ]‘iﬁnﬂ MFM-PF

, , Hayavde* fayauanmzann1TweInsal
29 e[l - -

#aAe (§1UUW) | ROE(%) | samws (§1uum) | ROE(%)

Ex-post | lmsanaii 2 ) 2559 15,979.54 412 15,646.33 4.01

Tnsunait 3 7 2559 16,543.34 -0.39 16,218.53 -0.38

Tnswnadt 4 7 2559 20,543.07 -0.64 21,137.45 -0.67

Tnsanaii 17 2560 25,815.40 5.15 24,955.20 5.00

Tnswnadt 2 9 2560 20,436.82 -2.21 21,127.23 -2.16

Tnswnadt 3 1 2560 18,822.57 0.21 19,212.81 0.21

Tnganadi 4 T 2560 23,225.76 7.39 23,040.00 7.06

Tnswnad 17 2561 22,244.48 1.35 21,680.97 1.35

Ex-ante | lnsanaii 2 7) 2561 21,382.77 4.30

Tnsinad 3 1) 2561 21,430.84 0.47

Tossnait 4 T 2561 21,778.73 1.79

Tnsanail 17 2562 19,127.69 -1.09

in1: *an SETSMART (2018) Lazuuus1any MFM-FP

4. Us1IUANULTENDBINANDUUNUDBIRTDYYU (ROE) fldanuuusiany

mMavszifiuaadsseaeifioviu (ROE) 789531aMsinnT WU IweuALEEN (Risk Limit)
FeRmsananeaunaeiiliifinanuidesiu ROE azfidgenin¥euas 0.54 ynnmnindauaz 0.54 fis
Yoz -2.35 FAnuidee usnnan ROE mnindouas -2.35 fafuanuidevgs lasanmamsusziiu
AnudBewuinan ROE dausilasanadi 2 1) 2559 Fslnsanadi 1 11 2562 agflusnaudevind uas
Aanupiios avane ROE fidsziiuldfidatjszwinedonas -2.16 fe¥ouay 7.06 fanwil 4
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APBUG  AIWBULAR

9.2 —oomoooomommoooooomoomooooooooomoooooooooooo oo ROE a9 -SD @ -2SD
2559Q2  4.01 0.54 -2.35
2559Q3  -0.38 0.54 -2.35
2559Q4  -0.67 0.54 -2.35
2560Q1  5.00 0.54 -2.35
2560Q2  -2.16 0.54 -2.35
2560Q3  0.21 0.54 -2.35
2560Q4  7.06 0.54 -2.35
2561Q1  1.35 0.54 -2.35
2561Q2  4.30 0.54 -2.35
2561Q3  0.47 0.54 -2.35
2561Q4  1.79 0.54 -2.35
256201  -1.09 0.54 -2.35

MNN 4 Uszifiuanafiesseegsianmsinensnuuuiasy MFM-FP
N WUUsIany MFM-FP

5. Usziiusaumsallamanisiinanuiisdananauunusaviisdu (ROE)

nmsfnmafvilldassanunsainmeiuassgisfinainezasnaliiinanaidoesie ROE
gavgsiansinemslusziuamdssge vienanAenmziasugiafiinduazdonarhlsien ROE s
fovay -2.35 Foiugafiagmninmenuateit 2D Taenwuimnnnziassgiavevlsznelneati
Youay -3.72 azavnaliananeevgsiamsinunsatil 16,147,428.51 Suum dunusgi 18,043,444.91
dunm flsgnierdl -601,207.86 dwum usnnifFunindTnedil 57,779,608.36 dunm
vilAuTnegil 32,158,456.18 duum wazduvasiwesedil 2562115218 dnwm vhlde1 ROE
aii¥oraz -2.35 dvaglusziuanuidsnn e 4

A15197 4 JadpmaiasegiandunafanUIERIaY ROE 9895309N5INEAT

auNAgIUNIIWINTAL ouﬁﬂ‘smmu (81uuN) JUAA (R1UUM DRIIFIUNNITU

GDP -8.72% uanTIY | 16,147,428.51 | &unswesan |57,779,608.36| ROA -1.04%

fuu 1804344491 | wildumw  [32,158456.18) OE | 2.26%

Mlsiiovdu | -1,896,016.40 | dauwesidaes [25.621,152.18| ROE -2.35%

mlsgnd | -601,207.86

N uWUUsIany MFM-FP
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A a a

diaRnsannsdiinnziassgisvadiseas -3.72 uaz ROE aglusziuioras -2.35 munsay
wwIRALEY DuPont wuh dnshumlsgnisessnmpazanasiosas -5.78 aglusziuidevgy vonme

1%

sofuniwdagiifonas 0.22 aglussiuiie wilfusimegi 34,720 Auum aglusziuiduege druvey

1%

Wizeveeil 39,912 &uum aglusziuUnd fgusiuzesyiievustidoras 1.87 agluszdvdnd uaz

d
ROA pgii¥eraz -1.26 aglusziuidusgs (M39il 5)

A5 91 5 NsdsziiiuanNLERNTay ROE 990 DuPont

iostion+o | W@BeNIN (WNNN91420) | wamsAanisal wadssLiu
mlsgns/panny 0.95 -1.90 578|  \dvege
pamme/Funing 0.33 0.20 0.22 e
vilausw 19,130,230.79 22,990,141.75 34,720,412.40 | 1duege
CATHNEAVEY 15,344,801.90 8,168,620.95 39,912,249.77 Uné
FnuaUYeIR TV 1.91 2.09 1.87 Unf
ROA 0.41 -1.10 126  dpege
ROE 0.54 -2.35 -2.35 \iegy

a7: WUy MFM-FP uaziimsyssiliusmeaifsnidesiuunnnigiuv

6. MIMUHUMINIsRUEmSUgsRamMInsIneasLiie ROE aglussAuidaenn

NnHamsUszRuANHEBImHLLIAA DuPont wudn ROE fieglusssuanudesnn snan
fladuddny Ae milsgnBravanme wildusia uaz ROA dwilagluszduidey Ae voamusinAunIn
g Tumansuwumemsiiudwmiungugsianmainunsenasiiiunadsiiiiel ROE agluseduing
WEoIAUANNALY

6.1 vm3aasdunu viaaldheay iweliiiam sduduuazilsgndinndu wnliawnsn
Winpaezals wu naaduulunsiadouaznsdafiy mainyssinsnmossmsviuzeswinnu
Lazdu q

¢ o =

6.2 Aunindifianaduainnn 2 s ldud gauilmsdinduann fu fudaemisdisl
Wy fedu Fefiassiiiumaiieananadssde maamﬁmugnwﬁmﬁﬁ’m\a LU miﬁf\ﬂﬁgnwﬁ
FrazSuiuitu nesanatasinmamay Wudu sumesunsusmstudaamioniasiiuns
Uimsdamstudavmislianay wisisesiiumshmhefudasmisliisidu

6.3 dauzpuwiliusaniiingy inanuiiungwdsuidsdu ldud dhwlinedinisgu

nnamunsaingsfalssaudymesamenanas SINMEUAAMABFIIU A9UU MNGINANNITLIMNT

q
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JamsAudavimaslidaas sz liidmimsdanasiddumids nande WwidnmsdiAaannms
figsfalurhmsfaingiuvieusmatiieldlunmsndndudlugluousesdetiss fewmeidmngsia
sansadansfudasmasiiilosas denuaasliiuivnsdamsingivvisuinmsanasld e
lihufudashnmswaaialiiausmasmdasiuuinn Wudu usnani s1ag3essesmaimsians
aeniuneielWduramiaunmivanaseglussduanudsang

gyluazailsana

NANAMIANHMITNNULUNRBLATHFRAMVANANMTIIUY REMTNUNUNNTISU (MFM-FP)
s953n9m3inens Tasld0uun Simultaneous Equation fisznauasulsmatassgiauaziis
MesUMISY S wawiedu 39 aums Tesudveandiu 7 wwe Sedmennsalfildanuuusians
MFM-FP wurh fiuszansnwlunmanennsalifiosanne MAPE agflussiuslunndaussmensidu uans
Thiuderiinennsaluazaadofiinduiinalngidseiu wolugav estimation period uaz Ex-ante

wananil nfiasananadeeees ROE flagluszduemudsegs Ae fientasningas +20 9
f ROE atjsnih¥asas -2.35 Taslemaiiazyihlien ROE fisndananitiu suifislugieiinnsiassgia
gaviszmalnavadasegiiferay -3.72 msznsiinmziassgiamasasdenaniazaonalvidnsmls
gnBanaviouay -5.78 wvsnansuunuzavAunIndanasiouay -1.26 Fsanumsnidenaniie
FouneunumemsSurialif ROE fmnudsendusnaglugavsziuind wiesheanuidse enasidums
muaudunLlianay Tainsansiuugnuiind Audeavimies Taiadmidmed demsdidiums
fonanazyi¥ ROE fimnadsvanasle

foriu naEuLLTIaY MEM-FP d1w3u ROE ﬁuﬁaLﬂunﬁﬁﬁﬂﬁqLmim\‘u,ﬂsugﬁmﬁwm
Uszifiusumsidu lihazfiusuilsmenu vievuga 1wy uan gnuiimsdn i WHudu delaend
dnfinsvszanaumsludneuzaynsw nmw‘%amﬂ@ﬁimmm wagdianeimadnaulaseadaduddy
yliluswadeiianuamaiaiougs uimslfuoudasslusUiuy Simultaneous Equation Model 1
gusaUsziulAeg v iUsEaNEnw WwuLfefunmIAnEaey Artikis WAz Artikis (1999) ildf
Tumatszifugnumsnizesu3snuaznan1 s i oo sussm iauﬁy’\mqﬂaqmﬁ waziiolduwnin
DuPont TumsgauiunIuevavdszneuaes ROE Aaansarvunulunmsananuidovse
AMNAUNILLDY ROE [fauifieany Aimazari (2012) aannsdiassanmumaniniuiAsegialy
yanporng 4 YiliEansasLHumUANLazMsUSIMIIAN s duldaeefissandnmanndu
FINRIMINNAINEMIMTIIUAN 7
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ADLAUDLLUL

Tumsa$uundaey MEM-FP tiu liumsaiuuudassiithiuusiasgiauazeumsidu
sudhdeiu tieasipuivransenunniademaiassgieifdesumsiiusesgsiaiviusuilsmnemu
suga talWgsiesansafiaznauauuazaenagns liiAnmnadusnnanunsainnaiuniu
gavnmziATsgialdduiutinniu atlsfimalumsfnmnedeiisenamanfeufisoyssansnm
gp9mslFuvuiaesguuudy ¢ 1wy wwasseynsuna wslfidudeyalunsuwienifienln
wudaiauiassansnmessuuuassiiaieiulmide ioutuguuuitealdegluiiagi
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the Loyalty of High-value Chinese Tourists
towards the Southern Part of Thailand
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Abstract

This research examined the vitality of Chinese High-Value Tourist Loyalty, a significant
revenue source in southern Thailand. The objective of this study is to analyze the causal relationship
between service quality, destination image, satisfaction and perceived value influencing destination
loyalty of Chinese high-value tourists. This research used purposive sampling technique to distribute
questionnaires (400 sets) to tourists who visited the provinces of Phuket, Krabi, and Surat Thani
(Koh Samui). The finding of this research revealed that the proposed model had a good fit of
a statistical model was determined by how well it fits a set of observations Chi - Square = 221.830
df = 195.0 Sig. = 0.091 > 0.05 CMIN/df. 1.138 < 2.0 GFI = 0.958 AGFI = 0.931 NFI = 0.974 IFl = 0.997
CFl = 0.997 RMR = 0.032 and RMSEA = 0.020 in the level of significant (P < 0.05). The study’s
primary result found that southern Thailand’s destination image indirect affected significantly
and positively on Chinese high value tourists’ loyalty in Southern Thailand. The perceived value
positively affected on the loyalty of tourist destinations in the south. Service quality had an indirect
positive affected on loyalty through satisfaction variables. Finally, the satisfaction had positive
directly affected on the loyalty in the Southern Thailand as well. This study’s result showed
that stakeholders such as government, business, and educational sectors could utilized it as
a guideline to develop the factors that affected high-value tourist loyalty. This will increase
the competitiveness of Southern Thailand to be a quality destination for Chinese high-value

tourists.

Keywords: destination image, Chinese high-value tourists, destination loyalty, perceived value,

service quality
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USULMAII: February 1, 2022 Fuurloumaiia: February 18, 2022 Fumayusuumau: May 27, 2022
Q 1
UNAne
mAdeiniuivanuindvosinesifisrsduyadige leeidtngussasdiiedinneiiiady

v

ANNANUS IBYaN R IEIeRUAWNIUENS Mwdnaluvaeiesiiien anwdiewela gruAiisud
ifianinasarnuinduaemesasinviasifisnsniuyags laslduuuasunaniuieiseialuns
usunudayanninvisviiisisniugasgeiasifumenissiioluiningiin nsed uay
g3l (mzaye) w400 ga laeldiEnsgudiegeuuuiazay (Purposive Sampling)
Aenzidayalasnisienzilunaaunslasae wansfne wud Tueasumslaseadeiang
sonnspnannduiudayaiBelszdndd loaddn Chi-Square = 221.830 df = 195.0 Sig. = 0.091 >
0.05 CMIN/df. 1.138 < 2.0 GFl = 0.958 AGFI = 0.931 NFI = 0.974 IFl = 0.997 CFl = 0.997 RMR = 0.032
waz RMSEA = 0.020 agwfitiudduneadfi 0.05 dadunusidniildannsideds mwdneaives
uwiasvinsiisamemaldvasuszinalnefianinaseanuinfvosunasviosiiisnevinviouifisnsiiu
yargegegalasaviusmulsanuiionela adusunsusamaniuiisninwaideuinnenses
AuAnAsauvawiDufiseneld Tadusnuaumwnsuimsiianiwadsuinmedansaanuing
sasunawisviiisnlassiudulsanufivwels uaziadoduanafionaladusiandwanivnsesa
anuinFzasuvasiaefiememaldiziuientiu nnuansdnniléiu fidufadoslihafunmedsy
RUsznauM3 uazanumsAnnaansah lWfluwumelumsiannmsiadviidenasornusnfves
tnvisaifieayaegs ietindnsmwlunmsussiuliunineldvevyszmalnglumsiiaziiugamane
Uamemviifigunw dwsuiinviasifisssniuyaegessld

[% 1

A1d1A: mwansaluvaeiaein dnvipsiienIuyarge aAnudndsdeunaeiaifisn mIfuiau
ALMWNNILINT

T apuznsiansmaniaedisn dantuluhawnuuSisemans
2 AeMITANSMIeeiien aantuludnvmuuSmsmans
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UNuI

gaavnTINMIasinnfianuddyseiassgiavesuszindlnsatsnnifiaifisnfudszine
dulnglugiina Bnemavisvifienldnaeidueiasfiaddylunsianniasgiavessemealas
dadumslfnmaioviisivesszmalneiu maldddaguneldannmmeiionluszduiigs
(mMaviesifizauvivdszinalng, @uﬁ%a‘v’ﬂﬁmnﬁmmmﬁamﬁm, 2562) NNMIUTELIHUABHANNEINTIID
Tumsugedumsidumsuazmsvioaidien (TTCI) Tag World Economic Forum 2017 vszimalneae/lu
Suduil 34 9 141 whhduduzesnszmalneazgeuaziuaminvissifisafinduynd usneldan
mavipvifisndvaviideifisuivyszmedu ¢ luweady 1wy Asalus dosny uazdiu Husu Tuany
firsugialanyzaadananumnsallain-19 fifedu gaamnssaviasiinfuldsuumumadalu
nmsnszdwassgialiunyszmantraiulddnlidinazluannzunivialuannsiiasegiaszand
fronam s Sgunaldideiuivauddgludest Soldusseeasmnssumavissifenfiugssisunds
Tugmsmanianfsunmsaivanumansalumsugedu soiumssnssdudnenwoeslszng uay
fFolalanusdalumsusuwasunagnsiigeniumsinaiamsviseifisigumwannninuiuysanu
TnainmIsuneseainvesdien nniuiefiasaens [FUsmann Ty (@nuauenssims
WAINNILATETAILRSAIANLNTNR, 2561)

mssusgUsznsuiuldnae dusaanan biiesuddmiuvgamnelaemeansuisiue @y
wBnuiniy wafermasenadu q Tulandhe Taeinvioafisndudedusy 1 Tumsiiumezaslanii
Tushumadumelusetszmauazmssoneldasslumaidiums Sehl¥aanatnvesiiisssniuyasm
goiuduihaulavestszmes ¢ Tasluusdazuszmaldwnenuaiodnsmwnenisugeiiluns
fagldometian dofu nadhlaanuinzesinvouiiensmiugasgedaduihmanedddydmsy
msvmInaauvawineiismeaeldvasneldinmwansallusunsifuuvaeisviiieyasge
iianeuaussANNABYMITBNinTiBgLitIsFungud myidedeunthilduingesuiuluiinisdnm
waAnTINMsLAuMe dnuauzioms wsegsta uaznagnnemsnanvesiinviasifitnsnIuisiyasgs
lutsemalng (Mavievfisauvivisemalng, 2558) msmnenfiisdumwaneaiazanusinfony
unasiaifisndulnaazfnenlulanasiusen sinssunssudunsvasiieafiiedeediutinvoiien
FuTeAsETUIUBY (Sun, Geng-Qing Chi, & Xu, 2013) %ﬁLﬁuIﬁWﬂﬂ’]‘iﬁﬂBﬂLLiGQGlQﬁﬂﬁBGLﬁHQ
ganafindideqavsnetansmy nsdidnunguiinvesifisnglsuiiiunsllgfin (Tinakhat, 2020) v38
msfnmiAsafiinviesifissrniuluiuiidusessemalng 91i msfnniladoiifianinasoanuing
ma\‘lﬁnvia\uﬁmmﬁuﬁiaLma'\wia\an‘?im‘lunajué’w’mnmmi’uaaﬂmmmzmfﬂma (NINH ALLWILNGST,

L4

WY Mg, v Fdue, uazgenied diisshanadiy, 2559) Wusu ndlihmemumunssunssy

U q

s wui madnenluizasanasininfsevinviseiiesiunfiyarmgeramaldvasdseinalneds
avfiagodnediie Uszneuiuanumsnlladn-19 fiiedu sihldnginssumaviesiiiedzevinviouiien
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suldinswasuwasly nanfe Wnviasissduesldaruaulalumaviesdisuuuinany (Mass
tourism) anay wassundLI AN A fudszaumsal (Losada & Mota, 2019) Fvvinlw
tnvinvifisssidwiunivenud duioauamwnsiunmsnnniigfinu. mswasuulasdensnd
sennspsiuwn linanudosmssumsvisiisnluswnan e ansileasesnsiiumsuuysiu
iy nmsviswifitauuumn uazmsviesiiisalaguam Wusu (Wen, Kozak, Yang, & Liu, 2020)
ftiuAdeivldauiuuazldinmsddeigewiumaiamunmwanusaivasszmalnelugiuzganang
Umememsviesiiieniidyarmgedmiutinvaeifisssniuiieasanainfdenaldvasszmalne
el lumsiindnsnmlumsugeiuliunuszmalneuaziasumsnumismensaaagamsne
ﬂmﬂmoﬁﬁmmaumqauwa (Reasonable Price Destination) Lﬂuagmﬁmﬂﬂmﬂwmﬁﬁ@mmw (Quality

Destination)

IaUsERIATEINTITE

%3 . < a

wWiplianeiadsanudniusideaivnsznitnunwnsuing mwansaluvasiaiig?

o

PNHRINElY uazauAsug Aldnswadeanudnflaemezevinvioviisisidugaags

RUNANN LWL

invievifipmiuyags vanetl dnvipvidfissaninie @eald Weudu nelan wislan

o

Buidu wunde g8 wilvly warglay Aldhedmiumaiunaivgarielasmisse sz

1A

300 apaa1sansy MelArTiiSouszwing 18,000 Aeasn3awnsy — 40,000 Aoaa1sansy siel

wurAALazngeflunIfe

dilldhimusunanuasnuiddeiiindes ileWawanafigunide Tasudemaiiaus

sandu 7 dw ldun wndafizfunwansalzesunserieifien uwwiAamMsfuiaue wnAnaumn
mMIuin1s wnAaaniowela enainddeuvasieniiisn uaznsauuwIRnMYIeY

1. WAALALIRUMWANELTDILEWI DI TN EDINAITIBARUNINMWANHAII DI LAY

]
] =

vipvifienlgnaedussduszneuddyzasmsifumaisiien muwdnealuvasisafieydunileluilady
figdfigalumsivgauazinutinviasifisd mwlaemsiifegalaseiaduszaunsaivevinviesidien
LL@m%’wmmﬁawalaﬁmzﬁﬂﬁﬁnﬂa\1Lﬁﬂanﬁum (Lee & Syah, 2018) U Zhang, Fu, Cai, 1ag Lu
(2014) Tgnaniemwansalaesunawinsifisrinifiunarsaevenudszivla enudie anuda anu
ANANN Ltaxmmﬁﬁnﬁ'amuﬁiaamuﬁﬁﬁmmL’fﬁJuLané’nuni (Uniqueness) wisniladanasuly
finuiudihamdnunisesuvasiasiieyfuiladvddnidenasonsdaduladongavsnsyatms

apuinviavifitnuazsvnasaianssnlunviavifisiaawintagfiegie
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2. wndaieaiumssuiane lundisssiiden inmsnaauazinddeldsuanuailastie

Yaa a 1

snnanmssuinue Seuanliiiiuinauaisudisnsnastsnndeanuiiswelawasgné anudnd
UazMITANAYDIMBYANIIEY (Sweeney & Soutar, 2001; Wu, 2016) m3suiamAniuasiidnumy
wasuwasnasanalasfiunliuiewdsuulasszrieszaumsalieunste szwiwde uazvds
M3t @ Sweeney Uaz Soutar (2001) Ifdwunmssuilasldndn PERVAL Feiamssuues
tnvisvifialasfiansanainanuidn (Feeling) o1sual (Emotional) Aw@nLfiu (Opinion) uaz

wayszlaztiaing (Personal Benefit) Tun3unaasianiuassiunu

3. LLu’;ﬁmLr’”imﬁ’uammwmiu‘%mi ANWNILEMT Vet msUsiiuaasgnénifeniuns
WULSMT U f\m‘lmﬂgwﬁo Tupnusfianufswalaii mﬂﬁaoﬁ”umiﬁmﬁuﬁy’\amzmumsm{lﬁu’%mﬁuﬁoﬁyuqm
me::ﬁauama:m\amiu:ﬁmaﬁm‘lwmQ%’un‘%miﬁ\ﬂﬁ%’umnﬂi:aumiaimsu’%miﬁ?u o Parasuraman,
Zeithaml, waz Berry (1985) Ifa¥vuuusiany SERVQUAL dvdssnaudiuavdusznay 10 Uszms
PDIAUNMWMIVINT daantull 1988 [ddnudavaiudsznay SERVQUAL Tiwde 5 Sfzevamnm
mIusms laud Qmmwmaqﬁ'oﬁﬁuﬁmlﬁ, AN EaiaToewiiney, NMINBURUDIANNABINMITEY
wilnou, maenlaldzaswiine wazanulineda

4. wndAafignfuanafionala anufvweladuseduszneviiddylumsnanaieiv uas
fagaanuaulaaninidudustann Jagtulunisfnmanaiienslesziarsanainyunesses
msvsziulpsamdvnnmsteduduazuims Nemafenaladiu “msidaduiifswsls” anw
Fowelalumnumneiidaidegnanldgnidaifsemadosms mnudssoun wazihvsnevasau Zineldin
(2000) eBiNENANNTsWalaevgnAaansaaine il AT meersuaivavgnAdauinsi
wininld3u Tasfinseunnanumendsduduzosmanian nande anafivwelasyiusgiuauian
P99MIVIM3 A3 sNNLAL Wiesnhanumanamani

5. wwRaRfuANANG anaindussgndfudhmnesesnanan fuslnefisnansavily
avAnsldFaulumsugeiuluszazen uazanudnffivnumadylumsegseauazanndizesgsia
Chegini (2010) Talefenuanudndvanads ansnduih msliduuzh uazwgingsuidean 34
swfsmsnduaindath msmivayuuaziauadudnliuignéaulye 1 anudndgvanansaldidusdia
Uszansnmuazdnenwlunmsugeiulddnmenils ssunssunsumihiivasativwiughanuinsves
anénluaesfiamy AemeusniinismsuseulduiughfowgAnssusevgndvianiBeu annmsdad,
msfinsana iy uazdasdinesmste mawauuunaethnludenn Wudnfiemends Aldlkanu
6?'1ﬁmlﬂﬁmmﬁnﬁmmﬁﬂuﬂﬁimaﬁmsmmﬂLLd;gWiN 19 ANNBBEUTIILRDNS AGILa LY
msndusndevdeniiienth anaduudelumssivayuesdng anadusa waziruadsu 1 fifeidey
AE) (Agrawal, Gaur, & Narayanan, 2012)
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6. My ivdetinimnstursasmmssuihjsiuluimavesiiivsenuaniszmavasiuiann
Fuiday q dlavnnmafindusternsizesinnuinteadiendu edrlsfimun nsfneenide
waneduiinuan IFihuehioirmng uazWnAnsINTavtinviofiensiu uiafdde e liinniidansan
founAndasemaindsegavsnetaenivaevinviasifissnumant (Lee, Jeon, & Kim, 2011)
Mot msAnufaiudnviouifisnsnesnvaviunsuiulug wui anadnfsagavianedanems
HudenansznuidesnuazjuLsviaauamsansNaiLazAUAANAN UanNMIAnINTLAEITD
tinviasiiisismiuiildnanantludedunds dnddeldGuisnldanuaulafisniy dnvisediensiiu
yarmgeanndu dsaziuldann wamssseaniduled Online travel Tuniu uazlasvnmsAnuaane
vinsuiienfifidnemwge Ju Bwidy Smdy (Mmavevifisawivuszinelng, 2558) wui a1y seUMs
A 3old Suuefeilidume waziunuafvlumsiudedunmavieaiiien fanudiuslasnseiy
madnauladumelUfounawiooiiion nmsAnmaasmsvisufienwisuszinalny (2558) Teiana
tnvioeifisnfidyarngesasiu vl Unviosiiisisniufisnanniinie Hoeld vy nnslan
vl Buidu wude 98 wilsly uazgln wazinviosiiissniuyasgelumsfnunees (ineAs
gnwnes, uazlvady guowdnuga, 2557) el dnviesWenfifiyargeesiuiiegwilossiy AB
muassgiauazduan (MaldaiiSeuszring 18,000 naaa1iansy - 40,000 Aeasniawsy /1) Uszanau
600,000 - 1,560,000 W / T fifisvudvszmalnswinmiuilianuaulafiinsefisssiiuyamge
Uszinaluglsyuaziszmaneaiasidoffiims@nmfiifisadesiuinvesiiisayadgoiduiu Toy
tnviovifisnyadigesssmafnidnanefviediedanmaveaiiiss 300 asaanfaniy Uiz
11,000 v miulusiadu (Tourism research Australia, 2015) uazmsAnEee The NORDICS (2018)
Uszmailuuaud SouanslifiuininviauifisssniuyargeinmsldaeiSulnuedeyszanu 2,335
ABARNIANIF (70,000 L) AABANIILAUNY

7. INMINUNIUITTUNTINNNUNINL I MWANEAIYDILawiag L ieINdnsnamenseideuin
AiEAINNATUINT dBAABYAUNMSANENIT8DY Chang uae Lin (2020) Ta# Kim, Holland, wag Han
(2013) SemivayuanndNiusiintussnimwansaivosuvssisviefiuaunmmsliuimaigu

ey Tushuzssemnudniuizasmwaneaiunswisaifieanfidnswasiensiuiaud ninnsidewuh

'
=

Awanuainsvieifienianswanensg \BeuanfansTuIAumBvRanARBUAL Prayogo, Cheng, Uay
Prayogo (2017); Ramseook-Munhurrun, Seebaluck, Lag Naidoo (2015) NANIZNUYBIANANHOILARY
viaviiesannuiawalazesiinviesiiealdsumstiusunnnsfnendeunsiil (Lu et al, 2020) Taendu
fiuansuiuhmwdnealuawisufisnfifuitusevsnniuassenasannuionslafiinndudieguiu
Tuvhupaifieati Tueueey McDowall waz Ma (2010) fiviendpeiuiinvieaifieniifiumesnviagidien
NN Uszwalny Wawsnmwdnsaliifaguiuinveeiien (Cognitive Image) HBNSWADLINNN
Aaanusslanuzthyszmalneun§dy wwdsadufy wu (2016) fisfuayuinnmansaiuvay
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viowifienaes§uilnafinafrornuinfvosunasiooidien (Kim et al, 2013) wui Hanuduiusas
s dymeadifssnineauaisuiuazenafiswelavesgnén Tusmsfimsfnmndu 4 swusnndusu
hmsuiamuetiuanansadenasiannaiivwels M3uFaauam wazANKANG (Chen & Chen, 2010;
Luo et al., 2020; Sun et al.,, 2013) FuAuAWMILAMITY TndTodninaflfanuddioguam
nsuimsiidenasnawginssueosgnarudninasavanufowalauazame (Luo et al, 2020)
P wuth enadndldsunansznulasnsenngunwmuims maduwuildsumsarivagu
MNHaMIITeBnIunileronn (Lu et al, 2020; Luo et al, 2020; Prayogo et al., 2017)

NNMINUMEITIUNIINLasWITeiiedosiediu mansaagasnfgiuuaznisuuwdn
mATule il

(DSQQ)

ATNINNITUINS (SATT)

~
anunnala

H1

H3

(DIMM) Awansab H4 H9

URaInadLinen

(LOYY)

ANMNNNA DU

' A
nadgmnan

(PDVV)
WEETRGLG)
A il 1 nFUINARNTIY
= = Qs
ANNAFIUNTIIIE
H1 mwaneaizavirasiaglieIiansnanensiBeuindaAunWATLING

H2  mwanealzevunrasiaaiieidnswanensaideuinsdansiuame

a a

H3  mwansalsesuvasviesifiediandnamsnsideanaeanufiswela

He  mwansalsesunasviesifienfiBnnameassidandernainfsounasviouiiien
H5  m3sudpuenfidndwanmenssidennseanaivnwels

He  mssuinueniianinannsdeannssanaindine usiouiiien

H7  aumwmsuinsiidniwaneasedennseanuiewala

H8  mummmsu3msiianinanensdenseanaindise usiouiiien

H9 AN laRBNEWan AT B UINAaANNINAAD LaWID LTIz
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A iivn1sIe
1. VOULBANTSIY

souwaBeiud Anwviuilumeldueismealng 3 dovia Idud dmiagiin Fiansed
uazdaningsugiond (mzase) edhuiuiifiinros s miudumednlivissfieanniige 3 suduusn
gaumald (nMavievifipaurslssindlng, 2558) PouwABiem Ao mMIRnELWAALABY T
mMwansaizesunasriavifies (Destination Image) LLu’Jﬁmﬁ'mﬁumﬁuﬁﬂmﬁ (Perceived Value)
LLmﬁrﬂLﬁmﬁmmmwmiﬁmi (Service Quality) wnaainfuauiewels (Satisfaction) uay
wnAniefuanuinfisaunaioifien (Destination Loyalty) 20Ui@AfuLIan @D maiudaya

loglfuunapunia Online MEIU FIuFFBUNgENAN 2564 TuAAIAN 2564 FINTLEZIN 5 LHDU

2. UsznsuazngnAlagng

Uszmnsuazngudatelumsdnmadeil Aotinvisviiensnduaniinie dueld 1isudu
nnalan wslen Budu wunude 68 wivly uazglen Seidunaunaiieglu Tier 1 9avansnsusy
Uszpwuiulaoiwfioviilvaiigauaziimeige Snidududesiiinvioufisnfuneviasiiien
uanﬂszmﬂmnﬁqﬂ 17U (Ctrip and China Tourism Academy, 2018) ﬁmmﬁumﬂﬂglﬁm naedl uas
gmgindl (imezay) Lithu 5 9 Tasehldhedmsumsidumeafogainalasiadose ulsenu
300 meaandansy MulduavadiiTousewing 18,000 Apaa13ansy - 40,000 neaa3ansy fall uaz
fiongetviley 18 T TdAnemeieme dudianuunwsasmvaiyanuazinlalumsdnguls
waziineumslglusunsureninnelumsnsuuuussumals naseoteusmildlunmsinney
YDIUUUIRBIENNSIATIEFIN (SEM) 551919 200-300 e wazIUIUNGNAIDE19AITHTUNA
pehtlay 10-20 wihlusuys (Hair, Black, Black, Babin, & Anderson, 2010) laaiviunsesiuany
oty 95% wazsziuAMuAMALAADY 5% Tumsfnmasedl dmulsiFnsiomn 25 fuds uay
Lﬁani"ﬁnf\juﬁaasm 15 wih (BNEUF Useeswius, 2561; Hair et al., 2010) vy ngnfatvaevtiny
aaiiiu 375 au agwlafimn mafnenidldmetne 400 mesthuideliaUssansmuwlunsmun
BorFinanniu Taegaduivuansgulasihmatmuamsiwmudadugssinnuinioaien
sAuiidunmwissdienlu 3 Smiamemeldifitnvias fieyfumenviesiisnnniigs fntduing
guaguuuLIzay (Purposive Sampling) laadansavanmnwdanses laangusetisludowin
g3t (Imeayy) 38 AU Fowtanazdl 114 au LLazﬁw’J’mgLﬁm 248 Au FIuaAIIUAIIT 1
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a19efl 1 uunguiegeildlunside

9N Fuuinviaaiieadu (2561) NaNA2EN
gnugionil (imeayy) 0.4 duAu 38
st 1.2 RUAU 114
e 2.6 AuAU 248
593 4.2 a1uAU 400

3. insaeiiadildlunisive

wouseunn Seusznavlufemaaionan 3 du ldun dwil 1 : dayadnmanauazdoya
fiRpatumaioafies sl 2 : anuduiieniutiadedusig 4 idswasdonnuding Insldnasiauuy
NATEIUUITUNUAT 7 T2AU (Rating Scale) MINLUINNTOIALAIN (Likert Scale) uazsuil 3
Foiauauuzdu o IﬂﬂIﬁﬁﬂﬂ’]Wli’Jﬁ?ﬂﬂUﬂmﬂWW?}B\iLﬂ%ﬂ\?ﬁﬂﬁ’)ﬂﬂ’]’iﬁl’iﬁﬁlﬂﬂﬂﬂ’nuLﬁEl\‘l(ﬂ‘i\‘)L“ﬁ\‘lLﬁE]W]
(Content Validity) 198335 Index of Item-Objective Congruence (I0C) aJ’mr/{\l;' Lfimmmﬁ"}um’iﬁmtﬁm
1w 3 vy wdsnsuudmumuuznhsesidmpudy §iduivdendevieidoaliliiuns
%’mmmnﬂmznﬁumiﬁﬂﬁﬁumﬁa‘iﬂuuwﬂ (The Institutional Review Board: IRB) &myUusudia
WaILSmMsmans asasauauiisensBslaseads (Construct Validity) wavantiulgvinnmsdnsss
WenadAnssuun (Descriptive Statistic) pMszATavFIwlsivMIfnEviimMsdmnsiidums
SnswarnsuuLhassanmilassaviledofidonasrornuindvesinvioeifidiifyargeasiuiifina
maldzasiszmalnadelsunsadnsagnadd lapdinsaiadamoimsnanmamuninssunsss
(Kim et al., 2013) lasfmsulausussunaanandengeiunsniulasgidemagmaesunn
mnﬁummaaumwgnﬁawaqmmﬁiﬁuLLuuaaumuImﬂﬁLmaﬁr;\humﬁmm loudnseasuns
pndeviuldldiuguualuduusn uasfianudmnyigesnn

ManasaUANN G o uTaILULAIUAN (Reliability) 117U 30 %0 Tma@mn@hﬁuﬂszﬁw%m
AMNEBIU (Cronbach’s Alpha) Wi mwansaiurasviaviiien (Destination Image) @AWY 0.957
AMNITuIAMUAN (Perceived Value) Wiy 0.915 AMNTWATUIMNS (Service Quality) ffnwiriu 0.950
Anwiawelasiounasiaviied (Destination Satisfaction) e 0.757 wazANNANATEIUMaIDYLTiEN
(Destination Loyalty) fenwihiu 0.832 namlgnsulsiidonals dasulssansanudatusnnnth
0.70 Suifiufiansy (Field, 2009) fauanslumaed 2
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AN 2 LEANHANITNATDUANNIEDNUTDILULEDUNN (Reliability)

IIIUTDANDN Cronbach’s Alpha
mwaneaiuviasviaviien (Destination image) 34 0.957
m33uiAnAn (Perceived value) 16 0.915
ANWANILINS (Service quality) 30 0.950
AnNiwala (Satisfaction) 4 0.757
AnuANARDUMaiavLfie (Destination loyalty) 7 0.832
Total 91 0.882

4. 3%ﬂ‘15lﬁﬂi’)ﬂ‘i’)ﬂ‘iﬂ§ﬂ

iovnnanumsallaie-19 vhlvgnauuuuasuasnguhmsns lissnsadiumenyssmelng
Tnanmsnisnandansiiumssswinsdssmeiisdlosiumsunsszinazelain-19 Sevilklisnansa
swyndayannnguietstuiuiidnmnld mefideielsisnmeifuuradeyaiugosmsesulal
eazBuadol Q’%é’ﬂlﬁﬂ%ﬁomeaummmﬁuv\huuwamWa%mauImﬁﬂﬂ% www.wenjuan.com
Fofuumanniasuiildsuenadenfusthennluassasguszmauiu uwussuaussuladldgnuan
nuuFEd s fiendidvagluiinds Buidu uazvlen Tesussmsunuissifieamaniuldgu
Toyavosgndniidey uazdsuunaauawssulatlufegniifinuaifnseiuinusinigidofiduun
Tavmss Tnslusuuussnaesiidiaudanses deil 1. dadamiAmiuiuier 2. dedannfsaty
selddanirdou 3. dadmudsiumlsnslumaiuneaisign uasdogainednouinsidums
sviavifisaesiuiiAnuiie 3 daviavdalal vnnauaniabinssmuideulsfe bivhusussunumaniu
anld

5. MAAATeidoya

oAdeduil Aemsideyadeaifidmssuunlaglilsunsudiseumedvanmans Tudu
Fayafulszanimans waAnssumsiAumeNvisvifiEnsesinviesiisisniuyarge Idun e
1Y) AUMWNNTENTE 3zAUMIANEN 83w sumafiogends Meldadudel nuelunvioudien
pfeangn Tunuiuuazszznalumsisifidlulszmalne uaziianziluaasunslassase e
noassuaNNATIUTBIMTumelsunandSaguneadi engiidumedninanenssuazmedon

poviladeiifidninadornuinfveviniesifisisiuyadgesefiddemaldvelszmalng 39umy
asasuANNasnndaveslunatudeyaiBssinddaeatfa suldun Al Chi-square il
CFI (Comparative fit Index) @21l GFI (Goodness of Fit Index) @%il AGFI (Adjusted Goodness of Fit

Index) A1l RMSEA (Root mean square error of approximation) a%il SRMR (Standardized Root
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Mean squared Residual) ¢i%il NFI (Normed fit index) tlaz@ail IFI (Incremental fit index) AN LN
NNININTON ﬁuﬁa Chi-square/df < 2 (Hair et al., 2010), P-value > 0.05 (Bagozzi & Yi, 1988),
CFl > 0.90 (Hair et al. 2010), GFI > 0.90 (Hair et al.,, 2010), AGFI > 0.80 (Gefen, Karahanna, &
Straub, 2003) RMSEA < 0.05 (Hair et al. 2010), SRMR < 0.05 (Diamantopoulos & Siguaw, 2006)
NFI < 0.09 wag IFl < 0.09 (Hair et al., 2010)

WANISANEIY

namyAezidayanuinuuzmMelszanImaniTasnauuUssUnNinYio B Iiu
YAy iU 400 Au Iasduunmud wuh dnluaidumaney 1w 213 au (Fopay 53.25) uay
ey 1wy 187 au (Fawaz 46.75) aulvaifienyszving 40-49 T amumwusvanniige
dulnaduseaudSauanaiawu 274 au ($ppas 68.50) wazdsznauandn Li‘fluwﬂfﬂmuu%ﬂ’wmnﬁqm
19 180 Au (Fawa 45.00) Wlasuunmufiasiinguiiotnede wuih ngusatvanluajndvey
Twiflasifisudu s1uau 80 Au (Fewaz 20.00) savasin As evidsl#iuiu 75 au (3ouaz 18.75) uaz
Wasneler swau 73 au (Gewaz 18.25) mwawiy Mulda3aiFoutednsietl 20,001-40,000
Aeaaiansy o 141 au (ewaz 35.25) snnfiga Wenamdvanldaelunsiiumesviouidienluy
maldvavdszmalneaisinga wud aldwsninajegszning 401-500 aeaasansy oy
ngufsdwanvajineidunenvissifilulszmalng 2-3 afs uazszpznanlumavisifieios
i 1 daviduduusnniige Taungudethaiiumesvisuifiendowingfin S1uau 248 au (3evay
62.00) s09avsN Aie Fonianszdl Fuou 114 au (Fevay 28.50) uazdsuings g ionil (myase) 1w
38 AU (3pBAT 9.50) MNRGL

M neirunsedelaseanemeis Ml eisddsenauBeiiugiu (Confirmatory Factor
Analysis) Inevhn1snsaasauaunseuUDTIMgU (Convergent Validity) tnausiinasguiifviun @e
AmtinasdlsznavnasTauAasiuUsdenaldFaeiien 0.5 Fuly Aiadsruulsnuiiade
& (Average Variance Extracted:—AVE) 2a9usiazfudsunamsiainlisnnii 0.5 uaseanuiieoidy
TAs98519 (Construct Reliability:—CR) 289ufasfiiulsuasineasfidnsisnin 0.5 (Hair, et al., 2010)
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A5 3 WaMIFANZFvAUsEnoU B EuTULLLI aDY

fumwansaiunseiaaiiien A SE. t-value R’ AVE CR.
Natural Resource 0.525 0.825
NAT1 (Fasiiwisndiinas) 0.72 - - 52.0%
NAT2 0.69 0.07 13.246™* 47.0%
NAT3 0.68 0.07 12.403** 46.0%
NAT4 0.70 0.07 13.451* 49.0%
NAT5 0.70 0.07 12.919* 49.0%
A SE. t-value R? AVE | CR.
Tourist attractions 0.539 0.836
TAT1 (Fhavfivnfines) 0.61 - - 38.0%
TAT2 0.58 0.09 10.530** 34.0%
TAT3 0.64 0.09 12.048* 41.0%
TAT4 0.64 0.10 10.835** 41.0%
TATS 0.60 0.11 10.303** 36.0%
TAT6 0.67 0.11 10.920* 45.0%
TAT7 0.65 0.11 10.387** 42.0%
TAT8 0.60 0.10 10.351** 36.0%
Culture History and Arts 0.525 0.837
CHA1 (faviininiiaas) 0.62 - - 38.0%
CHA2 0.72 0.10 11.810* 51.0%
CHA3 0.67 0.10 11.237* 45.0%
CHA4 0.67 0.09 11.245** 45.0%
CHA5 0.61 0.10 10.338* 37.0%
CHAG 0.67 0.09 12.391** 45.0%
CHA7 0.60 0.10 10.209** 36.0%
Infrastructure 0.532 0.820
INF1 (fhasiiwisndinad) 0.62 - - 38.0%
INF2 0.70 0.10 11.470** 49.0%
INF3 0.72 0.10 11.604** 52.0%
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A5 3 WaMIIANFIAUSZNEUBYEUTULLLINaDY (5iD)

Funwansaiunssinadien A SE. t-value R’ AVE CR.
INF4 0.68 0.10 11.130* 46.0%
INF5 0.63 0.10 10.490** 39.0%
INF6 0.60 0.09 10.026™* 35.0%
Tourist Atmosphere 0.509 0.840
TMP1 (Favfimafiines) 0.50 - - 25.0%
TMP2 0.66 0.12 10.023** 43.0%
TMP3 0.70 0.14 9.404** 48.0%
TMP4 0.62 0.12 9.282** 38.0%
TMP5 0.71 0.14 9.473** 50.0%
TMP6 0.67 0.13 9.222** 45.0%
TMP7 0.64 0.12 9.02* 41.0%
TMP8 0.53 0.11 8.09** 28.0%
AUNITUIAUA
Functional Value 0.504 0.799
FUN1 (fnasfimfinas) 0.75 - - 56.0%
FUN2 0.62 0.06 11.770* 39.0%
FUN3 0.62 0.07 11.928* 39.0%
FUN4 0.69 0.07 12.131* 47.0%
FUN5 0.64 0.07 12.299* 41.0%
Monetary Value 0.502 0.686
MON1 (FnAsfiniafines) 0.66 - - 44.0%
MON2 0.65 0.09 10.950* 42.0%
MONS3 0.63 0.08 10.775* 40.0%
A SE. t-value R? AVE | CR.
Social Value 0.506 0.772
SOCT (Aesfinainad) 0.65 - - 42.0%
SOC2 0.60 0.08 10.406™* 36.0%
SOC3 0.60 0.09 10.467* 36.0%
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M99N 3 KamMFILaNziavalsznauBEuSULLLTaDY (5iB)

Funwansaiunsevinadien A SE. t-value R? AVE CR.
SOC4 0.73 0.10 12.349* 53.0%
SOC5 0.60 0.09 10.498* 36.0%
Emotional Value 0.506 0.715
EMO1 (Fhasiiwinifines) 0.71 - - 51.0%
EMO2 0.65 0.07 12.162* 42.0%
EMO3 0.66 0.07 12.285** 44.0%
AUAUMNNITUING
Tangible 0.508 0.827
TAN1 (Aaefindiaas) 0.69 - - 47.0%
TAN2 0.62 0.07 11.522* 38.0%
TAN3 0.58 0.07 10.867* 34.0%
TAN4 0.64 0.07 11.946™** 41.0%
TAN5S 0.69 0.07 12.821* 48.0%
TANG6 0.69 0.08 12.761* 47.0%
TAN7 0.55 0.07 10.351* 30.0%
Reliabilities 0.524 0.817
REL1 (Aaeiinifinas) 0.57 - - 33.0%
REL2 0.60 0.10 10.770* 37.0%
REL3 0.70 0.12 10.943** 49.0%
REL4 0.54 0.1 9.167* 30.0%
REL5 0.64 0.11 10.349** 41.0%
REL6 0.63 0.11 10.155** 39.0%
REL7 0.68 0.12 10.725* 46.0%
Responsiveness 0.502 0.791
RES1 (AAviinisiiines) 0.62 - - 39.0%
RES2 0.64 0.09 11.062** 41.0%
RES3 0.64 0.08 11.911* 41.0%
RES4 0.72 0.10 12.213** 52.0%
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M99 3 KamMIIaNzavAlsznauBYEUSULLLTaDY (5iB)

frunwansaiunsevinaiien A SE. t-value R’ AVE CR.
RES5 0.66 0.09 11.341* 43.0%
Assurance 0.508 0.821
ASS1 (Feefinfimed) 0.63 - - 40.0%
ASS2 0.71 0.10 12.294* 51.0%
ASS3 0.63 0.09 11.123* 40.0%
ASS4 0.50 0.09 9.149** 25.0%
ASS5 0.51 0.09 9.244* 26.0%
ASS6 0.58 0.08 10.336™ 33.0%
Empathy 0526 | 0.839
EMP1 (Aasiiniiiees) 0.67 - - 45.0%
EMP2 0.70 0.08 12.407* 49.0%
EMP3 0.68 0.08 12.189** 46.0%
A SE. t-value R2 AVE CR.
EMP4 0.61 0.08 11.132* 37.0%
EMP5 0.65 0.07 11.67* 42.0%
fuauiswala
SAT1 (Fhavfimfiimes) 0.76 - - 58.0% 0.544 | 0.766
SAT2 0.73 0.08 9.997** 53.0%
SAT3 0.59 0.09 7.638** 35.0%
SAT4 0.60 0.10 7.701** 37.0%
fuanuAnfsaunasiaaiien
LOY1 (c»‘hmﬁwvnﬁ \03) 0.79 - - 63.0% 0.507 0.825
LOY2 0.61 0.06 11.124* 37.0%
LOY3 0.67 0.07 12.603** 46.0%
LOY4 0.67 0.07 12.194* 44.0%
LOY5 0.62 0.07 11.459** 38.0%
LOY6 0.48 0.07 8.849* 23.0%
LOY7 0.58 0.07 10.718* 34.0%
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wansanilunaagunislaseadiianadauaunfgIunisian

Tumasumaidslassauuuhasviladefidonasonnuinfvevinvoieifiyargenosiu

U

]
a1

fifisomalfaasdszmalng vdvnnUsumenuaaandsuszrinaaviulslas lfmadfdatinsu
luima (Modification Index) 33U 71 Wduny wadlenzduuudasy Ianusenndosiudoya
Bodszandegluinusia lueaianuasnasdesnanniuiudeyaideszing delaguais (Chi-Square)
= 221.830 df. = 195.0 Sig. = 0.091 > 0.05 tay CMIN/df. 1.138 < 2.0 FDAARDNTUMINUUIAATDY
Hair kazAnLe (2010) wams3aneiannmsusulaea wui fatifianuTonAR I LAZAEDAMAT AL
nauFifvualy denmdi 3 way maedi 4

AN 4 LEAYANEDALIZRUANMNNANNAUDIENNTIB I AT I N LULIanvTaTe i HaRDAMNAN AT DY
invipviiznfidyargerasiuiidsamaldvesdszinalng

Al LNEUIIN WAANS Wasgy uwAnlunaN9de

Chi-Square = 221.830 df. = 195.0

Sig. > 0.05 0.091 ATILNEUTA Hair et al. (2010)

CMIN/df. <20 1.138 AN Diamantopoulos and Siguaw (2006)
GFI > 0.90 0.958 ATILNUTN Hair et al. (2010)

AGFI > 0.80 0.931 ATILNOUT Durande-Moreau and Usunier (1999)
NFI > 0.90 0.974 ASNLNUT | Hair et al. (2010)

IFI > 0.90 0.997 ATILNEUTA Hair et al. (2010)

CFI > 0.90 0.997 AN Hair et al. (2010)

RMR < 0.05 0.032 ATILNEUT Diamantopoulos and Siguaw (2006)
RMSEA < 0.05 0.020 ATILNEUTA Hair et al. (2010)
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Chi-square=221.830 df=195 Sig.=.091 CMIN/df. = 1.138 n. 400
CFI=.997 NFI=974 GFI=.958 AGFI=.931 IFI=.997
RMSEA=.019 RMR=.032

2w 3 Lumaannsdvlassaivuuuinasviladuiadenasoausnfzestinyiag eI Fung

e
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=n.
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3.
©

malsvavlssmalng

namIanzinageuanmsidvlasvaivuuniasannsidelaseade Tedeiisowaianns
Andasiinviasiiieniifyamgerasiuifidemeldvosdszmelng fulsiszneusne dunmansal
gavuvawiaviied (DIMM) fugmumwmsu3ns (DSQQ) fumssuame (PDVV) suanufiswels
(SATT) fhutswa As shuanudndeunawinsiiien (LOYY) Tnsfimsananedulszanionnassay
Musdaszguazuusnmsgu Sefumdunszinimadnaulafiazisenaninazeviudshinagna
managaussuanslumei 5
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AN 5 WANITILATIEHANNITBI L ATIRS N LLUI aaviladui dvnanamNAnAYatnY av i eI3ITU

a

yargeiifisianmaldvesszinalng

faus (1afung) A | SE. |tvalue | Sig. | R?
mMsTu3AmuA < mwansalyesunseviouidizn | 095 | 0.04 | 22.746 | 0.000* | 90.0%
AMWNTUINS <  mwansalyesunseviouiizy | 0.96 | 0.04 | 21.868 | 0.000* | 92.0%
Anaivwala <- AUMWMTYINS 0.48 [ 028 | 2.187 |0.029* | 93.0%
AMARIWela - nwdnuolosunaeieaifin | 0.65 | 025 | 3.005 |0.003* | 93.0%
AnaRywala <~  msfuiamue -0.16 | 0.22 | -0.948 | 0.343 | 93.0%
pufinfideunsieofiss <~  Auamuims 0.09 | 0.35| 0.298 | 0.766 | 96.0%
pnafnfideunasiooiisns <-  amdnualvosundviesifiy |-0.68| 0.41 | -1.711 | 0.087 | 96.0%
mnudndsouvasieoiiien < mssuiamen 0.77 | 0.26 | 3.356 | 0.000* | 96.0%
enuAnAsDuMawiDuiEY <  Anuienala 0.81 | 0.35| 2.064 |0.039* | 96.0%

o

* predtisdAunNaian P < 0.05

mwanenizasunawisaiied (DIMM) dBndwanvaseideuinsdaAmnIwnsuinis (DSQQ)

mM35udand (PDW) uas anaiewals (SATT) TneflddnUssansannsuwihiu 0.96 0.95 uay 0.65
agRtE AN aRAf 0.05 sussu il mwansaievunawioudien (DIMM) fanswamedon
W@auInsaANNRvwela (SATT) laaauniuains LLﬂiﬁ"unmmmmwm‘m%mi (DSQQ) fiAnduiszins
aANPEIN 0.46 NMwanwalravuasiavfiza (DIMM) Renswamsdandeinnsdsanusnideunss

o v 1

Vioufien (LOYY) Iﬂﬂdw\humnﬁ'gu,mﬁunm\amﬁu;s@mm (PDWV) fiehanszansonnassan 0.73
(0.95x0.77) mMwansaivavuawiogiiies (DIMM) fidnswanedaniBsuinseanuinfdeuaiagifien
(LovY) Tawssauansudsdunananaionala (SATT) fdduUssaniannsusin 0.53 (0.65x0.81)
uas Mwaneaiauasiaifien (DIMM) fianswansdonBeuinseanuinfidounawioedien (LOYY)
Iﬂﬂdw\iﬂm’mﬁ’sLmﬁﬁ"unmmmmwmm%mﬁ (DSQQ) anwuianala (SATT) Aeawlszansonass

974 0.37 (0.96x0.48x0.81)

a a a

AUMWMILIMI (DSQQ) Adndwannsaivuinsaanuiivwela (SATT) dedudsydns

aAnBELYINGL 0.48 peinvfitludAnNanAn 0.05 AMWNNTUINT (DSQQ) [sifBnSwanemnsedeuin

siaAnNAnAsaurasiauifien (LOYY) diduuseandannaawind 0.09 sunumwMLIMI (DSQQ)
ABNENaN BN TILINADANNANAFBUNAIVIBNIEY (LOYY) lasdvsuandiudsAunalediu

anwdvwela (SATT) Tnsfiendnszansnnnessan 0.39 (0.48x0.81)
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nMs3uiaman (PDVV) fiandwanenssideninsdarnuinddaunasiasiiien (LOYY) fian
dulsyansonneswindy 0.77 steiituddmesdai 0.05 vl m3sudamen (PDW) lifidnawa
sioAnufivwala (SATT) fiendyszAnSanapswind -0.16 MAnuAIALARBUWNAY 0.22 fie t. - value
Wil -0.947 wasiFdnUszansonnpaihiy 0.343 aeheiilddynvadan 0.05

ANMNRIND1Y (SATT) HBNFWANIIATIENUINFADANNANAABLAWIBYLTED (LOYY) Hen
dudszdndaanauvindy 0.81 atvldbsIANINERAN 0.05

v

PNHANFIATIL LR UBNINA LUV ABYENN5 LT lAT9aFY TafefduwanaaNAnFvey
invievifieafifdyargeesiuiiisanmaldeslssmalnenhmnagUnanmmassuasnigiu duaaslu
AN 6

a9l 6 aqUnamMIMAFBUENNATIULULRavENMsBlaaie Tadufidenasiannindvevinrioodien
iflyargernsiuiifidenaldassszimealny

AUNAFIU wavasay | Bndwa | duvszdvd | R
H1 | mwdneaivesunawioufiedfidnnamenseidewan | ausy NNATI 0.96 92.0%
ABAMAWINTLINS
H2 | mwdnsaizpsunasievfisafidnnaneasadowan | wansu NNAT 0.95 90.0%
fiam3Fuianuen
H3 | mwdnenivesunawioufieafidnnamenseidewan | sausy NNATI 0.65 93.0%
samNnuianala
H4 | mwdneaivosunawioufiedfidnnamenseidewan | vaxsy NNBDN 0.53 96.0%

ADANNANAGD LLRAIIDI LT

H5 | m3sudaueddninamensedendernuiionsla | Ujias - - -

H6 | M3fuianriiBninamenseideuinsaanusing PONTU | MNAaY 0.77 | 96.0%
Ao uvisviDaLTiEn

H7 | AumwmsuSmMsianBnanenseideuin PONTU | MRS 048 | 93.0%
soannivwala

H8 | AumwMsLIMsfiBnEnannseideuin pansy | ndau 039  |96.0%
ReAnNAnAsBUaiBY i

HO | AnuivwalafidndwanenseiBeuanseanusing PONTU | VYA 081  |96.0%
Ao UvaviDaLTiEn

* pnltld AN NEiAn P < 0.05
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a5 wazaiUs1gNanIsAnE

mAdedulumusnnfigiuzesnsifeyndszms Hnnsiianuasanseeivauideduy q d

]
aa vaw o

Wulvluwwamadiendu wamidenwodn wndauazmguiigiseihanldlumsiseanasasdunsts

U

uuuasvanmatBelassaiviladendvnasaanuinfvesinvoofisafidyargesesiuifidonials

o

gavtszmalneld TaswaravmITengiiuiniadsnidsnswaiBuinsannusinfaasinviaeiieniu

]
a = [ L3

yargusamaldvaviszmalnasnniign de mwansalspsunssioofisnlaadsaiuanuiswela

q
v

FOVAVNN AD AMWINTUIMIUATMTTUZAMAIMINEAD

Tnsnwanualaasuvasiasiisfidndnanmsnseidaandeauamnsuins denndpeiiy
NIANEITUVDY Chang Lag Lin (2020) NaNMAD 1inYiny WirnaziSouisumwansaivasunaswiogiiien
owdumeuazdondvnnifumeansuvasisisnfuuaslfuanunmmwnsuimsluuvasios e
psviunwansaiumaeinaiien invievifienesidnddannnmnenins w unswiseiisniu uazan
MAdEwUIMwWanEain e fifiinnamense L%amnsiams%’u:?@mﬁw%mamﬂﬁmﬁ’uﬁ’u (Prayogo
et al., 2017) MnmeAAsTeslduaadliiiuidamndnsaivosunawiavieniudiuluTuden
Wiy AuMWLazALAYEIMIUIMITsUSfasgeiu uazmasuifeanuiiowslavesgavansyany
m\wzﬁﬁfﬂa‘r’wﬁ’mmn%mﬁuﬁ’u (Lu et al., 2020) Tuns@neni inudnsnamenssasemwansaions
unavriavisnsannusnfrasurawiasfiaaanadeeiu Ramseook-Munhurrun wazAny (2015)
FouanseanmsiTuaey Zhang LLazAME (2014) fnmansalvesunasieviiieafidnswalaunsese
anuinfsasunawiasiiinn agslsfinu wamsdnsnlutlagiuuaasliiiuinnmansaivesumas
visvifisnfuisnananedenssanuindiuguammInins mafudauen uazanaionaladeifiu
mugsluduna ifavan mwansaisesunawisviisniuazaiousvasla anadevnslumavisaiien
uazfoursrMumManTszavtinviovifisniounsiiumely Watinvivifien [Fundeuaeiesifisiuduas
T§sudszaunmaninsmumwanenivasunawinvfienmad e nsufunmeidonaliinvoeiieniin
anuionela Feazavnalumenndeamainiisewssviesidfiendu (Lu et al., 2020)

1% 1 ] a a

funssuauen ddnswaninseideunndeanuinfvasunaissifisaanaadoeiy Chen
ILleY Chen (2010) nanAe Qmﬁwﬂﬁ%’umnmsviamﬁm FINANNATILTNUINADANMNANADDI LRGN
viouifipavavtinvieaifiny Senseiumsfnenaey Luo wazAme (2020) AildAnsanuaNiusszwing
masudauenlunans q fusernainfvasinviesfiangs Millennial Sswusn msfudnaamivensunl
fann uazAnuAnavHaSLINAANaiNATaninviaviien sl Tumsfnuadei wudh mesusuen
Lifianiwamsasaidennsaanaiiswelavouiniiiendslisanadasiunsinunluain Sea19aziin
nnmsiiinviesifisnyadgs il ldidunmevisifissassmedeiinessudaudfuliivain me

va v <

udundulssduihaulaiasfnusaly
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Nnndnmadeil wud duauamnsliuimsiu fandwameuandeanudnfvasunas
vovfizy Tesriuanuinelafvasnndoviun1sfnenaey Prayogo wazAy (2017) 9nannin
AnanFsaurssviafisn mandufienth LLazmiuanﬁimJa\iﬂfnvimLﬁmﬁng\a%mﬁa@mmw
mslsmaiugetu eluniiulunmsfinnedediugiun anufiowelssesinvisifieniuisninwalasase
Seuanseanuinfzeuvasisgifisndeiuns@nefinoumn (Lu et al, 2020; Luo et al, 2020)

o o

fwuenuivweladuifaduddyfiesh Uganudnfvesunasionfisn nanduniiedsn uas

<

MIVUBNABYDILINYIDLNELN

FDLAUDIUL

dosupuuslunsiwansineluld luns@neduuuaunislassaivossiiadviisonasie
pnafnfzevinsviiesiuyamgiiidsemaldvasdssmalmparsiivumelumaiau fil

1) f,iw%’umﬂ%gﬁLﬁ'mﬁa\aﬁunﬁﬂszmﬁ’uﬁuﬁl,mdwimL‘1‘7im wianurB Ui AuToeiy
maviesiiien msthwannmAdslulsmatmunagnslunsdssmduius unswissifiamenale
spvszinalne e laduaivanudnfvoinvasifisrzniugadigs mMsnenagnssumwansal
PpvunavvioyitImemaldusnaInMWANEAIM UANNEIBNNTINETINR ANNRAINNATDY
sautuds FednviesiiiensudunuiundauazfeasiunmdnsalfidnvieeifisisiFuyasige
Tanuadiudusuduy 9 Sensetuwantsdde wazasinmaimunwdnsalfuaulasads
grondelilaniu wazadanudesiuliiinviesfissmiuyargedie Seluninfunanside
Tswuyszifuisdndemansmhlyfinsanlumsinunnagnsdunmansalidevinsaanliud
Unviesiiisnsiiugarigeludiuaurainiaineeee s nsilsewsang (Luxury Hotel)
TWidonassunnang msdnudewudninieeiiisrsniuyaageiuldiuaniianuddgisadty
fvwndan Anudvduzasmsiansurasiatiion dszaunsalmsviesifisdfildSustnouiade

%
Y a =

FIVINFINITOFT NN ANB A LUATUAMNTITULANTUAILEINITOFTINANANA LT L AT U

Ve miuyargeiifidewnswinvifisanvmaldvesdssmalnale

2) fugiisznaums MnuamIde woh dviiinviesifisssniuyargeuushliiadslums
Viovifisfieadeanudnisdeunasisvifisamenaldeesdszmalnelddningudu nande
tinviasiiisismiuyamgedninaazlvianuddnluGoswasanuasadis HomuLABASEYDIUMEY
Vieuwfien AanTau fivn FUaUTY 9193 Foduwannnanumsalladaiifiadu mavusnvanaaula
Tutszsumsaimaviesifiensgeudiade wasnslalalusudonadeandanndu Sniainvioudieamshil
Foiualiiunsldunaniasueasulailumsmidumssunadumeiesiienlmnndu faiu KUsznaums
AR IWEIUN ‘U%’ULﬂﬁﬂugﬂLLuumﬂﬁ'u%miﬁwmsﬁﬁLauaLmumilﬁumw Aanssun1Tviaviiend
fiawdanady fanuamzinzasnniulaswiiliiniefisrmsildsuiatossaunsaifildage
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Wiade Wuuwannasnesulaindanuazainauielunssmdiuns (User Friendly) i nsvihna
989 M3tsedu Mmedls mwlumsihaue Wewazihaulaanniu

3) fugaumIdne nmsfne w1 guawnsliusmsiudewalasassganudng
s unawioviiisamemaldvasyszimalneriuanaiiowsls Snvisluduushoasinviosifisnsniu
yamgedelrimnuadnluBesmsisszimsmwaasil¥iins mauimsidgumn lidazfumineuy
Tssusn wifnowens winewah Tasewzdaguerd Wudu Seinvissiendianuiuinanaiiv
foondwlunstivimsiu Wudeiiinviesifisadasms fedu saudnmdemsneunmslunswan
yaansiiiaumwlumenuims Tnefimswannvinezene 4 onfi Finsedumsieans sinezluns
muauenanal nsslunsudlaiiymiemzwh wazinezdumaluladidesiu Aiduls:lomiling
fuanudasmzastinviesiisnsiuyamgldandis

daiguaLusaINSUIIUITIATIAB (1)

1. fuvuanmilasahesiadeiaimadornuinfvasinvoiizizniduyagensess U
msinuilumavhIdeldasunngfimaludssmalng agiiamnsadunansfnsifienumiiow
wioanuuansviuluusazginia deazamnsanesiiunnnivlussivyssmeald

2. psiinsfndfuuuanmslasvaivzesifadeiiasnasaanuinfvasintasifieayagy
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Application and Decision to Purchase:

The Moderating Effect of the Need Cognition
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Abstract

This research aims to study the predictive power of characteristics of information on central
routes (recommendation and statistics of video/photos viewers) and peripheral routes (Like count
and Ease of pay) on decisions to purchase food via mobile food applications with a variable on
the need for cognition (Affective and Cognitive) as the moderating effect. The samples were 405
persons who purchased food via mobile food application in Bangkok. Questionnaires were used
to collect the data. Utilizing Hierarchical Multiple Regression Analysis revealed that the central
route and peripheral routes had a positive relationship with the decision to purchase food via
mobile food application. Moreover, it was also found that the variable on need for cognition with
Affective as the moderating effect had a negative relationship with peripheral route and the decision
to purchase. The research is useful for academicians and entrepreneurs who sell food in mobile
food application. The results obtained from this research were able to be used for developing
the guidelines for determining marketing communication strategies via social networks as well as
media formats for presenting appropriate messages that were consistent with the target purchasers
in order to publicize news and information affecting the decision to purchase food via mobile food

applications more efficiently.

Keywords: central route, peripheral route, need for cognition, decision to purchase, mobile food

application
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v
a o

(Affective) Botladeimsniidnniudnsnsideiugsduilnausazynns

usnanii fsANuABYNIMIZAR (Need for cognition) Aaifiutladeiifiausdnluns
Uszananazesnsiudeyatnaszesngugnausazngulasmamnuiviadusenanazilingy
femsazduafinisldasluludoyatmamaiiensiiinnsiwdsuuasluiaafveedds [dLiustof
Tnedengugndnifiansuziudnaslaglddadoidumensn Sefiudeiinaliiiamswasuuasly
WAUAR (Petty & Cacioppo, 2012) &viladusing ¢ 81# H1aduidumenan (Central Route Factor) leuf
HaAnnuuh (Introduction word) ey abfvevdnaiflew3agunm (Video count/Picture count)
foddanuddnlunsinlomalumaianudlaanudadiussnguddodvineifisenis
dadulato fatheisu ;nmsfnmeey Fumer wazamz (2016) Anwidlangugnénudiwenedu
naniiinssuiudeyatnaslasiunsldiveua (Central Route) avvWiliruadfifsemsnausuas
memsamaluszezemiissnniinafiasanuaziiamsusziumadeifissds .inmsfinsnaes Zhou
wazAz (2012) szyinnndeyaiimsszyfinaiufaumiideyauusihiidauiiissweuazigummw
zdvnasoaNuBuRluMIteduduazusMIuazndoRuNIT0Y Zhou uazAmy (2012) Id3ums
sfuayuan Maity uazane (2014) dslddununangufindeadeiuindeanuivauevihiiules
funlhifiifguamuazdaauazdenasoanuaulauazasnsaliinlesuiiduiisdoanulineda
Tumsdodudrugasmessulailddfeln uazanmsdnuses Scheibehenne, Greifeneder, Waz
Todd (2010), Townsen uaz Kahn (2013) fildhmsdnsifeniuaninazesnmsihiauenwiiise
mssudifeiudeyaresndniudiitnadaanafvwelalundnsusidsnnmsfnm wuih mabiaus
s lifuilnainanuddnazmnaneuaziinanudlalusausidnaSideiuidesnan
T¥msdszmnanatpaiiiafisuiumsindsfefdnssdensiiausmsmemagUnwazgiuan

v = Y

firuafsuaundsamausriausmswazia WiinnmsdnaulataldinisHeiu

a

adfgfinaduroy (Like Count) msnalad (Like) A MWW Feedback lumeiiande iy
nmsnaiemausuuvasiiguilnalienusulaludannvasiuslne Sewginssusenanidudsiiglssnoy
msnaniaiie 1y Lﬁﬂﬁﬂ%’agaﬁiﬂmm\imwﬁuﬂ”ﬂLﬁmn'ﬁ%’uflu@\amﬂ%qﬁﬁw%wamnndwmi‘uﬁnﬂ
Aud (Shao, 2009) Insmsnaladdeifiufanssuiiguilnasfduiusrennauduazidamitium
13'1LauaTmﬂLﬁﬁmﬂLm@\flaﬁ;juﬂnﬂﬁm'am']ﬁuﬁﬂﬁuLLazLﬁmmsﬁmﬁu%ﬁ%LLamﬂgmﬁu@Taﬂmi
fsusmuazmsaemsaiusyuiivianzauuiiud (Muntinga et al, 2011) nmsnalaru/Souiaiion
msfignéndidusa (Engagement) Aumsidudntiu 4 udesdesiiusvasla uasiruafseviuilag
Bedniioifunmssiasaansdaasldmssiungui@aiihvany uenaniu :inmsAnwaes Lennon, Sanik,
WAz Stanforth (2003) Wui FEedudsnumems TV issnandasmianaazanlumsiuneuag
edssvdananumadiunme fodu anaasanlumItissiSu (Ease of Payment) 34 Jutladefishény
fifnasiamidnaulafoduddeialdinfianuiindevivgudnyuzssasaumaluduansiiady
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Wun 3N (Zhou et al., 2012) Geamaslunstisziduieduiledeniiiinasewnliiniesdodu
WIUNY e-shopping (Townsen & Kahn, 2013) %xﬁzwmsﬁﬁz@uﬁLﬁﬂmaﬁﬂéLﬂunalnﬁwﬁcyﬁuﬂﬂa
wazavdnslfifiugeemenmaneshszamauduazuinmslaedoddeinmsuihssuonmstisziiuaunia
Tomuldne szmnams uazfienadasadviasioiulssgganuiowihmemaluladuazanusisa

' a

fagIta MINMIMUMWITIUNTINLAENEiTApdasminsai muaaunAgIwNWITeld fil

H1 : {laduidumenan (Central Route Factor) dmnuanwusiunisdndulavilnaaivns
WulNUN B LBUNE AT UM TR

H2 : faduiduneSy (Peripheral Route Factor) fianudniusiunmadndulavslnaaiyg
WulnunswaUnaadunIae s

H3 : fudsanun1slids (Need for cognition) m3suanvaansupnswal (Affective) usuys
ffuavANNTNNUS S vTaTe L dunsvraniunisanfuladedaonnsnulnuis woUn AL adu
MINIINAT

H4 : ffhl,l,ﬂimmmﬂslli (Need for cognition) M3IuaAIBBNFUWANA (Cognitive) LTI
fuavANNTNNUS S vTaTe L dunsraniunisanfuladedaomisniulnuis o Un AL adu
MINIDINAT

H5 : fudsrusan1slidy (Need for cognition) msuaaveanduetsnal (Affective) 1u
frsifurayAaNNFNNUSserieiladedunesnAunsanduladsdaaisnuluunswaUwa At
MINIDINAT

H6 : fulsanudeensnsldy (Need for cognition) M3IuanvaanfmuUmMAHa (Cognitive)
WushudsiiurasanudnwussevineiiaseidundniunmasaduladedioovnsnuluunaiaUwaiadu
MINIDINAT

RN

WaAnmgnahneauansuzassEssumaiadeidunwman [fun daanuuuzsiues

]
aa va

sdagmaiale, wasiladuidunedy [dun adfgiinedumeuuazanuiesanisieduiumsdngula

o

Fapmnainulnupuetnwdiadunssvenmsieedfmulsanudosmsldfidududsiiu
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ﬂ’a’lm‘l‘mn‘li‘lﬂi’(Need for Cognition)
(Jaeger and MacFie, 2001)
- MIuFAsaand kel (Affective)
- mmamaanﬁmmqua (Cognitive)

Tadudunionan (Central Route Factor)
(Petty and Cacioppo, 2012) H3 (022", H4 (.011*)

1) Taanuuusii I~ H1(137) H5 (.012), H6 (.-.023**)
2) adaduuidle 4

o a &
nmIdaawlage (Decision to purchase)

TloduLdwn 1934 (Peripheral Route Factor) //"V (Kotler, 2016)

(Petty and Cacioppo, 2012) - H2 (.201**)

aaed 4

1) afidgfinadurey

2) enadngdamMIuEn

2T 1 NIBULLNARTUNNTITE

YOULDANISINY

sauiaduiomuaziusilslumsideadediisusdAnmniladsquansuzsasmsaume
Fofumudsduutivennitiu 2 ngu fe Taduidumemanuaziiadoidundiuifidemtaduladoems
iulunsustnwiiedu Taetladodumemanlsznauludoddia 2 dade Ao 1) Faanuuuai uay
2) affvasgpnialevdagnw dwiuiladidumeiudsenouludeddia 2 fady Ao 1) adfgina
Fumey uaz 2) mm\‘i'}wiamsahﬂLGuﬁﬁTaLmiﬁwﬁuﬁammﬁa\m{lﬂi (MILEAYDBNAUBITNOILAS
MIUEAYBINIULAANR) MuLIIN Ad madaauladeomsiulunsuoUnaedu mideems

AsALHuNY

) uszans Ae fienduaglungsmmavnuasuaziiuglddumesiin Fennnadisavey
fuinvueznssiMstiamsnszanedesiansinsirivasiansinsantnanuieen® (nane.) (2564)
wud1 fdwauglddumediinlulsemalneduin 50,078,068 au Fansdadudiwuluuis
weUwaladu fdanudndudeslddyanaudumesidainideiadenlfssmnsnngilddumasidn
ioanadaaulumadrdonguitimane dfufideiohmaisudadunazimunofiduddils
dumasiinlungomwaviuas Mosdwilldlumsfnmadeidnaumnnavosisslasldgnives
Weiers (2005) 41U 405 AU Tﬁf‘s%mﬁﬁ\juﬁaam@memﬂil”’umau (Multi-stage Sampling)
dupeuil 1 vhnsgudmaetsuudslasmsdvaanidenaudaznguiannasesuasldisnsgs
naufatuuuiugd dunouil 2 msguisdsuuninzas lennguithvaneiiasdee e
Tupneuatwatadunsdennmswingu (Iﬂtlﬁﬁﬁm&lﬁﬂﬂiﬂ\‘i’h@'ﬂauLL‘U‘]J'&B‘UQ’]:NLﬂﬂ%ﬂﬂﬁwﬁl}\l"]u

TuunpuwaUndndunssly) dumeuil 3 nmsiensstvmuazaIniusegtelueaisuaainle
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wiasflefildlunsddy fe wouasuamiduluuIATIANISUsINAY (Rating Scale) 5 9udy Taun
fladidunovan faduidunein mnudesmsliiuazmsdndulade (aefign fou 1unate 10 an
flge) dwmsumsnsessunuwaasiadasiiatn Idud msmassuuiinsnsedailomn (Content
Validity) ﬁmﬁv’fimmcy 3 viu wiAariaNNEanAaeY (Index of Consistency: I10C) ﬁ!mnﬂﬁaﬁﬁmu
fifien 10C annnd 0.60 Nntudideldhuouasunsildusugsudlunaaesld (Try Out) fungud
Tailaigheene w30 718 wud A1 Cronbach’s Alpha Coefficient 289nnavALsznaufiFnnnT
0.85 Fvuansideanahidaioluseiuge

WaN15338

dayavh(Urasireununaaunwsulvaiioas 69.4 umwemds 9w 281 au uaziooay
30.6 \HuwwAny 1w 124 AU fuaty wudl Ferguseanal 22-30 T wdu 229 Ay Anduipea
56.6 FRvAvINdyUITInL 31-45 T dwau 132 au Andufosar 32,6 Musedumsdne wud
ImsdneIzaulSuanes iU 281 au Andudesas 69.4 savasindnsfnsndsandnsnaulans/
1. 13U 68 AU Anldusasay 16.8 mMusdw wui dodwwineuussnionau Sl 170 AU A
Juforas 42.0 sovavan fe WniSeuaindnm d1iu 86 Ay Andusauas 21.2 vigsiadiuiduiu
54 au Andudesar 13.3 suseld wui dwlnafisieldvseana 10,001-25,000 v 1wau
154 au Anfusesaz 38.0 savavundnelduszana 25,001-40,000 UM U 95 au Anduiseaz
23.5 fuaaunmw wu Saaunmwlaasau 257 au Andudouas 63.5 savavandannunwanss
i 130 au Tuweuesdwdwduiildlunsdeensaulng fe Grab food 1w 171 e Anduy
foway 42.2 599a9a0 A Line man iU 118 au Andudouay 29.1

Nan153LATIviaeAlsenauLBeiiugyu (Confirmatory Factor Analysis)

n'aumi‘wmaauauuﬁgmﬁ%é’ﬂlﬁm@aaaummmL‘ﬁ'mm\aL%oiﬂioa%ne (Construct validity)
AR BgInSiou (Convergent validity) wazansuzifufifiiiizn (Unidimensionality) #a8n1s
JipziavAdsenauiBedugis (Confirmatory Factor Analysis: CFA) WANIILATIEHLEAS AU
shiTemniluusiazavdtszney (Construct) Tdun Haduidumendn faduidunein anadasnslii
MIuanvaaNmMUBIIND] (Affective) LazANNABIMIINMILTAITUMANS (Cognitive) HAMNIANIZAN
Toedanhminevdsznay (Factor Loading) 31011 0.5 (mM319fi 1) desnldimanassuanuiiids
(Reliability) F9nan1smasoy WU A1 Cronbach’s Alpha Coefficient PaunnavALEnaudmwini
877, .943, .855 Ly .938 (Cronbach, 1951)
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mMsefl 1 AdulseRnsieaniaavasauLna (Cronbach’s Alpha Coefficient) Lazn1silAsIziavAlIznay

L B9EUGU (Confirmatory Factor Analysis)

Factor | Cronbach’s
Scale and items
loading | alpha (n=405)

ms3uiluqauisneassaansaumna
{lauidunienan (Famuuusin) 877
1. fyuuzivie Lugﬁlﬁuﬁﬁﬂmm%ﬁuﬁw 501
2. ﬁ"ﬁamwmzqﬁ\aa'auwauﬂ%‘lumiﬂixﬂaummi 608
3. ﬁ%ammsqu,l,ﬂaa%ﬂﬁ sulusemssnsusaziuy 632
fladuidumenan (@dfgdainle)
4. SnugdnsnmwieenvEeifle 780
5. Swuwiisuinesitugvioialegiuens 685
6. f\ﬁmugﬂmimmﬂmmgnﬁﬁﬁ"ﬂﬂﬁdﬁﬂgﬂﬂ%a‘iﬁ‘[a@:ﬁummi 719
7. snuenudzasmalwadnwineemnvwiedfleveviuens 777
fladuidumedu (@dagiinaduey) 943
8. aﬁu’;u@'ﬂm%umu (Like) 31813 671
9. MUUKNAUYS (Share) 1upw3 529
10. Swugfiaanfiama (Follow) $1usms 739
1. Funugiieniiuewns 802
fauidun1esa (ANNGI8AINITILLIN)
12. nszvaumsnedusuliunpueUwaedu fdvomnsdaaunazisnlald 792
13. nasrnumsneiunulnusueUnaedy ideewnslisdudasld .800

AnawenavEs Falunsiseus
14, Qmﬁﬁn'jfmizmumsﬁhﬂLGumuTummLmeﬁLﬂ%’u figopmnatianuie 813
15. AUARTINTELIUMTNY Suiuluneueuwdedy ideenmsiivselomd 755
mwﬁmm{(ﬂfﬁmmmtﬁ (Affective) 855
15. ufienudvaudadeviniulsludymuitymiuasdubessn .838
16. Suazvaniasvamunsaifidlemaiduazdavanludein @asn/Aaie

udladlemn) UL E NNy 826
17. msAnlilleiFasaynuasdy 831
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a5 ef 1 AanLsEnSieanaavasauLna (Cronbach’s Alpha Coefficient) Lazn33LAIIZHaNALSZNBL
\BEUEU (Confirmatory Factor Analysis) (si9)

Factor Cronbach’s
Scale and items
loading | alpha (n=405)

18. SuravdnietulassnsuuaEnsmeusInnIlaTenssLeLe) 678

ANNARIMSIR3AUIAARS (Cognitive) 938

19. dudinzeuviedunelalunsldanuAauazinsanatheinuiazidunan

fiuu 876
20. SUFDUNUMUANNARBENTBUABLLALANEIMNTBYA 885
21, SurpufirssuAnseulumsdamstvanunsaifidesldanudauinang 857
22, Sumaunuiiipadeeiumanismendiiyming g 858
23. SuneuAnratvssursumMsdainasinlssauanusSaluiin 873

msaTesaudannadilasiunvainvesioya

1) NMINTIVFDURNBULNTLULAN LI LL‘UUﬂnﬁma\‘lﬁaHa WU ANANNLL (Skewness) HATZWINN
-1.22-0.77 wazAaNNlev (Kurtosis) @nseving -0.65-1.36 uanvidayaveeimiLLsinsuanuad vHu
189Unf (Tabachnick & Fidell, 2007), 2) m3snssauANNduBNRUSIBIMINTENETULTAIAIN
fuiusszwnuAsfivae (Standardized Residual) fusnwennsnl (Standardized Predicted) Wi
Aiasfimdofinmsnszneasslifuuuuny apldhdeyaiulumadannasidavdusesmstioniug
289MINIEAE (Hair, Black, Babin, & Anderson, 2010), 3) NM3MIAd0UANNTNRUS B dunTolaels
nwuaasnsznaldvUnfuaznaasusUuuuanudiiussesfulBassuasiulsmuidodunsiie
P—P plot WU fnsuanuaviuudnd, 4) MInTasaumAaUni FnMsnauaunwnszaneeesfiinls
dasziushumdesnasguy wuoh Lifideyalafifaduysaivesdiumiosnnsguiisnnniwmdawni 4
(Montgomery & Peck, 1992) Uaz 5) WaMTIATSWANNENRUSIZINIEWY WUt Fulsusazi
Tilaehdautusudstu o lifilymamegsamdunsang (Multicollinearity) (R = 0.614, R* = 0.378,
F = 60.678, Tolerance < 0.1, VIF < 10)

NMINANBUENNAFIU

ﬁnﬂmiﬁ\‘i‘ﬁ 2 wamﬁLﬂiﬁzﬁmiﬂﬂﬂaﬂWﬁ@m@\‘lﬁgu (Hierarchical Multiple Regression
Analysis) WU faduidunenan (CR), Jaduiadunvan (PR) fisnswamenniumadnaulagosms
HulnuneueUwiedumsavens (o = 137 p < 0.01) uaz (b = 201 p < 0.01) (vONFUTNNAFIU
H1 ey H2) LLazmnwamaauﬁaLLﬂimmﬁmm‘ﬂﬂimiLLﬂmﬁmm@wa (Cognitive) WRZANNADINTT
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Ti3msuanvoandus1suni (Affective) TaesiaenifudnBwandn (Main Effect) wudh finswameuan
fumadaduladeemnanulinsusUwaiedunsdse s (b = 131 p < 0.01) wazAnudavmslis
nMauanvoandupINaiidnswanuinifumdaiulafoomaiulinsusuwiindunsdeoms
fissuiipaduneadaf .10 (b = .092, p < 0.10) MNMITATERNTIESLNEMIIRANNEFse
nadadulageenaiuluneuetwiiadunsdvomaldfesar 37.8 annsiemsianiwamiu
wunsUfdniusssnintiadeduniin (PR) wazanndpsmslidimsuansiumeana (Cognitive)
(b = -.023 p < 0.01) (vaNSUANNAFIU HE) wANULTLMIUNNTATIN (Antagonistic effect) w3alu
Aermeasiuduiudndwanan (Main Effect) wazwumaujaunussenineiladbgunevan (CR) uay
ANaFBsMsINEMILansiuanIual (Affective) fiseiutiddmeadaf 10 (b = -.022, p < 0.10)
Tuunumdazne (Antagonistic effect) 1uriu (BanSusNNFAzIL H3) wazINMMATEUENNATIUL] IS
sunfgudodl 4 uaz 5 namde FMulsenadessINiMILaAseanduANAR (Cognitive) Taifu
fudsihiuseviladuduneaniunmsdadulavilaremnsiuluunsuesnwdiadunsdenms
(b =.011, p = 0.304) uazudsanusasmsliimsuaaveandusanal (Affective) liifusudsmiiu

yaviladudumesuiunmadaiulavslamevnssuliuisieywiesunsseea1ns (b = .012, p = 0.270)
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TN 2 MINARBUFANNAFIU

Coefficients®

Unstandardized | Standardized Collinearity
Independent Variable Coefficients Coefficients t p-value Statistics
B Std. Error Beta Tolerance| VIF
Model 1 |(Constant) 4.634 744 6.226 .000
aduidunievian | 137 .038 200 3.566 | .000** 495 | 2.022
(CR)
aduidunein | 201 .033 350 6.023 | .000** 462 |2.166
(PR)
AFFECTIVE .092 .048 .081 1.897 .059 .860 1.163
COGNITIVE 131 .039 144 3.336 | .001** .837 1.195
Model 2 |(Constant) .652 4.015 162 .871

taguidunienan | 140 .038 204 3.702 | .000** 490 2.043
(CR)
HladeLdunvain .351 .158 610 2224 | .027* .020 5.373
(PR)
AFFECTIVE .076 .051 .067 1.485 138 .743 1.346
COGNITIVE 146 .040 160 3.626 | .000* .769 1.301
CR* AFFECTIVE | -.022 .013 -125 -1.749 .081 291 3.432
PR* AFFECTIVE | .012 011 .186 1.104 270 .053 1.034
CR* COGNITIVE | .011 .010 .079 1.030 .304 255 3.923
PR* COGNITIVE | -.023 .008 -.485 -2.710| .007** .047 2.461

a. Dependent Variable: COM5 (miﬁmﬁuh%a)
Model 1 R? = 0.378, *p < 0.05, **p < 0.01, Model 2 R? = 0.409, *p < 0.05, **p < 0.01

UselamfildsuannmsiseluiBmauiviasndsnsuazidelfia

dUselaniduisinig

unemwillduansnamsdiansiesAdssnauidedudu (Confirmatory Factor Analysis: GFA)

fuaasldhimsianilunsiazesdszney (Construct) liiun Haduidumenan @oamnuuusiuag

adfzevgmaifloniogunm), Jeduidumein (edAginadurpunazanuhiasdamIieby), Aw
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Apsmslaimauanseanmumane, Anudasmsldinmsuaavesnduetsuaiuazmsfndulayilna
o ulineueUnALd MIdvesiaamnzaNLaziTUMINATBUAANED (Reliability)
Fofunsfiusiin wunAapey Petty was Cacioppo (2012) Lﬁaizqﬁaﬁﬁ (Aspects) IDIAIANHNLY
gavansaumadeusznoulusne 2 47 e Tadtidumedu (Central Route Factor) uaziladeidunmsmvan
(Peripheral Route Factor) Taennuddefigidednsndnivgjazifuiumwg Anssusevidelusaszimne

v
Ao av v

gansnthanusulssudean nelaiunensdedldls: Tominisnms uenaniinisadumsnana

va v

sansnthimdiamanidlUldlumsideldhudefinde

UselamiAldsuiBeuia

namduaasliifiuivsnainng sziuaadniusesauanEuzaavasaUINAailade
iumdnuaziladoidumsaiunsdaaulamsuslnromsiulinnsusunwaindumsasenns Sy
msfnnluafeiiwuyfdniussenidadoidumein uazanadosmslimsuansdumnnauang
Tifufewansznurasiulsiidumsusuidmudsdunazmusinalinuidognepedlsanuduius
Uasulapiulsiiuiigisevhnmsdnsnfunumlunmedaens (Antagonistic effect) Aa fudsdulaz
futsmuiidninaluiiemoieiu uafulsmhiudidninasesulsmulunenseia Sonasevny
Apanansathlwanndeisdszandnwlunsiadsmsaumalifianuaaandasfungugndn
dhvaneuazanunsaneuaussaudessldddedu nnfssansmhliaun unmemsivuanagms
nsiesnsmnanreiadeavaseaulat sndvgUuunsesie nmsthisusdaanuiimsnzauly
sonadoviunguidaihvanefiaims unwsssndniusdayarinasidsonsindulalumauilnaems
wulunsueUwaiadunsdeosldfiussansnmanndeiu anii mslusluedudluguouiale

Wulnsdwifiefie maindugiianiuems wasfimahisuedunsuiiisdatunsanedusiu
Tinsusywdtasuseansilidudou dudu

gyluazailsena

aa v a o’

ynuamMFATenuHanadasmslidmusaveendumnws (Faanuuusihuazadfpaiale/

U

Junw) Wusnudsmiueesiladudunvdy (§RRRNNATUBDLLAZANNNIEADNNTINNY) LazAIN

U

é’faomﬂﬁli’mﬂmmé’wumiuai (Affective) tHumudsmiuzaeiadaidunienan (CR) nmManaaay
suNAgIUTeN 1 uar 2 wudn AuansurzesasauwalunanuariadbdunINdaNy

funustumasagulausineevnsmuluuiswalnaatumsgeaving laslusrusaviladeiduneman

v

AEeldrnudAgiumsfiwyuushvdeuniiduifisueesiudainnign (Aeds = 3.97) avaunds

e

° v

mmu@Lﬁwumwdwmmiw‘%aﬁﬁia (A@ay = 3.70) wasuavnsinadmwangainsseifle
UpuAsy (AeAY = 3.49) s wsuiladuiduniein (PR) &Eﬁaiﬁ’mmﬁwﬁcyﬁunizmumiaimLGur;hu
Tunsusundrduiidsemnsiidududesldanuneneamdeldnalumsdeuiinniign (Aady =
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Abstract

The purpose of this research was to 1) study primary data for the creation of competency
development courses for small-sized tourism personnel and entrepreneurs and 2) develop value-
based participation training through training of community personnel and entrepreneurs by using
the Sustainable Sufficiency Economy principle. The study found that 1) small-sized tourism personnel
and entrepreneurs require workshop training in new business possibilities, development of new
products from local raw materials, creation of business plans for government budget requests, online
sales, and production of videos to sell products to operate tourism businesses in the community
and sell tourism products; 2) workshop training courses were developed based on training needs
according to the order of importance of the training needs of tourism personnel and entrepreneurs,
participation in decision-making, involvement in building cooperation between small-sized tourism
business entrepreneurs and related personnel, stakeholders, community members interested in
becoming entrepreneurs, lecturers and researchers with the purpose of creating and designing course
content that match with the capabilities of communities according to the Sustainable Sufficiency
Economy principle. Accordingly, the operational training courses consisted of (1) a business feasibility
study course according to the procedures for operating small-sized tourism businesses; (2) a
business plan creation course for pioneering small-sized tourism businesses in communities and
tourism products; and (3) a course in the creation of marketing innovations and digital marketing.

Keywords: competency, small tourism business, training, sustainable, sufficiency economy
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Introduction

Small and medium-sized enterprises (SMEs) play a major role in the economy in multiple
dimensions, such as in terms of being producers that create product and service diversity while
also playing a major role in the hiring of labor in the country, thus contributing to the economic
development in the region and the country. Thus, SMEs are a primary mechanism for promoting
a secure economic base and the main channel for distributing income thoroughly to the population.
However, recently SMEs have been facing challenges from rapidly changing technologies, whether
in terms of production, business operation, competition from the economic structure, or changing
consumer behaviors. As a result, SMEs are not adapting fast enough to keep up with changes and
are suffering from business difficulties (“Unlock Thai SMEs, How to adapt to grow,” 2019).
The major problems that SMEs often encounter include market factors, lack of marketing knowledge
and capabilities, and capital factors, which often involve difficulties in loan applications with financial
institutions; they still suffer from problems associated with financial information reliability and
business planning, and in terms of technology factors, they lack the basic knowledge essential for
supporting modern academic techniques (Pechkong, Churintr, & Kongrungchok, 2017) Moreover,
there are several reasons most SMEs fail, such as lack of clear objectives, wrong target group
choices, lack of marketing expertise, lack of sufficient business knowledge and experience, lack
of capabilities in making changes, lack of distinction, and investment in things not profitable for
business (Siam Commercial Bank, n.d.). Thus, these problems need to be resolved and corrected,
and support has to be provided to enhance business capabilities in favor of progress and sustainable

competitiveness.

Chonburi, Rayong, Chanthaburi, and Trat are provincial groups in the eastern region of
Thailand with similar outstanding resources and high potential in terms of tourism economy.
Therefore, there is the need to develop tourism business entrepreneurs and tourism personnel.
According to the 4 years Provincial Group Development Plan (2018-2021), the eastern region
provincial group has determined one goal, which is for the medium and small entrepreneur and
the community entrepreneur to obtain sustainable competitiveness from the beginning of
the business, business planning, marketing, and management to develop the product form that
uses creativity and innovation as well as the good standard quality under the green concept (Office

of Strategic Management, Eastern Province Group, 2018)

For the aforementioned reasons, SME entrepreneurs crucially need to develop themselves

to possess knowledge about how to start businesses, business feasibility knowledge, and business
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planning knowledge, whereby SME entrepreneurs have to possess the ability to write business
plans and develop products that require creativity and innovations while possessing knowledge
in marketing innovations and digital marketing. This is to enhance the competitiveness of tourism
SMEs in line with the plan to develop the country’s eastern provinces. Accordingly, support should
be provided to promote participation in the development of workshop training courses among
small-sized entrepreneurs and related personnel, stakeholders and persons interested in becoming
entrepreneurs, alongside lecturers and researchers in order to develop courses that match
the needs and capabilities of communities based on the Sustainable Sufficiency Economy
principle in order to gradually operate tourism businesses with an emphasis on sustainable
self-reliance and the ability to generate income and profits for entrepreneurs in the long-term in
line with the concept of “managing sustainable tourism and achieving fair income distribution”,
whereby improvements in the quality of life of community members are a major indicator of local

tourism businesses achieving sustainability.

Therefore, this research focused on the creation of competency development courses for
small-sized tourism personnel and entrepreneurs through participation value-based participation
training by using the Sustainable Sufficiency Economy principle to ensure that small-sized tourism

personnel and entrepreneurs can effectively apply their knowledge in operating their businesses.

Literature Review

For this research, the researchers studied concepts and theories to accompany the research
work as follows: 1) Concepts and principles related to course development by Phengkhona,
Na Thong Kaeo, Raksaphon, Jittapraphan & Phopthawi (2017), which described course development
systematically to consist of the steps summarized as follows: (1) study of basic information for
analysis of problems and needs; (2) specification of goals and objectives through analysis of basis
data; (3) selection and provision of contents that are consistent with goals and objectives;
(4) selection of appropriate teaching methods and activities; (5) specification of learning evaluation
criteria; (6) course quality testing through trial use; (7) course evaluation; and (8) course improvement.
Furthermore, Chompoolong (2002) had a concept to develop courses covering basic data analysis,
development of course drafts, course quality testing, course trial use, course trial use evaluation,
and course amendments and revisions. Winitchaikul (2008) also had a concept that specified
course development procedures comprised of studying basic data, developing course drafts,

the trial uses and course evaluation and improvements. Meanwhile, Dessler (1999) mentioned

128 21581S361NNS UMdngndgnan1sAlng pusemansia:avaurans




assul 13aVNavdvA as1assnd 1SoviauavFf 9y BousU 958:A1 PUNSLE uvanund lwslwdns qum1 asnmam ASISSIU 1a5SAU
ua: lwyagi owsvlsod

a course development process as follows: Step 1 — requirement analysis; Step 2 — teaching format
design through course development according to set plans; Step 3 — course creation; Step 4 -
course implementation; and Step 5 evaluation and monitoring through use of tools to measure
feedback or pre-post-tests to measure what learners learned. Accordingly, Phengkhona, et al.,
(2017), gathered data for course research and development according to the following steps:
Step 1 - Study the basic data and needs of tourism entrepreneurs; Step 2 — develop courses by
developing training course drafts; Step 3 — Evaluate the effectiveness of training courses through
expert opinions and course trial use; Step 4 — Course revisions. 2) Training concepts, comprised,
a systematic learning management process to enhance the knowledge, skills, competency and
intentions of personnel to increase work effectiveness with the goal of improving self-awareness,

increasing work skills and creating incentives for each person (Phengkhona, et al., 2017)

From the abovementioned course development and training concepts, the researchers
developed the conceptual framework for creating competency development courses for small-sized
tourism personnel and entrepreneurs through value-based training participation by relying on
the Sustainable Sufficiency Economy principle: Case study of Eastern Province Group (Chonburi,
Rayong, Chanthaburi, Trat) with the research procedures shown in the conceptual framework

below.
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Creation of Competency Development Courses for Small-Sized Tourism Personnel and Entrepreneurs
through Value-based Training Participation by Using the Sufficiency Economy Principle: Case Study of

Eastern Province Group (Chonburi, Rayong, Chanthaburi, Trat)

Figure 1 Conceptual Framework in Research

Objectives

1) To study basic data in creating competency development courses for small-sized

tourism personnel and entrepreneurs.
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2) To develop value-based participation training from training of personnel and entrepreneurs

in communities by using the Sustainable Sufficiency Economy principle.

Research Scope

The purpose of the research was the creation of competency-based curriculum for
personnel and small tourism business entrepreneurs thorough the participation in value creation
from the training by using the philosophy of sufficiency economy: case study of eastern region

provincial group (Chonburi, Rayong, Chanthaburi, Trat).

This research used a mixed method design by using both quantitative and qualitative

research components. The method research scope was as follows:

1. The population and sample scope consisted of the research population, namely,
small-sized tourism personnel and entrepreneurs in 4 provinces, namely, Chonburi, Rayong,
Chanthaburi, Trat, numbering 840 people total. The sample group used to survey operational training
needs to be consisted of 288 people. Accordingly, qualitative informants obtained by purposive
sampling consisted of 10 people per province for a total of 40 people from 4 provinces, while
the number of subjects used in the evaluation of course effectiveness numbered 200 people from

4 provinces.

2. As for the content scope, value-based participation training consisted of operational
training, whereby related small-sized tourism entrepreneurs and personnel collaborated with
lecturers and researchers to create courses that matched community needs. As a result, there
were 3 courses as follows: A business feasibility study course according to the procedures for
operating small-sized tourism businesses, with course content consisting of use of the Sustainable
Sufficiency Economy principle alongside business feasibility studies, production/operations/
product/service feasibility studies, market feasibility, financial feasibility and organization and
modern management feasibility; a business plan creation course for pioneering small-sized tourism
businesses in communities and tourism products, consisting of production/service operation plans,
modern management plans, marketing plans and financial plans for pioneering modern small-sized
tourism businesses by relying on the Sustainable Sufficiency Economy principle; and a course in
the creation of marketing innovations and digital marketing with course content consisting of
the creation of marketing innovations in tourism such as new tourism product service innovations,
process innovations, business management marketing innovations, basic digital marketing knowledge,

key digital marketing tools, and main strategies for digital marketing for pioneering small-sized
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tourism businesses by using the Sustainable Sufficiency Economy principle.

3. The variable scope consisted of Variable 1: education and analysis of basic data, and

Variable 2: competency courses for small-sized tourism personnel and entrepreneurs.

Research Methodology

The creation of the competency development courses for small-sized tourism personnel
and entrepreneurs through value-based participation training by using the Sustainable Sufficiency
Economy principle relied upon the mixed research method involving both quantitative and qualitative
research components. Accordingly, the quantitative research component consisted of the study
of basic data by determining the operational training needs of entrepreneurs and persons related
to small-sized tourism businesses. The research population consisted of 840 small-sized tourism
personnel and entrepreneurs in 4 provinces, namely, Chonburi, Trat, Rayong and Chanthaburi.
The sample group was divided into two sub-groups, namely, the group in the survey of operational
training needs and the group used to test training course effectiveness. The size of the sample
group used in the survey of operational needs was specified based on the formula by Taro Yamane
(Yamane, 1967) with the error level at 0.05. Thus, 288 people were obtained for the sample group
by multi-stage sampling according to the following steps: Step 1 - Simple random sampling by
lottery consisting of 12 districts in Chonburi, Rayong, Chanthaburi and Trat provinces, whereby lots
of 3 districts per province from the 4 provinces were drawn to pick districts to enter the sample
group, by which 12 districts were obtained. Step 2 — Proportional stratified random sampling
by comparing the proportions of small-sized tourism entrepreneurs in Chonburi, Rayong, Chanthaburi
and Trat provinces where data were to be collected to obtain 288 people to be in the sample

group according to each district randomly sampled by lottery in Step 1.

Meanwhile, for the sample group used to assess training course effectiveness,
non-probability sampling was used, with purposive sampling used to obtain small-sized tourism
business entrepreneurs and related persons who were willing to receive training in the 4 provinces
at 50 people per province for a total of 200 people. In addition, the sample group was required
to meet the inclusion criteria, namely, to have an interest in participating in training, and have
the ability to complete at least 70% of the duration of all 3 training courses over a period of 2 days.
As for the qualitative research to identify operational training needs, the key data informants were
small-sized tourism personnel and entrepreneurs obtained by purposive sampling numbering 10
people per province from 4 provinces for a total of 40 people, who were subjected to structured

interviews.
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Data Collection and Analysis

For the collection of data in the research Creating Competency Development Courses for
Small-Sized Tourism Personnel and Entrepreneurs through Value-Based Participation Training by
Using Sustainable Sufficiency Economy: Case Study of Eastern Province Group (Chonburi, Rayong,

Chanthaburi, Trat), data were collected according to the following procedure:

Step 1 - Basic data were studied alongside a survey of operational training needs of
small-sized tourism entrepreneurs and related persons. Documents and research were studied
on the topics of community tourism and course development and a survey into the courses that
small-sized tourism entrepreneurs needed training was conducted along with a survey and study
into course structures related to business feasibility, business planning, and marketing innovation
and digital marketing courses from related persons, namely, tourism personnel and entrepreneurs,
communities, course management experts and representatives from community tourism promotion

and development groups.

In collecting survey data on training needs, a training needs questionnaire was used
along with in-depth interviews. For analysis of the quantitative data in training needs survey,
quantitative data analysis statistics were used, namely descriptive statistics consisting of percentages,
arithmetic means and standard deviations, while for qualitative research data analysis, the research
team summarized and analyzed all data gathered from in-depth interviews to add clarity to

the quantitative research findings.

Step 2 - The drafts of the structure of the training courses were developed by using
related concepts and theories and data analyzed from the sample group to create drafts for
the structure of 3 courses, namely (1) a business feasibility study course according to the procedures
for operating small-sized tourism businesses; (2) a business plan creation course for pioneering
small-sized tourism businesses in communities and tourism products; and (3) a course in
the creation of marketing innovations and digital marketing covering course objectives, contents,

training course structure, training activities, and measurements and evaluations.

Step 3 — The quality of the courses was inspected by 10 qualified experts in order to
determine the suitability and analyze the consistency of the courses. The tools used to evaluate
the suitability and to analyze the consistency of the course drafts were an evaluation form for
the suitability of course components made up of 5-level rating scales with values consisting of

Highest, High, Medium, Low and Lowest with the acceptance criterion for the suitability of
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the course set to a mean value of at least 3.50; and a course structure draft consistency evaluation
form in the form of 3-level rating scales with values consisting of Consistent (+1), Consistency
Uncertain (0) and Not Consistent (-1), whereby scores obtained from qualified experts were used
to identify the consistency index and that a value of 0.50 or higher indicated an acceptable level

of consistency.

Step 4 - The courses were used in training to determine the effectiveness of those courses
and the courses’ suitability as well as problems and obstacles encountered from the use of
the courses. Accordingly, the trainees were able to meet the set conditions, namely, by expressing
interest in receiving training, and being able to participate in all 3 training courses by at least 70%

of the training duration over a period of 2 days.

Step 5 — The results of the use of the courses were evaluated by pre-test and post-test
comparisons in the trainees by using mean values (X) and standard deviations (SD). The paired
t-test was used for the same questionnaire sets to test the differences between the results before
and after training. In this research, the training courses developed were effective in increasing
the training knowledge and skills of participants, as the training participants gained increased
knowledge and skill levels after participating in the training by producing higher after training
than before training with statistical significance (p < 0.05). In addition, the standard deviation after
training was less than before training; this indicates a higher level of similarity in the level of knowledge

of training participants after training.

Discussion and Conclusion

1. Studying the Basic Data in Creating Competency Development Courses for Small-

Sized Tourism Personnel and Entrepreneurs

The study of the quantitative and qualitative results about the demand and the development

of workshop curriculum in Chonburi, Trat, Rayong, and Chanthaburi consisted of the following details:

1.1 In the quantitative research result, there was the survey on demand and
the development of 3 workshop curriculums, which were (1) Business Feasibility Study; (2) Business
Plan Making for Pioneering of Small Tourism Business in the Community and Tourism Product;

and (3) Creation of Marketing Innovation and Digital Marketing.

1.1.1 The knowledge and understanding of the business feasibility study, business
plan making for pioneering of small tourism business in the community and tourism product, and

creation of marketing innovation and digital marketing were presented in Table 1.
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The table on the operational training development needs shows that questionnaire
respondents had workshop training needs, knowledge and understanding about business
feasibility studies at very low to medium levels and thus needed additional training. Additionally,
for business plans for pioneering small-sized tourism businesses in communities and tourism
products, the questionnaire respondents from some provinces had no knowledge, while others
in some provinces had knowledge, with understanding levels ranging from very low to medium,
thus also indicating need for additional training. Meanwhile, on integration of tourism innovations,
marketing innovations and digital marketing innovations, the questionnaire respondents in some
provinces had no knowledge, while others had knowledge with a medium level of understanding.
Therefore, they needed additional training. As for the qualitative research for confirmation of
the quantitative research, the questionnaire respondents have training needs for all 3 courses to gain

greater knowledge and understanding.

1.1.2 In terms of training expectation regarding things that the respondents expected
from the training in 4 provincial areas, it was found that most respondents in Bang Saray Community,
Sattahip District, Chon Buri and Tapon Community, Khlung District, Chanthaburi, expected to
receive new knowledge from the training; whereas most respondents in Salak Phet Community,
Ko Chang District, Trat and Pak Nam Prasae Community, Klaeng District, Rayong expected to

apply the knowledge obtained from the training in actual operation.

1.2 In the qualitative research result, the details of the survey on demand and development
of workshop curriculum in terms of (1) Business Feasibility Study; (2) Business Plan Making for
Pioneering of Small Tourism Business in the Community and Tourism Product; and (3) Creation

of Marketing Innovation and Digital Marketing were as follows:

- In Bang Saray Community, Sattahip District, Chon Buri, the activity that tourists
were interested when staying or traveling in Bang Saray was bicycle riding. Therefore, the community
has the chance to do the new business as an alternative activity for recreation for tourists, which
is in accordance with the quantitative research in terms of bicycle rental for sightseeing around
the community. There is a high possibility that the community will have a chance to do
the new business as an alternative activity for recreation for tourists. This is in accordance with
the quantitative research, which states that the respondents needed to receive the training on
business feasibility study for small tourism business. The respondents needed to receive
the training on business plan making for pioneering of small tourism business in the community

and tourism product. Moreover, the Bang Saray Pier is considered to be the tourist attraction
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with high potential. Therefore, the pier and beach were created to be the new tourist attraction
with the building of marketing network by using the innovation of new tourist destination branding
under the name of “Seafood Street on the Beach & Bridge”. Similarly, there is also the concept of
new business by fishermen family or family business, which is the selling of seafood from sailing
to tourists. The fresh/processed seafood has become the branding innovation concept for fresh/

processed seafood under the name of “Sot Sut Sap”.

- In Salak Phet Community, Ko Chang District, Trat, most gardens in Salak Phet
Community are mixed garden with the plantation of fruits, homegrown vegetables, and local herbs.
Due to the COVID-19 pandemic situation, people are more interested in herbal food. From such
opportunities and potential, there is the possibility in the making of herbal restaurants and
the planting/processing of herb as essential oil or herbal balm from lemon grass for mosquito
repellant and liniment. This is in accordance with the quantitative research, which states that
the knowledge and understanding about business feasibility study were at the moderate level and
needed extra training. Also, in the business plan making for pioneering of small tourism business
in the community and tourism product, the respondents needed extra training because
the knowledge in this field was at the moderate level. Moreover, Salak Phet Community could
create a tour program, sailing of cruise ship to nearby island, planting of mangrove forest, diving,
or riding in Ruea Mat-Kayak, including the small business, comprehensive homestay, and making
of online media on volunteer tourism of the community. The creation of a program for ecotourism
is the tourism innovation must rely on the marketing innovation and digital marketing, but concerning
which most respondents do not have knowledge and understanding about the creation of marketing

innovation and digital marketing. Therefore, the training in this aspect is needed.

- In Pak Nam Prasae Community, Klaeng District, Rayong, the community product
of Prasae homestay tourism community enterprise is Khlu. The Prasae homestay tourism
community enterprise has the need to extend the Khlu tea, such as making of Kratuk Khlu tea or
processing of Khlu into crisp rice, shampoo, soap, or shower gel. Nevertheless, the community
obtains less understanding about business feasibility study. Moreover, it still needs to receive
the training on business that provides knowledge about production, administration, management,
digital marketing, and accounting and finance, as well as actual practice for bringing the knowledge
into actual use. Likewise, the community entrepreneurs of Pak Nam Prasae Community need to
receive the training about business plan making because the community members have never

received the training. Only the community leaders had received the training and passed their
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knowledge on to the members. Therefore, most members still lack knowledge about business
plan making and need to receive the training to obtain knowledge. Also, the community needs to
make an online sale or selling via Facebook due to the decrease of income because the tourists
are afraid of travelling. Therefore, the online sales are needed for the tourists to know about
the community product. The learning on the making of websites and advertisements via Facebook

and how to live stream are needed.

- In Tapon Community, Khlung District, Chanthaburi, Tapon Community is
the agricultural cultivation source. Its outstanding points are various fruits and hard-to-find local
food. Also, the community has never received the training on the business feasibility study.
Therefore, there is the need for training in order to improve the agricultural products, gain income
throughout the year, and have sufficient living on limited funds as well as doing other businesses as
extension from things that are currently being done to improve or process the existing agricultural
products in order to gain more income and be able to do the sustainable small tourism business.
Likewise, the community entrepreneurs of Tapon Community need to receive the training on
business plan making that emphasizes product and marketing in order to be able to give information
clearly. Moreover, receiving the knowledge on business plan making can help the community
entrepreneurs make the business plan for requesting of support budget from the government sector.
In the past, only the group leaders have received the training on business plan. Other members
have never received the training. Furthermore, the community needs the products to reach
the standard of the market with new innovations, be accepted, and sold on modern trade. There is
also the need for online sales, making of product illustrations for sales, and selling of product via
various media channels, such as Facebook. The modern technology can also be used to present

the product to the consumers thoroughly.

The aforementioned study and analysis of basic data consisted of both quantitative and
qualitative studies into the workshop training course development needs in Chonburi, Trat, Rayong
and Chanthaburi provinces, which the researchers synthesized and identified 3 operational training
courses, namely, (1) a business feasibility study course, (2) a business plan creation course for
pioneering small-sized tourism businesses in communities and tourism products, and (3) a course
in the creation of marketing innovations and digital marketing that is suitable and consistent
with the needs of small-sized tourism entrepreneurs and related persons. Thus, after the workshop

training courses were identified, the drafts of the training courses were subsequently developed.
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2. Development of Value-based Participation Training from Training of Community

Personnel and Entrepreneurs by Using the Sustainable Sufficiency Economy Principle

In the development of value-based participation training, the research team proceeded

according to the following steps.

Step 1 - Develop Drafts of the Training Course Structure

The researchers had used the information obtained from the study of documents and
research that were relevant to the curriculum development and the need to receive the training
about the curriculum development in 3 curricula, which were business feasibility study curriculum,
business plan making for pioneering of small tourism business in the community and tourism
product curriculum, and creation of marketing innovation and digital marketing curriculum, for
making the principles of the training curriculum development. There was the determination of
objectives of the curriculum and contents that were consistent with the needs of the target group
and the objectives of the curriculum. There was also the determination for training activities and

the use of proper training materials, including the measurement and the evaluation of the training.

After the drafts of the training course structure were developed, they were presented in
the next step to 10 qualified experts, namely, experts in courses and course evaluation, experts
in business feasibility studies and business planning, experts in marketing innovations and digital

marketing, and experts in community tourism development and promotion.

Step 2 - Check the Quality of the Curriculum

The checking of the quality of the curriculum proceeded as follows: 1) Assess the suitability
of the curriculum by using the 5-point rating scale, and 2) Assess the consistency by using IOC.
According to the checking result, it was found that 1) In the value of suitability of the curriculum,
the total average value of suitability was at high to very high level (X = 4.00-4.90) in the average
of 4.45, S.D. .117 which was higher than the specified criteria (Srisaat, 2002, p.8) which was 3.41
and above, showing that the experts had opinion that the curriculum developed was suitable and
can be used, and 2) In the value of consistency in each component in the curriculum obtained
from 10 experts, it was found that the consistency index value between the questions and
the objectives (IOC) was .981, which was higher than the specified criteria (Sukhothai Thammathirat
Open University, 2002) with the 10C value of 0.50 and above, concerning which it can be considered

that the contents of the curriculum are complete and can be used.
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Hence, the researchers studied various related documents, causing the curriculum to
obtain complete and suitable components at the high level that can be used in training management.
This was in accordance with the findings of Thienbenja & Panjan (2020) who stated that in
checking the quality of the curriculum, the overall assessment from the expert on the suitability
of the curriculum was at the high level. This showed that the curriculum obtained the quality and

can be used to arrange the training with the sample in the research.

After the quality of the courses was examined by the qualified experts, it was determined
that the courses were appropriate and consistent in terms of components. Thus, in the next step

the training courses were administered to small-sized tourism personnel and entrepreneurs.

Step 3 - Put the Curriculum into Practice

After using all 3 curricula to make the training for personnel and small tourism business
entrepreneurs in Chon Buri, Rayong, Chanthaburi, and Trat with the use of the philosophy of
sufficiency economy, the assessment result of 3 workshop curricula were as follows: From
the respondents in 4 provinces in Curriculum 1 Business Feasibility Study; Curriculum 2 Business Plan
Making for Pioneering of Small Tourism Business/Tourism Product; and Curriculum 3 Creation of
Marketing Innovation and Digital Marketing, when considering each topic in overall, it was found
that the overall contents and curricula for training were at the high to the very high level, meaning
that the contents were consistent with the objectives of the curriculum because the lecturer had
selected the contents that were suitable with the knowledge level of the community. This finding
is in accordance with that of Klongsanoi & Boonsong (2021) who found that the objectives of
the curriculum were suitable at the very high level and the contents of the curriculum were

suitable at the very high level.

In the application of knowledge, the training participants had received the knowledge
about the training in the business feasibility study, business plan making, and digital marketing
innovation clearly because the curriculum focused on the contents that the training participants,
who were the community entrepreneurs, can understand easily. The contents were explained in
non-academic language with distinct examples. In terms of ability in knowledge application,
the training participants can apply the knowledge for making, improving, and developing
the business, such as cost calculation, marketing plan, or use of digital marketing media because
the lecturer had put the personnel and the community entrepreneur into actual practice as well

as presenting the work and listening to suggestions from the lecturer.
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After providing training to the small-sized tourism personnel and entrepreneurs according

to the courses in full, in the next step the courses were evaluated.

Step 4 - Course Evaluation Results

This step was for evaluating the results of training to provide knowledge and understanding
to small-sized tourism personnel and entrepreneurs in the eastern province group (Chonburi,

Rayong, Chanthaburi and Trat).

According to the assessment result on the knowledge of learners for pre-training and
post-training and the comparison of learning achievement using paired t-test, the average and
the standard deviation of learning outcome before the training was 9.45 and 2.74 points and after
the training was 12.29 and 2.28 points respectively. Furthermore, the comparison of statistical
average by using paired t-test at the significant level (o)) of 0.05 was P = 0.000, which showed
that the learning outcome for post-training obtained more average than pre-training significantly
and the standard deviation for post-training was lesser than post-training. This indicated that
the knowledge of training participants was at a more similar level after receiving the training
(Klinpipat & Tingsapat, 2017). This finding is in accordance with that of Sudsanguan, Ngamkanok,
& Panhoon (2021) who stated that the average knowledge of being the new entrepreneur of
training participant after receiving the training was higher than before receiving the training with

a statistically significant level of 0.05.

Accordingly, it was possible to conclude that all 3 courses contained appropriate components
and implementation methods that were effective and contributed to increased understanding and
skill levels in the small-sized tourism personnel and entrepreneurs. This was possible due to
the fact that the 3 courses were courses in which the trainees were interested and needed to
adapt to their own work activities. The aforementioned courses were evaluated by experts and
lecturers who were capable and had direct experience and interesting presentation techniques,
and actual practices took place to promote in-depth knowledge and understanding. As a result,
the trainees learned while enjoying their training and produced superior results to before training
due to their high knowledge and skill levels, which can be effectively integrated with their own

businesses.

Moreover, developing this training course focusing on the participation for building
the value-based training by using the sustainable Sufficiency Economy Principle. This was

the cooperation among small-sized tourism entrepreneurs and related personnel, stakeholders
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and other communities who were interested in becoming an entrepreneur with the lecturers and
the researchers. It studied the needs of the communities, then created the courses which relevant
to the community capabilities along with the workshop training, promoted the trainees’ creativity
and their fully participations. Therefore, the small-sized tourism entrepreneurs would be able
to operate their own businesses, generate incomes and profits based on the value-building for

consumers and tourists.

In the building of participation of personnel and community entrepreneurs, the researchers
had analyzed the use of participative training curriculum by applying the participation theory (Cohen
& Uphoff, 1980, p. 6; Dale, 1973, p. 80) in 4 types, which were: 1) Participation in decision-making,
which is the determination of need and prioritization; 2) Participation in operation, resource support,
work administration, coordination, and assistance; 3) Participation in advantage gaining, which is
the distribution of benefits inside the group; and 4) Participation in assessment and giving of
opinion, approval, and expectation with influences that can change the people’s behaviors in
the group. The personnel and entrepreneurs received the training to participate in making
the decisions on the curriculum because the curriculum and its contents were designed to suit
the needs of personnel and entrepreneurs. The personnel and entrepreneurs also participated in
the arrangement of training with the coordination between the researcher, lecturer, and training
participants. Moreover, they participated in gaining advantage, which was knowledge and
understanding from online training via Zoom application that can thoroughly gain access to
the personnel and community entrepreneurs. They also participated in actual practice in which
the knowledge can be applied to one’s own business. Furthermore, there was also participation

in assessment and opinion giving on the training.

Recommendations for Research Implementation

From the study results in terms of quantitative and qualitative on the creation of competency-
based curriculum for personnel and small tourism business entrepreneurs through the participation
in value creation from training by using the philosophy of sufficiency economy, the researchers

have made recommendations for research implementation as follows:

1. Small-sized tourism business entrepreneurs and related personnel along with stakeholders
and persons interested in becoming entrepreneurs can search for new tourism business/service
opportunities from business feasibility studies and successfully create business plans to pioneer

small-sized businesses and create factors for business pioneer success.

142 21581S361NNS UMdngndgnan1sAlng pusemansia:avaurans




assul 13aVNavdvA as1assnd 1SoviauavFf 9y BousU 958:A1 PUNSLE uvanund lwslwdns qum1 asnmam ASISSIU 1a5SAU
ua: lwyagi owsvlsod

2. Persons intending to use the courses should study the details about the training courses
in order to develop knowledge and understanding on the correct use of the training courses.
Furthermore, course contents should be modified to suit each local context, and the data of
trainees should be surveyed beforehand along with their needs and readiness for training in order

to ensure that training activities occur in line with courses’ set objectives.

3. Importance should be given to the selection of lecturers who possess knowledge and
understanding of the local contexts and who have genuine expertise in the use of the training
courses. Moreover, there should be sufficient numbers of lecturers (in cases where there are large
numbers of trainees) present along with a work team to assist trainees in correct practices to

ensure that trainees are able to apply their training in their own businesses.

4. The number of trainees from each province should not exceed 30 people. This is to
ensure that knowledge exchanges and knowledge development occur appropriately according to

time constraints.

5. Focus should be placed on organizing operational training activities to allow trainees
to receive actual practice while also being encouraged and promoted to have creative thinking

and fully participate in activities.

Recommendations for Future Research

This research is the creation of a competency-based curriculum for personnel and small
tourism business entrepreneurs through the participation in value creation from training using
the sustainable philosophy of sufficiency economy: a case study of the eastern region provincial

group (Chon Buri, Rayong, Chanthaburi, and Trat). Therefore, in future research:

1. There should be an assessment of the impact of training to monitor the improvement

of competency of personnel and small tourism business entrepreneurs.

2. Studies should be conducted to continuously monitor the implementation results of
the courses to study the self-improvement of trainees on whether or not and how their skills

improved.

3. Improvements should be made to modernize courses in line with the current situation
and the contexts of trainees to ensure effective and efficient use of training resources such that

trainees receive maximum training benefits.
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Abstract

The objective of this study explores the effects of the theory of planned behavior (TPB)
on green consumer behavior. The quantitative research was carried out using questionnaires
to collect data. The marketing concept was integrated with environmental conservation according
to the government’s green hotel policy by focusing on the measurement of consumers’ behavior in
order to evaluate their service experiences in the hotels that have adopted the green hotel policy.
The questionnaires were distributed to 618 customers of Thai chain hotels who visited the hotels
in the high season or from November to December 2020. The questions about marketing behavior
and environmental concepts were used to obtain green consumer behavior data. The theory of
planned behavior variables, comprising green perceived behavioral control, subjective norms, green
purchase attitudes, and green purchase intentions, have a statistically significant effect on green
consumer behavior. The model fit index is at a good level at CMIN/DF = 2.591, p-value = 0.000,
AGFI = 0.910, IFI = 0.962, GFI = 0.927, CFl = 0.962, PNFI = 0.829, PCFI = 0.848, and RMSEA =
0.051. The present study provides knowledge about Thailand’s green hotel operators that have
changed the way they operate due to awareness of potential environmental impacts. The research
results showed that each hotel complies with the environmental stewardship policy with the aim

of attracting consumers.
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Introduction

Participation in environmental conservation has become a topic of interest because humans
are more concerned about the limitless use of natural resources and the environmental pollution
from various industries, including the service sector, where natural resources are used to facilitate
the convenience of consumers. Environmental awareness is a concept that originated in developed
countries. However, in developing countries, the concept of environmental conservation must be
taken into account when doing business. This is because consumers often assess a company’s
image before purchasing its products and services. If the company shows a clear intention to
contribute to a better society, people in society will have a positive response and be ready to pay

for its products and services (Chahal, Dangwal, & Raina, 2014).

The measurement of green consumer behavior must take into account the assumption
of “social responsibility.” Doing business is an interactional process between business operators
and consumers. As both business operators and consumers are part of society, they should work
together to achieve a balance between nature and society. This is moral satisfaction that consumers
decide (Getzner & Grabner Kriuter, 2004). Green products/services are products or services that
are eco-friendly, such as organic herbal products, chemical residue-free products, and energy-saving
products. Therefore, the term “green” is related to the term “pro-environmental” (Shrum, McCarty
& Lowrey, 1995). Overall, green consumers attempt to explain green consumption by referring
to the fact that individuals’ awareness of environmental impacts influences their decision to
purchase or use natural-related products (Liu, Liu & Mo, 2020). In addition to the degree of
harmfulness to the environment, the quality of products and services is also important. In designing
a model for green consumers, various inputs must be tested in order to determine the best

purchase behavior for future service businesses.

The present study aimed to explore the needs of chain hotel customers in Thailand during
the year 2020 by considering pandemic crisis management and environmental conservation,
including cost reduction. Green consumer behavior is considered as an awareness of environmental
impacts that indirectly affects hotel businesses. The current integration of environmental management
into the service industry is in line with the modern environmental paradigm of Catton and Dunlap
(1978). They state that everyone in society should participate in environmental movements at
the public level and should build interactions between the environment and society in order to
tackle the existing structural economic and social problems and the use of natural resources for

individual benefits. Therefore, in this study, “green hotel” is defined as an eco-friendly service
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business that focuses on resource- saving, pollution reduction, affordable services, environmental
protection, and compliance with world-class standards. According to Chan (2001), it can be
concluded that green purchase behavior results from cultural and psychological mechanisms that
influence people’s development of knowledge and a better understanding of the relationships

between the environment and society.

Litterature Review
Green Perceived Behavioral Control

Perceived behavioral control indicates the degree to which people perceive their ability
to perform specific actions (Ishoy, 2016). Service providers need to show that they care for the
environment in order to make consumers perceive their actions. Sometimes, their actions are
expressed to consumers through the fulfillment of duties or compliance with regulations, as if their
duties are associated with the beliefs of consumers. Consumers’ purchasing decisions depend
on the level of engagement (Han & Kim, 2010). Wang, Wong and Alagas (2020) suggested that
perceived behavioral control is beneficial to green businesses because it can be used to develop
green marketing strategies that enable consumers to perceive the company’s environmental

concerns and feel more confident in green hotel services.

Green Purchase Attitudes

Purchasing behavior is based on willingness to purchase, which is considered a cognitive
control of purchasing needs. Purchasing behavior can be explored through consumers’ personal
values (Bagozzi, Yi & Baumgartner, 1990). Green consumers have an assumption that environmental
conservation should be integrated with awareness of the ecosystems of humans and other creatures.
Purchasing behavior is regarded as a direct activity of daily living, while green consumer behavior
is concerned with environmental awareness indirectly affecting the environment and resulting from
consumption decisions. Green consumption is currently a trend in the global market (Lai & Cheng,
2016). Green purchase variables can be used to measure consumers’ attitudes both in terms of

self-expression and values given to nature.

Green Subjective Norms

Subjective norms are normative beliefs that significantly influence an individual’s behavior

and expectations of others. Subjective norms can be perceived through social pressures to perform
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a specific behavior (Goldenhar & Connell, 1992). Social pressures may probably be explained by
consumers’ opinions and expectations that are concerned with the perceived values of others.
In this context, personal attitudes cannot predict behavior better than social norms because
attitudes arise from within the person and are initially filtered through the psychological process
before being shaped by society to be more tangible and relevant to actual situations (Lee, Hubbard,
O’Riordan & Kim, 2006).

Green Purchase Intentions

Purchase intentions refer to the preference of consumers to purchase a product or service
in the future. Green purchase intentions integrated with environmental conservation place emphasis
on consumers’ attitudes and purchasing needs that cause no harm to the environment. In
the context of hotel businesses, the focus of green purchase intentions is on eco-friendly hotels
and niche hotel services (Han, Hsu & Lee, 2009). Green purchase behavior is associated with an
awareness of environmental and social values. In the business thinking process, the company must
integrate environmental concerns into its work policies in order to achieve business sustainability
(Amin & Tarun, 2020).

Moral Norms

Although only four variables are included in the model of Ajzen (1991), it does not mean
that there is no improvement variable. “Moral norm” is a variable that stimulates behavior
improvement. It is defined as one’s perception of the moral correctness of performing a certain
behavior. As one action can cause various effects, moral norms will enable people to realize
the consequences of their actions (Parker, Manstead & Stradling, 2011). Thus, moral norms are
considered one of the variables that can motivate desired behavior (Godin, Gagnon & Lambert,
2003). Feeling guilty after doing something wrong is part of an improvement mechanism. When
moral norms are integrated with environmental conservation, consumers will choose to purchase
services that do not affect the environment and understand the conditions of nature and the future

consequences of destroying natural cycles.

Green Consumer Behavior

Suchard and Polonski (1991) explained that green consumer behavior is concerned with
logically convincing consumers with ecological knowledge to care for and protect the environment

in their own way. In addition to knowledge of the environment, products and services, social norms
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are another driving force of socialization that can motivate consumers to purchase products that
have no environmental impact (Han & Stoel, 2016). In research contexts, green consumer behavior
is an indicator of environmental knowledge that reinforces people to participate in the conservation

of nature and the assessment of sustainable practices of green businesses (Le Bourhis, 2016).

The Conceptual Framework

Relationships between Green Purchase Attitudes, Green Purchase Intentions, and

Green Consumer Behavior

Khare and Kautish (2021) explained the relationships among green purchase attitudes,
green purchase intentions, and green purchase behavior whereby green purchase behavior reflects
consumers’ knowledge and attitudes about product and service values. Consumers’ expectations
are formed based on their knowledge and perception, which finally leads to green purchase
intentions. Green purchase attitudes also include perceived environmental risks that may affect
consumers’ green purchase behavior (Kautish & Dash, 2017). Therefore, consumers’ knowledge

levels have an effect on their purchase intentions.

Relationships between Subjective Norms and Green Purchase Intentions

Subjective norms play a key role in determining the social role of consumers. Therefore,
they were included to explain consumers’ behavior in this study. Saeri, Ogilvie, La Macchia, Smith
and Louis (2014) suggested that subjective norms, comprising injunctive and descriptive norms,
can be used to describe phenomena that affect attitudes. It indicates that although humans have
a mechanism for protecting their own privacy, social norms deeply engrained in their everyday
lives give rise to the power to interact with others through behavior prediction, while attitude acts
as a moderator. Social pressure can arise from intimacy. Call, Domenech, Vazquez and Corralejo
(2018), who studied the intentions to enroll in dual language programs based on the theory of
planned behavior, stated that parents’ intentions to enroll are influenced by subjective norms.
The education market can use this finding to predict the needs of students in the future. These
relationships are associated with socialization or social support, contributing to decision-making
for the betterment of society (Adel, Dai, Roshdy & Yan, 2021).
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Relationships between Subjective and Moral Norms in the Theory of Planned Behavior
(TPB)

Conner et al. (2007), who studied the predictors of drivers’ speeding behavior, indicated
that those who follow moral norms drive at the appropriate speed because they keep in mind that
speeding can lead to accidents and damage. This is in line with Liu et al. (2020), who adopted
the TPB model, including subjective and moral norms, to study Chinese consumers’ green purchase
intentions. Their research results showed that consumers’ perceived social causal relationships
concerning current ecosystem conditions and possible consequences affect their green purchase
intentions. In addition, it was found that consumers’ moral norms can stimulate the relationship
between the original construct of subjective norms and purchase intentions. In other words, green
perceived behavioral control is stimulated by the moral system. Bang, Odio and Reio (2014)
specified that subjective and moral norms are essential to the socialization process towards social
cooperation and integration, leading to appropriate decisions of people in society. Yoon and Kim
(2013) suggested the role of moral obligation and organizational norms in promoting computer

security behavior and goal achievement behavior that focuses on common interests.

Green Perceived Behavioral Control and Green Purchase Intention

Perceived behavioral control is associated with behavioral expectancy. Bhattacherjee (2001)
studied the effects of the perceived usefulness of information systems (IS) on users’ continued
intentions in order to explore the causal relationship between the perceived usefulness of IS
and performance optimization. The perception of behavioral value is a mechanism of action and
repetition, which is based on expected benefits and leads to operational prioritization. Fiandari,
Surachman, Rohman and Hussein (2019), who conducted a survey on the perceived value of fish
consumption, stated that the perceived value has an impact on fish consumption intentions and
repetition on a daily basis. The concept of perceived behavioral control reinforces the assessment
of successful behavior and the change in beliefs about behavioral effects that influence the level of
behavioral expression and willingness. In conducting business together with enhancing environmental
conservation, it is important to take into account the ecological impacts and environmental
awareness and formulate a strategy to promote a balance between business, consumption,
and environmental friendliness (Wu & Wu, 2014). As relationships are not compulsory, perceived
behavioral control can take other forms to frame behavior motivated by individuality rather than

regulatory pressures.
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Green Purchase Intention and Green Consumer Behavior

Green purchase intentions play a key role in motivating pro-environmental behavior to
be green consumer behavior. Regarding the direction of their relationships, the higher the green
purchase intentions, the greater the green consumer behavior (Shimul, Cheah & Khan, 2021). Green
purchase intentions stimulate green consumer behavior and product and service preferences,
which are fundamental emotions that reflect the attitude of each person (Suki, 2016). Personal
attitudes are elaborated in the decision-making process. Personal intentions drive a person to
achieve his or her own expectations. A number of service strategies have been determined for
green consumers, but not all of them can truly satisfy the needs of this group of consumers.
This is because green consumers have curiosity and search for knowledge before purchasing.
Thus, it is important to adjust their attitudes and behavior first. Appropriate service practices should
be adopted and implemented by taking into account both green consumers and other groups
of customers (Matthes & Wonneberger, 2014). Green consumers support eco-friendly activities
and recycled resources (Su, Swanson, Hsu & Chen, 2017). Therefore, what green consumers really

want is to obtain expected values through the behavioral process.

The present study focused on studying the independent variables influencing consumers’
behavior in the context of consumption and current changes. The variables of the theory of
planned behavior that have an effect on consumers’ decisions and behavior were tested in order
to determine a guideline for improving business practices and developing new solutions.

The research framework was created according to the hypotheses, as shown in Figure 1.

Green
purchased
attitude

Green

perceived
control

Green
consumer
behavior

Green
purchased
intention

Figure 1 Conceptual Framework
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Methodology
Population and Sample

The target population of this study was the customers of five chain hotels managed by
Thai owners in the Green Hotel program of the Greenhouse Gas Management Organization that
focuses on the implementation of green policies and public participation. The questionnaires were
distributed to 1,000 customers by online survey from hotel to the consumers who visited the five
chain hotels from November to December 2020, which was a high tourist season. The sampling
strategy is a purposive sampling to survey all informants. A total of 688 questionnaires were returned.
After screening, 618 questionnaires were complete and valid for the study, which accounted for
61.8 percent of the distributed questionnaires. The present study aimed to study green consumer
behavior through the core planned behavior theory variables influencing consumers’ purchase
intentions. In addition, two more variables (green knowledge and environmental concern), which
are not included in the planned behavior theory, were added in this study in order to investigate

consumers’ understanding of environmental conservation before making a purchase decision.

Measurement

In this study, the questionnaire was developed according to the operational variables,
which were determined based on the survey. The validity and reliability were tested.
The questionnaire is a Likert scale with five responses: (1) strongly disagree, (2) disagree,
(3) neutral, (4) agree, and (5) strongly agree. All items in the questionnaire were developed according
to the literature review and related theories. All of them were translated from English into Thai and
then adapted to suit the Thai context before being translated back into English. The questionnaire
was composed of the following scales: a) The green purchase attitude scale, which was adapted
from the green purchase attitude scale of Wang et al. (2020), contained four items, namely
1) Staying in an environmentally conscious hotel is a good thing, 2) Staying in an environmentally
conscious hotel is good for relaxation, 3) Staying in an environmentally conscious hotel is your
desire, and 4) Choosing to stay in an environmentally conscious hotel is a smart choice.
b) The green perceived consumer control scale, which was adapted from the perceived
consumer control of Wang, Wang, Wang, Li, and Zhao (2018), comprised three items, namely
“1) If you can choose, you would rather stay in an environmentally conscious hotel, 2) You have
resources, time, and opportunities to stay in an ecological hotel, and 3) You are confident that

you choose the right hotel for environmental conservation” (p. 2816). c) The green subjective
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norm scale, which was adapted from the subjective norm scale of Liu et al. (2020), consisted of
four items: “1) People around you often make you feel that you need to choose a pollution-free
hotel, 2) Everyone knows that you support hotel services that cause no harm to nature” (p. 56),
4) Everyone makes you aware of environmental problems, and 5) Everyone you know uses green
hotel services. d) The moral norm scale, which was adapted from the questionnaire of Shin and
Hancer (2016) was comprised of four items, namely “1) Choosing an environmentally conscious
hotel is a duty that should be done for the community and nature, 2) Choosing a resource-
efficient hotel is your personal habit, 3) Choosing an eco-friendly hotel is indicative of desirable
moral behavior, and 4) Choosing an eco-friendly hotel makes you a better person”. (p. 345)
e) The green purchase intention scale, which was adapted from the questionnaire of Nguyen, Lobo,
and Greenland (2017), included four items: “1) You choose hotel services that care about energy
saving, 2) You will choose only a hotel that has no environmental effect, 3) You intend to choose
this hotel again, and 4) You will choose only a hotel with an energy-saving policy without staying
anywhere else” (p. 386). f) The green consumer behavior scale for measuring the dependent variable,
which was adapted from the green consumer behavior tourist scale of Su et al. (2017), contained
four items as follows: “1) You agree that the hotel will not serve you with excessive amounts of
plastic bottled water, 2) You agree that the hotel will use a reduced number of corridor lights
during the day, 3) You agree that the hotel will reduce the amount of water used per flush, and
4) You agree that the hotel will use water treatment for reuse purposes” (p. 3165). There were
23 items in total. After data collection, the data’s reliability and the variables’ factor loading were
examined using confirmatory factor analysis (CFA) in order to obtain the appropriate components

for the structural equation analysis.

Results
The Measurement, Outer, Model

In this study, the data was calculated to determine the convergent validity, which was
associated with value weighting factors derived from standardized regression weight obtained
through the confirmatory factor analysis. The average variance extracted (AVE) had to be greater
than 0.5 (significant at 0.5) (Hair, Black, Babin & Anderson, 2017) or less than 0.5 if the composite
reliability (CR) was higher than 0.6 (Fornell & Larcker, 1981). The CR value should be greater than
0.7 (significant at 0.7) or meet an acceptable level of 0.6. After calculating, it was found that
the CR values were between 0.837 and 0.915, and the AVE values were between 0.563 and 0.730.
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All values were obtained from the calculation of factor loadings. Furthermore, both maximum shared
squared variance (MSV) and average shared squared variance (ASV) were calculated to test
the discriminant validity. If AVE is higher than MSV and ASV, it means that the discriminant validity is
acceptable. The MSV and ASV results are presented in Table 1.

Table 1 Assessment of Coefficient Matrix

Variable 1 2 3 4 5 6 AVE MSV ASV
Green purchase

1 0.627 0.626 0.248
attitude
Green perceived

0.249 1 0.729 0.477 0.141
behavior control
Subjective norm 0.442 0.437 1 0.664 0.627 0.296
Moral norm 0.496 0.387 | 0.792 1 0.691 0.627 0.293
Green purchase

0.339 0.477 | 0523 | 0.477 1 0.563 0.274 0.187
intention
Green consumer

0.791 0.27 0.437 | 0.461 | 0.305 1 0.73 0.626 0.239
behavior

Structural Model

The results of the structural equation analysis were tested and confirmed at a good level.
Regarding the fitness index, The Chi-square divided by the df value (CMIN/DF) was 2.591.
A Chi-square value of less than 5.00 and 3.00 indicates a very good fit (Hair et al., 2017). Moreover,
it was found that p-value = 0.000, AGFI = 0.910, IFI = 0.962, GFl = 0.927, CFl = 0.962,
PNFI = 0.829, PCFI = 0.848, and RMSEA = 0.051. Based on the measurement criteria, AGFI,
IFl, CFl, and GFI should be greater than 0.90. If PNFI and PCFI are close to 1.00, the parsimony
fit indices and RMSEA must be less than 0.08. The results showed that all values met the required

criteria. All values met the required criteria, indicating that the structural equation model was suitable.

The research results showed that green purchase attitudes are significantly correlated with
green purchase intentions in the same direction (ﬁ = 0.777, **p < 0.001). Hypothesis H1a was
accepted. Hypothesis H1b was also accepted, as it was found that green purchase attitudes are

significantly correlated with green purchased intention in the same direction ([3 = 0.72, *™p <
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0.05). Moreover, the results indicated that green subjective norms are significantly correlated with
green purchase intentions in the same direction, confirming that Hypothesis H2a was accepted.
Subjective norms are also significantly correlated with moral norms in the same direction ([:’>= 0.857,
***p < 0.001), indicating that Hypothesis H2b was accepted. Hypothesis H3 was also accepted,
considering that moral norms are significantly correlated with green perceived behavior control
in the same direction ([3 = 0.619, **p < 0.001). Similarly, Hypothesis H4 was accepted because
green perceived behavioral control was found to be significantly correlated with green purchase
intentions (ﬁ = 0.619, **p < 0.000. In terms of H5, it was found that green purchase intentions
are significantly correlated with green consumer behavior ([:’) = 0.098, **p < 0.01). In conclusion,

all hypotheses were accepted, as detailed in Table 2.

Table 2 Hypotheses Testing Results

Hypotheses Estimate (3) S.E. t-value p-value Result
Hia: GPA -> GPI TTT 0.047 18.087 0.000 supported
H1b: GPA-> GCB .072* 0.033 2.208 0.027 supported
H2a: SN -> GPI .204*** 0.034 5.911 0.000 supported
H2b: SN -> MN .857** 0.047 18.087 0.000 supported
H3: MN -> GPC .388*** 0.042 9.326 0.000 supported
H4: GPC -> GPI B619*+* 0.043 14.482 0.000 supported
H5: GPI -> GCB .098** 0.035 2.832 0.005 supported
*o < 0.05, *p < 0.01,

***p < 0.001

The estimated values resulting from the square multiple correlation analysis indicated
that the green model affects green consumer behavior, green purchase intentions, green
perceived control, and moral norms at 61.3%, 63.1%, 68.9%, and 63.8%, respectively (Figure 2).
The results showed that this model can predict green consumer behavior better than the other
variables. The path coefficient or standardized regression weight between green purchase attitude
and green consumer behavior was 0.771, between green purchase attitude and green purchase
intentions was 0.075, between subjective norms and green purchase intentions was 0.223, between

subjective norms and moral norms was 0.799, between moral norms and green perceived control

Ui 42 auun 3 1FBUNSNONAL - NUENEU 2565 157




anawavevnnuiunaAnssumutwuluwninssuvevgusinalsvusudideous:nalng

was 0.409, between green perceived behavioral control and green purchase intentions was 0.689,

and between green purchase intentions and green consumer behavior was 0.093.

The theory of planned behavior and the green concept are vital to understanding
the environmental concerns of consumers in today’s world. The theory of planned behavior explains
the intentions of people that are expressed through behavior. The reason of relation among
variables reflects how one’s own actions influence behavior. Designing human behavior is quite
difficult to find out the solution. Nevertheless, it is recommended to consider the overall attitudes
and habits of each group of people and then find out what influences their behavior by group in
planned behavior theory. The results suggested that all variables have significant causal linkage.
The study survey new concept of planned behavior theory factors with moral norm to improve
the effect that impact to green consumer behavior. The significance in relationship explain

the suitable of moral norm as independent variables in this study.

Green
purchased
attitude

R?-0.168

Green
perceived
control

R?-0.631 R?-0613

0.409xx

0.093 5 Green
consumer

behavior

Green
purchased
intention

R?-0.638

Figure 2 Structural Equation Model
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Benefit on Theoretical and Managerial Implications for Practitioners

At present, hotel businesses mainly focus on attracting new customers through various
methods, including using environmental conservation to create consumers’ positive attitude
towards hotel services. Several studies suggest that this approach can make consumers inclined to
environmentally friendly products and even agree to pay more for environmentally oriented products,
and this approach can create a good image for hotel operators (Chan, 2013; Laroche, Bergeron &
Barbaro-Forleo, 2001), which will finally affect consumers’ decision-making and purchase intentions.
The greener consumers adhere to environmental conservation, the greater their confidence in their
green purchase intentions and opposition to environmental destruction. The advantage is that
hotel operators can use the response of green consumers to improve their hotel management.
Based on the results of this study, understanding of consumers comes from individual behavior
planning and a better knowledge of green consumer behavior. The development of the green
consumption concept is also associated with sustainability. Green consumers’ purchase behavior
has more implications than simply making purchase decisions. It is a form of community building for
achieving sustainability (Fuchs et al., 2020). Here, there are two perspectives of sustainability: green
consumers’ sustainable development and hotel operators’ sustainable performance development.
Green consumers want to make their community understand environmental problems and solve
them together, while hotel operators want to build on the success of internal management that
focuses on adapting to the external environment and social responsibility and improving their
market shares and performance in a sustainable way (Chahal, Dangwal & Raina, 2014). Therefore,
the green concept is not limited to environmental conservation but can also influence customer

satisfaction building.

The green concept is ambiguous in many ways because it has been differently implemented
in different countries. The present research investigated green consumer behavior in Thailand,
which is a developing country. In the Thai context, the green concept should be implemented by
considering of consumers’ needs rather than theoretical practices that focus on socially responsible
marketing. Moreover, it is important to understand the business context, government support, and
public participation that vary in each country. A management guideline should place importance on
the management of strategies that motivate consumers to support green services and economic
effects that will create value for the company (Amoako, Doe & Dzogbenuku, 2021). In integrating
the green concept into the management process, it is necessary to understand consumers’ behavior

together with environmental conservation ethics. Organizational executives or service providers
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should strictly adhere to ethical management practices and long-term organizational goals in order

to achieve sustainable ecosystem diversity management in multiple societies.

The aforementioned information is mainly concerned with managing the actual needs of
green consumers. Hotel operators have a duty to offer various services to this group of consumers,
to develop services that meet the needs of green consumers, to regularly monitor current
environmental problems, and to take into account factors that can satisfy this group of people in
order to expand into new markets. In terms of practical management practices, each service provider
should build credibility by complying with environmental management standards and participating
in green service development programs, such as the Greenhouse Gas Management Organization
Project, in order to boost consumer confidence. Thus, it can be said that green consumer behavior
is a group behavior that focuses on service providers’ perspectives and responses to consumers’

needs and abilities to provide basic service factors.

Discussion and Conclusion
Discussion

Green attitudes and intentions are vital to green consumption decisions, which are mainly
associated with the community-based concept. They can be applied to develop marketing activities
for social sustainability. Models of green consumer behavior often use environmental awareness
to drive eco-friendliness that has an effect on intention-behavior relations (Kautish & Dash, 2017)
in order to encourage people to consume green products and services and give back to society.
However, for awareness of eco-friendly products and services, there is a price to pay (Khare, 2014).
Consumers’ perceptions of products and services are influenced by their educational levels. High-
income people agree to pay more to give back to society and help themselves. In order to create
environmental sustainability, green communities must be aware of and integrate social responsibility
throughout internal and external purchasing processes as well as formulate regulations to
support the green concept (Haleem et al., 2021). Consumers’ environmental awareness will lead
to an integration of social practices, which is considered an effective approach to enhance
sustainability and create true values for consumers. The business sector can participate by promoting

good corporate governance that cares for the environment.

The correlations between green purchase attitudes, subjective norms, moral norms, and
perceived behavioral control can lead to green purchase intentions, which results from

the decision-making process. As the context of this study focuses on the service industry,
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the obtained results are consistent with the findings of Reysen, Chadborn and Plante (2018) about
the behavior of convention visitors, stating that visitors’ good experiences from the previous visit
affect their intentions to attend again. Horng, Su and So (2013), who studied the behavior of food
festival visitors, indicated that the theory of planned behavior is useful for understanding consumer
demands. Thus, it can be used to explain that consumers’ purchase intentions are also influenced
by service providers’ understanding of market conditions and regulations and abilities to manage
consumer communication systems. In addition to creating a good first service experience, good
marketing strategies, especially understanding consumer lifestyle and segmenting, are also important
to make consumers understand the value of each service. As each group of consumers responds
differently, different behavioral models must be applied (Scott & Parfitt, 2005). It is essential to initially
create behavioral intentions and then motivate real behavior by taking into account the adaptation
to actual situations and expected behavior (MacGillivray & Lynd-Stevenson, 2013). Therefore,
the theory of planned behavior is suitable for predicting behavior and should be applied to designing
work behavior in business contexts in order to monitor the results of input and performance

after adapting to actual contexts and expectations of specific consumers.

Conclusion

The present research applied the theory of planned behavior to develop a green consumer
behavior model in order to improve the clarity of green consumer behavior concerning the selection
of green chain hotels participating in the Greenhouse Gas Management Organization Project.
The research results showed that green purchase attitudes, green perceived behavioral control,
subjective norms, moral norms, and green purchase intentions significantly affect green consumer
behavior in accordance with the research hypotheses. The findings about green hotel management
can be used to further develop green hotel businesses. The results, indicating that the consumers
in this study have shifted their behavior to be greener, are a good sign, because it means that
other groups of consumers can also change their behavior to be more environmentally conscious
through campaigns and promotions. The benefit for this study is the implementation of consumer
behavior and green issues in order to solve the current situation that is forcing hotel industries to

find the right practice to build the motivation in green consumers.

Ui 42 auun 3 1FBUNSNONAL - NUENEU 2565 161




anawavevnnuiunaAnssumutwuluwninssuvevgusinalsvusudideous:nalng

Recommendations

The present study investigated the influence of the planned behavior theory variables on
the shift of behavior towards environmental conservation among customers of Thai chain hotels,
which is associated with behavioral persuasion and motivation. However, as the data collection in
this study was carried out during the pandemic crisis, some data could not be collected. Some
hotel sections were closed during that time. Some hotels were turned into rehabilitation areas for
Covid patients whose behavior was different from the real target group of this study who decided
to purchase green hotel services on their own based on the green policy of Thai chain hotels.
Thus, future research should be conducted in normal conditions by using the interview technique
to collect data from service providers and hotel owners in order to investigate their work practices
and compliance with government regulations and global society’s environmental goals. In addition,
marketing variables that influence consumers’ purchasing decisions and outcomes, including brand
images, brand loyalty, and brand engagement, may need to be added in order to better understand

consumers’ deep insights.
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Abstract

Since the COVID-19 pandemic has attacked the people around the globe, medical and
non-medical measures have been applied by the governments. Consequently, a great number of
the people have rushed into the supermarkets for panic buying and stockpiling. It is interesting
to examine and understand why the people have to stock products, especially food and sanitary
products. Therefore, this study targeted exploring the antecedents of such psychological purchasing
behaviour by employing the systematic literature review approach. The literature available on EBSCO
Discovery Service (EDS) of Bangkok University online database were gathered and scrutinised.
Such literature was released between January 2020 and March 2021. For systematic data
collection, the keywords searched and included were ‘panic buying’, ‘COVID-19’, and ‘insights’.
Together with these, the literature must be the research articles, reviewed by peers, and also
exhibited in the full-text format. In total, 17 research articles met the requirements. The findings
revealed that there were 1) psychological factors, 2) social factors, 3) social media, 4) government
measures, 5) demographics, 6) personality traits, 7) attitudes, and 8) others encouraging and
discouraging panic buying. This study contributes to the governments and local authorities and
the marketing communicators for properly crafting policies and measures and contents and
messages that can reach the target audiences, respectively. Also, this study provides some

critical discussion.
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Introduction

In the wake of the COVID-19 pandemic, both health and non-health measures are imposed
for the purposes of economic survival and safety and security reasons. One of the measures that
has been applied by the governments is lockdown, i.e., the people are not authorised to freely
go within and across the countries, and staying at home is preferable, though. Along with
the lockdown orders, obviously, the actions of rushing into the supermarkets and stores and buying
and stocking up over-demanding necessary and non-necessary commodities, later on, nothing
is left at the shelves in supermarkets and stores or so-called panic buying can be foreseen and
expected. This behaviour has occurred in the first and the second waves of the pandemic.
Just currently, in Greater Brisbane, South East Queensland, a sign of a multiple-day lockdown
has been addressed again after some confirmed cases have been found. Unsurprisingly, panic buying
and stockpiling before the lockdown period are the expected results and, later on, only allowed
amounts of the products can be bought and purchased, as announced by some supermarkets
(Barnsley, 2021; Edwards, 2021; Panic buying ahead of Greater Brisbane’s COVID-19 lockdown

prompts Woolworths to impose purchase limits, 2021).

Panic buying and stockpiling are vital for positive economic shakes. Unsurprisingly, sales
growth can be noticed in those who are selling food and groceries as well as electronic appliances.
It will be the other way round for those who are not selling such products (Elmas, 2020). By
referring to the statistical data of ABS, a good sign of revenues is also indicated by panic buying
and stockpiling because, for such commodities, about a one-third increase is recognised between
February and March, 2020, i.e., the first wave of the COVID-19 spreading. Since the people need
to stay safe and strong, noticeably, ‘canned food, medicinal products, and cleaning goods’ are
cleared out (Cranston & Evans, 2020). Panic buying and stockpiling is, furthermore, performed and
acted by every single level of socio-economic backgrounds ranging from the poorer to the richer
(Youshizaki, de Brito Junior, Hino, Aguiar, & Pinheiro, 2020).

In contrast, panic buying can negatively provide the multiple economic and social impacts.
For example, economic systems and management are affected. Anderson (2020) elaborated that
the people psychologically do not want to be left behind not only for panic buying, but also for
transactions, i.e., deposits at the financial institutions. As a result of this, a shortage in cash flow
can be an expected outcome among the banks. At a smaller scale, furthermore, a few spendings
are done at these small shops and groceries because some commodities are unavailable and

not in stock. This can, accordingly, affect a financial deficit for those who are the grocers.
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Cash reserves will be withdrawn by the grocers to survive this period of time. Apart from these,
another group of the people that can be hit by panic buying is those who are the poorer.
Unsurprisingly, they have insufficient money to be invested and spent. Moreover, the Center for
Occupational & Environmental Health (n.d.) stated that while some ordinary and rich people are
satisfied and happy with the products and goods they have owned during the pandemic, other
people, especially those who are older, have difficulties in physical movements, and need continuous
medication and treatment, are in trouble. This is because they have to push more efforts and
attempts to search for the products and goods they want and need from one shop to the others

for maintaining their health and wealth.

As for helping the governments and parties concerning to manage and communicate
well and get through this chaotic situation of panic buying effectively and efficiently, i.e., to
minimise the unfavourable outcomes, the insights of the panic buying must be examined. It is,
therefore, of high interest to examine and understand why the people have to stock products,

especially food and sanitary products.

Objectives

The main objective of the study was to study and examine the insights and antecedents
of the psychological purchasing behaviour, i.e., panic buying in the wake of the COVID-19

pandemic by employing a systematic literature review.

Literature Review: Similarities and differences between panic buying,
stockpiling, impulse buying, compulsive buying, and hoarding

The similarities and differences between panic buying and stockpiling and impulse
buying, compulsive buying and hoarding are asked about and compared because they are mentioned
and addressed by the previous studies and they are interrelated and they are used together.
Even being explained, however, it is important to highlight at this point that the study does not
consider such convergences and divergences of these various psychological buying and purchasing

behaviour. Instead, an overall picture of panic buying and stockpiling is analysed and presented.

At the easiest, following the definitions provided by Cambridge Dictionary for ‘panic buying’
(Cambridge Dictionary, n.d.d), ‘stockpiling’ (Cambridge Dictionary, n.a.e), ‘impulse buying’ (Cambridge
Dictionary, n.a.c), ‘compulsive buying’ (Cambridge Dictionary, n.d.a), and ‘hoarding’ (Cambridge

Dictionary, n.d.b), all of these manners have shared senses of over-demanding and out-of-control
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purchase and action. The reason behind such senses and levels of speed are, nevertheless, rather
dissimilar including unexpected, physical situations, sudden demands, psychological factors, and
media effects. Mathews (2020a; 2020b), a psychiatry professor from the University of Florida,
interestingly and clearly explains beyond the disparities between panic buying, stockpiling, and
hoarding: ‘Hoarding disorder goes beyond stockpiling in an emergency’. According to Mathews'
(2020a; 2020b), elaboration, panic buying, and stockpiling are the normal buying and purchasing
symptoms that can happen with the people. Panic buying and stockpiling are not psychologically-
related, though. The similarity and difference can be found in both of the panic buying and
stockpiling. They have shared the similarity that the people can simply let the products that they
have bought and found unnecessary, post to the nightmares go. The main difference between
panic buying and stockpiling is about planning. While the people with panic buying have not
planned anything before buying and purchasing the goods and commodities, the people who are
stockpiling have planned ahead of what items they need and want during the specific periods of
time for their future lives. However, when the people consider and predict that the happenings of
the crises have not been rolled out easily, the people are likely to stock the greater, i.e., massive
amount of the products than it is usual. One of the influential factors for the massive stockpiling
is the hand of the media. As for panic buying, because the people are frightened and afraid of
the nightmares, in general, they immediately grab the (necessary) items on the shelves and that
is not surprising that nothing has been left on the shelves during the difficult times. Panic buying

can be regarded as impulsive buying (Mathews, 2020a; 2020b).

As for impulse and compulsive buying, misunderstanding is found between them.
The psychological triggers are the shared characteristics between impulsive and compulsive
buying. Impulsive buying is a purchasing decision made by the people who spend a very short
period of time. Nonetheless, compulsive buying is rather related to something that is called ‘shop
till we drop’ or, in short, ‘shopaholics’, i.e., the people are crazy at and cannot stop shopping and
buying although they have a shortage of money and credits because of the negative psychological

hinders and that needs psychiatry (Faber, 2010; Hartney, 2020).

Regardless of the names given for such buying and purchasing behaviours discussed
above, it is difficult to differentiate panic buying from stockpiling, impulse buying, impulsive buying,
compulsive buying, and hoarding. This can be explained in the two outstanding reasons. On
the one hand, the noticeable outcome is that the people have got the excessive products, i.e.,

more than the usual and routine needs in their hands. On the other hand, the main starting-point
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reason of such behaviours is the emergences of the nightmares. These ring the bell for media
reports and physical and psychological pressure and depression. In this case, this study did not aim
to understand and differentiate the insights of the particular buying and purchasing behaviour.
The overall picture of why panic buying occurs was the main focus, instead. Under the bad incidents,
i.e., the COVID-19 pandemic, it is assumed that there is a variety of antecedents encouraging
the people’s panic buying. Panic buying, furthermore, needs to be studied and explored because
a research gap about understanding reasons and rationales behind the people’s actions to buy
and purchase necessary and non-necessary goods and products over-demands and without actual
needs has been found (Kirk & Rifkin, 2020). As the statement proposed by Professor Richard Bentall
from the University of Sheffield, additionally, it is pinpointed that it is important for the governments
and authorities to study and understand factors and variables, especially psychological ones so

that panic buying and stockpiling behaviour can be minimised and limited (Ferguson, 2021).

Methods

A systematic literature review was employed as the research method in this study.
The systematic literature review is ‘... a process that allowed to collect relevant evidence on the given
topic that fits the pre-specified eligibility criterion and to have an answer for the formulated research
questions ...” (Mengist, Soromessa & Legese, 2020, p.1) and ‘... to identify, evaluate, and summarize
the findings of all relevant individual studies over a health-related issue, .." (Gopalakrishnan &
Ganeshkumar, 2013, p.9). The systematic literature can be beneficial to help bridge the gaps and
improve the people’s health and wealth (Mengist et al., 2020), to help shape and develop the

decision making and policies (Gopalakrishnan & Ganeshkumar, 2013).

These articles that were reviewed and scrutinised were gathered from EBSCO Discovery
Service (EDS) available on Bangkok University online database and also made public between
January 2020 and, most currently, March 2021 to represent the period of the COVID-19 nightmare.
These articles were the research articles and full-text and reviewed by peers before being
published. The three keywords including ‘panic buying’, ‘COVID-19’, and ‘insights’ were used and
searched on Tuesday, 16 March 2021. These three words were the main keywords to be studied
and examined in this study, as it was named in the research title. As mentioned in the research
objectives, specifically, this study targeted to examine and discover the insights, i.e., reasons and
antecedents of the panic buying behaviours. These behaviours could give both of the positive and

negative impacts on the governments, retailers, and suppliers at the micro and macro scales. Such
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psychological behaviours, i.e., panic buying were not a common buying and purchasing practice.
Instead, this behaviour was created when a crisis — an unstable, chaotic, and unexpected situation
— occurs. The COVID-19 pandemic had been threatening the people around the globe from time to

time, until currently and has changed multiple political, economic, and socio-cultural perspectives.

Moreover, repetition had been excluded. There were 194 searches in total. However, 26
academic papers were included and met the requirements and of these 26 academic papers,
when reading and analysing the articles, no details were provided to articulate the various factors
on panic buying, hoarding, stockpiling, and types of purchases on the four academic articles.
The other three academic article has reviewed hoarding as the relevant literature whereas the two
articles could be regarded as the academic articles. Thus, only 17 research papers were included

as follows:

1. Ahmed, R. R., Streimikiene, D., Rolle, J., & Duc, P. A. (2020). The COVID-19 pandemic
and the antecedents for the impulse buying behavior of US citizens. Journal of
Competitiveness, 12(3), 5-27. doi: 10.7441/joc.2020.03.01

2. Brizi, A., & Biraglia, A. (2021). “Do | have enough food?” How need for cognitive
closure and gender impact stockpiling and food waste during the COVID-19
pandemic: A cross-national study in India and the United States of America. Personality
and Individual Differences, 168, 110396. doi: 10.1016/j.paid.2020.110396

3. Chakraborti, R. & Roberts, G. (2020). Anti-gouging laws, shortages, and COVID-19:

Insights from consumer searches. The Journal of Private Enterprise, 35(4), 1-20.

4. Dammeyer, J. (2020). An explorative study of the individual differences associated
with consumer stockpiling during the early stages of the 2020 coronavirus outbreak
in Europe. Personality and Individual Differences, 167, 110263. doi: 10.1016/j.paid.
2020.110263

5. Garbe, L., Rau, R., & Toppe, T. (2020). Influence of perceived threat of COVID-19
and HEXACO personality traits on toilet paper stockpiling. PLoS One, 15(6), 1-12.
doi: 10.1371/journal.pone.0234232

6. Islam, T., Pitafi, H., Arya, V., Wang, Y., Akhtar, N., Mubarik, S., & Xiaobei, L. (2021).
Panic buying in the COVID-19 pandemic: A multi-country examination. Journal of

Retailing and Consumer Services, 59, 102357. doi: 10.1016/j.jretconser.2020.102357
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10.

11.

12.

13.

14.

15.

Jaspal, R., Lopes, B., & Lopes, P. (2020). Fear, social isolation and compulsive buying
in response to COVID-19 in a religiously diverse UK sample. Mental Health, Religion
& Culture, 23(5), 427-442. doi: 10.1080/13674676.2020.1784119

Kim, J., Giroux, M., Kim, J., Choi, Y., Gonzalez-Jimenez, H., Lee, J.C,, ... Kim, S. (2021).
The moderating role of childhood socioeconomic status on the impact of nudging on
the perceived threat of coronavirus and stockpiling intention. Journal of Retailing and
Consumer Services, 59, 102362. doi: 10.1016/j.jretconser.2020.102362

Laato, S., Islam, A. K. M. N., Farooq, A., & Dhir, A. (2020). Unusual purchasing behaviour
during the early stages of the COVID-19 pandemic: The stimulus-organism-
response approach. Journal of Retailing and Consumer Services, 57, 102224. doi:
10.1016/j.jretconser.2020.102224

Lehberger, M., Kleih, A., & Sparke, K. (2021). Panic buying in times of coronavirus
(COVID-19): Extending the theory of planned behaviour to understand the stockpiling
of non-perishable food in Germany. Appetite, 161, 105118. doi: 10.1016/j.appet.
2021.105118.

Miiller, S. & Rau, H. A. (2021). Economic preferences and compliance in the social
stress test of the COVID-19 crisis. Journal of Public Economics, 194, 104322. doi:
10.1016/j.jpubeco.2020.104322

Naeem, M. (2021). Do social media platforms develop consumer panic buying during
the fear of COVID-19 pandemic. Journal of Retailing and Consumer, 58, 102226. doi:
10.1016/j.jretconser.2020.102226

Pandita, S., Mishra, H. G., & Chib, S. (2021). Psychological impact of COVID-19 crises
on students through the lens of stimulus-organism-response (SOR) model. Children
and Youth Services Review, 120, 105783. doi: 10.1016/j.childyouth.2020.105783

Prentice, C., Chen, J., & Stantic, B. (2020). Timed intervention in COVID-19 and panic
buying. Journal of Retailing and Consumer Services, 57, 102203. doi: 10.1016/].
jretconser.2020.102203

Taylor, S. (2021). Understanding and managing pandemic-related panic buying.
Journal of Anxiety Disorders, 78, 102364. doi: 10.1016/j.janxdis.2021.102364
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16. Wang, G. H., & Hao, N. (2020). Panic buying? Food hoarding during the pandemic
period with city lockdown. Journal of Integrative Agriculture, 19(12), 2916-2925. doi:
10.1016/S2095-3119(20)63448-7

17. Yuen, K. F., Wang, X., Ma, F., & Li, K. X. (2020). The psychological causes of panic
buying following a health crisis. International Journal of Environmental Research and
Public Health, 17(10), 3513. doi: 10.3390/ijerph17103513

It was important to elaborate at this point that the insights were a variety of the reasons
and rationales behind the people’s panic buying. These should be internal, personal factors and
external, environmental environments. By understanding these insightful and profound antecedents,

such negative impacts of panic buying could be reduced and alleviated.

Results

From the systematic literature review used as the research method in this study,
the results of this study were divided into 1) the countries of the studies, 2) the theoretical
frameworks applied, 3) the research methods applied, and 4) the insights and antecedents of

panic buying found. The greater explanations are shown below.

Countries of the studies

As mentioned in the introduction part, although there was huge academic and professional
support to conduct the studies to understand the insights of the customers about their panic buying,
this should be boosted, especially in the Asian and Australian continents. This was because there
were only three studies conducted in Asia, i.e., Wang and Hao (2020) in China and Pandita, Mishra
and Chib (2021) in India, and one study was implemented in Australia, i.e., Prentice, Chen, and
Stantic (2020). In contrast, this appeared to gain the high popularity in the sights of the American
and European countries. In the greater details, the studies of Ahmed, Streimikiene, Rolle and Duc
(2020), Chakraborti and Roberts (2020), and Kim et al. (2021) were practiced in the United States
while the data from the United States and Canada was perceived in the study of Taylor (2021).
In Europe, there were the studies of Naeem (2021) in the United Kingdom, Lehberger, Kleih, and
Sparke (2021) in Germany, Laato, Islam, Faroog and Dhir, (2020) in Finland, Dammeyer (2020) in
Denmark and the United Kingdom, Jaspal, Lopes and Lopes (2020) in the United Kingdom, and
Miiller and Rau (2021) in Germany. Even being a small number of studies, the cross-border

populations were conducted in some studies including Islam et al. (2021) collecting the data in
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the United States, China, India, and Pakistan and Brizi and Biraglia (2021) gathering the data in
the United States and India. More interestingly, among any continent, the United States, the United
Kingdom, Germany, China, and India were the most famous countries to be studies and examined.
This could be reasoned by the most-COVID-19-hit countries of the world. As for China, it was
the country of origin of the widespread COVID-19 pandemic. The rest of the sampled academic

studies could not identify the places where the studies had been conducted.

Since Yuen, Wang, Ma and Li (2020) had employed the systematic literature review,

the specific countries of the study could not be identified.

Theoretical frameworks applied

As for the theoretical framework, a wide range of the concepts, models, and theories had
been applied. For explaining the incidents of the panic buying, generally speaking, the scholars
had assumed that the psychological model like stimulus-organism-response model could best
describe this panic buying phenomenon (Islam et al., 2021; Laato et al., 2020; Pandita et al., 2021).
It was equally followed by demographic perspectives (Brizi & Biraglia, 2021; Jaspal et al., 2020)
and personality traits (Dammeyer, 2020; Garbe, Rau, & Toppel, 2020). The greater details were
demonstrated as follows. Some of the studies employed a single, main theoretical framework,
including Ahmed et al. (2020) for theory of fear, Chakraborti and Roberts (2020) for anti-gouging
law, Garbe et al. (2020) for personality traits, Jaspal et al. (2020) for source of information,
Kim et al. (2021) for behavioural economics, Laato et al. (2020) and Pandita et al. (2021) for
stimulus-organism-response model, Lehberger et al. (2021) for the theory of planned behaviour,
Prentice et al. (2020) for timed intervention policy, and Wang and Hao (2020) and Yuen et al.

(2020) for generic concepts of panic buying, hoarding, and stockpiling.

Nevertheless, a combination of the theories and concepts were discovered in Brizi and
Biraglia (2021) for demographic perspectives and need for cognitive closure, in Dammeyer (2020)
for personality traits, social dominance orientation, health literacy, and attitudes towards
the government, in Islam et al. (2021) for stimulus-organism-response model and competitive
arousal model, in Miiller and Rau (2021) for economic preference, social compliance, and generic
preferences, for example, risk tolerance, in Naeem (2021) for the theory developed from the study,
global capitalism, and social influence and proof theories, and in Taylor (2021) for social learning

theory and behavioural immune system.
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Research meth