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Navigating Leadership Challenges and Conflict in the Digital Era:
Pathways Towards Sustainable Development
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Abstract

In the digital age, organizations are experiencing rapid technological change, leading to intensified internal conflicts.
These conflicts challenge traditional leadership approaches and pose significant risks to organizational performance and
sustainability. This study aims to develop an integrated theoretical framework that connects digital leadership, conflict
management, and organizational sustainability, addressing the complexity of managing conflict in digital environments. A
systematic literature review was conducted to examine existing research and theories on conflict dynamics, leadership
strategies, and sustainability practices in digital businesses. The study also identifies key research gaps, particularly the lack
of integrated models that address all three dimensions. The study proposes a novel conceptual framework that shows how
dynamic digital leadership can transform conflict management into a strategic tool for promoting sustainability. The
framework emphasizes flexibility, adaptability, and proactive conflict resolution. This framework offers practical guidance for
digital leaders to enhance conflict management and build sustainable organizational cultures. It also provides a foundation
for future empirical research, encouraging mixed-methods approaches and exploration across diverse digital contexts.
Additionally, the study suggests policy recommendations to support sustainable digital transformation in both public and
private sectors.

Keywords: Digital leadership, conflict management, organizational sustainability, digital transformation

1239Faculty of Business Administration, Modern Business Management Program, Rajamangala University of Technology Krungthep
*College of hospitality Industrial Management, Suan Sunandha Rajabhat University
®Faculty of Business Administration, Department of Accounting, Rajamangala University of Technology Krungthep

“Corresponding author. E-mail: penjan.s@mail.rmutk.ac.th



NImsuinnssunegsiawasdenn Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

Introduction

As technological advancements rapidly reshape industries in the digital age, organizational conflicts
have become more prevalent, affecting both work performance and business stability (Choi & Kim, 2023;
Garcia & Thomas, 2020). Adaptive leadership is recognized as a crucial factor in reducing conflict and
promoting team collaboration (Avolio, Kahai, & Dodge, 2021; Dinh & Lord, 2020). However, existing literature
often treats leadership and conflict management as separate domains, lacking integrated models that
reflect the complexity of digital organizations. Effective conflict management has been identified as
essential for building sustainable and resilient organizations (Uhl-Bien & Arena, 2020; Nguyen & Hall, 2021).
However, few studies have critically examined the limitations of traditional conflict frameworks in volatile,
technology-driven contexts. Research by Patel and Robinson (2024) reveals that creative conflict strategies
enhance decision-making and innovation. At the same time, the ability to manage conflict is closely tied to
adaptability in both leaders and organizations (Zhang & Deng, 2021; Kane et al,, 2021). Despite these
findings, prior work rarely discusses how adaptability and sustainability co-evolve through leadership in
conflict situations. Sustainable leadership, which fosters organizational cultures that respond effectively to
change, aligns with conflict management models supporting long-term growth (Serafeim, 2023; Jamali &
Karam, 2021). Thus, there is a pressing theoretical need to integrate conflict management, adaptability, and
sustainability into a cohesive leadership framework. This study addresses this gap by analyzing conflict
patterns in digital businesses, exploring leadership’s role in managing conflict, and proposing a dynamic
leadership approach that aligns conflict resolution with sustainability goals.
Research Objectives

This study aims to explore the patterns and factors contributing to conflict in digital business
environments and to analyze leadership’s role in addressing these challenges. The specific objectives are
as follows:

To investigate the nature and underlying causes of conflict within digital business environments.

To examine how leadership can effectively manage organizational conflict in alignment with long-
term sustainability goals.

To develop strategic leadership concepts that support adaptability and decision-making in complex
and rapidly changing digital contexts.
Research Gap

Although some studies address leadership or conflict management in specific dimensions, there is
a lack of integration to systematically analyze the impact on sustainability goals. Additionally, there is
insufficient focus on the role of digital technology in transforming organizational structures or leadership
behaviors. Furthermore, there is a gap in research offering practical frameworks or tools for digital-age
leaders facing rapidly changing environments. There is also a lack of a systemic connection between

leadership, conflict management, and sustainability in an integrated manner. Moreover, no studies delve
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deeply into the context of digital businesses or organizations undergoing technological transitions.
Additionally, there is a lack of statistical models that can clearly explain the interrelationship of these
factors, which limits their strategic application. This research aims to fill these gaps and create new

knowledge aligned with the digital era's context.

Methodology
This paper adopts a conceptual synthesis approach, aiming to integrate existing theoretical and empirical
studies on leadership dynamics in the digital age. Although this is not an empirical study, a structured
review process was applied to ensure academic rigor.

Research Design: The study is positioned as a conceptual/theoretical paper. Secondary data were
drawn from peer-reviewed journals, books, and policy report, focusing on leadership, digital transformation,
and sustainable change.

Literature Search and Selection: A systematic search strategy was used across Scopus, Web of

” o«

Science, and Google Scholar with keywords such as “digital leadership,” “adaptive leadership,” and

“sustainable transformation.”
® |nclusion: Peer-reviewed studies related to leadership and digital change.

® FExclusion: Non-academic sources and studies before 2015 (except seminal works).
The initial search found 120 papers; 36 high-quality studies were selected after relevance screening and
theoretical appraisal.

Synthesis Process: A thematic synthesis was performed, involving: (1) Mapping key concepts and
leadership models. (2) Comparing perspectives on adaptive leadership in digital contexts. (3) Developing a
conceptual framework that integrates leadership strategies, digital disruption, and sustainability.

Dynamic Leadership in the Digital Context

The ability of leaders to adapt flexibly to rapidly changing situations while leveraging digital
technology to drive organizations in highly uncertain, complex, and ambiguous environments (VUCA) is
crucial. Uhl-Bien and Arena's (2020) research supports this concept through the "Adaptive Space" theory,
which fosters organizational dynamics. Kane et al. (2021) highlight that digital leaders must possess both
vision and the ability to manage big data. Zheng et al. (2023) and Sousa and Rocha (2022) emphasize the
use of technology to foster a culture of learning and innovation. Similarly, Avolio et al. (2021) discuss the
transformation of leadership in the digital era, which requires emotional intelligence and effective
communication. Dinh and Lord (2020) confirm that dynamic leadership is central to managing complexity
and change in digital organizational systems.

Dynamic leadership is a key concept that enables digital-age organizations to adapt and respond effectively

to change. Leaders who are flexible and understand their context can devise strategies suited to complex
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situations. Therefore, developing leadership skills is fundamental to the survival and growth of organizations.
Modern leaders must drive innovation and create sustainable transformations.
Conflict Management Theory

Conflict management theories provide valuable frameworks for understanding and addressing
conflicts within organizations, particularly in the digital age. These theories explore various strategies for
resolving disagreements, including the role of leadership, technology, and communication in managing
conflicts effectively. The table below summarizes key conflict management theories and strategies,
highlighting their application in digital organizations and the importance of leadership in fostering
collaboration and sustainability.

Table 1: Synthesize Conflict Management Theory

Key Features /

Theory / Concept Conflict Management Approach Researchers

Application

Promotes a highly
Focuses on finding mutual benefits

Integrative Conflict
collaborative

Zhang & Deng

Management Theory  through open communication (2021)

organizational culture

Emotion Regulation in  Uses emotion regulation to control  Suitable for teams with
Liu et al. (2022)

reactions and reduce tension

Conflict Management

Digital Conflict

Mediation

Collaborative
Leadership in Conflict

Situations

Cultural Intelligence
and Conflict

Resolution

Restorative Conflict

Resolution

Utilizes technology and online

platforms to resolve conflicts

Leaders use participation and open

communication to manage conflict

Uses cultural intelligence to reduce

misunderstandings and conflict

Focuses on restoring relationships
after conflict through listening and

empathy

cultural diversity

Supports remote work

environments

Builds trust within the

organization

Ideal for international
and cross-cultural

organizations

Emphasizes healing, not

just problem-solving

Choi & Kim
(2023)

Garcia &
Thomas (2020)

Nguyen & Hall
(2021)

Patel &
Robinson

(2024)

Source: Adapted and illustrated by the author (Prayoonvong, 2025).

Driving Organizational Sustainability with the ESG and Triple Bottom Line Models

The adoption of the ESG (Environmental, Social, and Governance) model in organizational
management has gained increasing global attention, focusing on business growth alongside social and
environmental responsibility. Research by Friede et al. (2020) and Whelan & Fink (2021) confirms that ESG

is positively correlated with long-term organizational performance. In contrast, Khan et al. (2022) highlight
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that companies prioritizing ESG are better able to adapt to risks. Additionally, Krueger et al. (2021) and
Serafeim (2023) suggest that ESG creates value for stakeholders and enhances the organization’s sustainable
image.

The Triple Bottom Line (TBL) model, which encompasses economic, social, and environmental
dimensions, has become a crucial approach for sustainable organizational development. Elkington (2020)
proposed a "reboot" of the TBL concept to align with the challenges of the modern era, while Jamali and
Karam (2021) emphasize the application of TBL in organizational strategies to achieve social sustainability.
Malik et al. (2022) confirm that TBL impacts long-term competitive advantage, while Lim and Lee (2023)
and Garcia-Sanchez et al. (2020) show that TBL strengthens stakeholder responsibility and drives long-term
business value.

The integration of the ESG and Triple Bottom Line (TBL) models serves as a vital strategy for modern
organizations to foster sustainability across business, social, and environmental dimensions. Garcia-Sanchez
et al. (2020) support that integrated reporting based on TBL influences organizational culture, while
Elkington (2020) advocates for adapting TBL to address new challenges. Regarding ESG, Khan et al. (2022)
and Friede et al. (2020) affirm the positive relationship between ESG practices and financial performance.
Meanwhile, Jamali & Karam (2021) and Lim & Lee (2023) emphasize that stakeholder engagement and ESG

disclosure are key drivers of sustainable development in contemporary organizations.

Sustainable

Organizational Balance

ESG

(Environmental,

TBL (Triple

Bottom Line)
Social,

Governance)

Figure 1: The Power of Balanced Organizational Sustainability
Source: Created by the author (Prayoonvong, 2025)

The integration of ESG (Environmental, Social, and Governance) and TBL (Triple Bottom Line) is
an approach that helps organizations achieve a balance between profitability, social responsibility, and
environmental sustainability. Access to data and stakeholder engagement are key elements for success.
Organizations adopting this approach will be better equipped to adapt to challenges and enhance long-
term external trust.

Conflict Management in Digital Organizations

Conflict management in digital organizations is essential for maintaining productivity and

collaboration in a fast-evolving technological landscape, using technology and leadership strategies to

resolve conflicts and ensure sustainability.

e
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Conflict in Virtual and Cross-Cultural Work Environments

The increasing challenges in the digital age, particularly when organizations operate in a distributed
manner and rely on remote communication technologies, have highlighted the significance of managing
conflict effectively. Zakaria et al. (2021) emphasize that cultural differences can lead to misinterpretations
in  communication, while Shonk (2022) suggests conflict management approaches that involve
understanding cultural contexts and fostering creative communication. Kim and MclLean (2020) argue that
relationships between leaders and team members in virtual environments rely on trust and role clarity.
Furthermore, Wang et al. (2023) highlight that adaptive leadership can alleviate tension arising from cultural
differences. Liu et al. (2022) support the idea that cross-cultural training enhances effective collaboration
in culturally diverse teams.
Effective Conflict Management Strategies in the Technological Era

In the contemporary era, where technology plays a significant role in business operations and
organizational communication, conflicts between individuals or departments often arise from differences
in perspectives, the information received, or the variety of communication channels. Therefore, conflict
management strategies need to be adapted to align with the context of the digital world, particularly by
using technology as a tool to prevent, manage, and reduce the severity of conflicts. Effective strategies in
this era include open communication through digital platforms, the use of Al systems to analyze emotions
or opinions, virtual meetings with strict regulations, and real-time feedback systems to reduce
misunderstandings. Lee et al. (2021) state that using internal communication platforms such as Microsoft
Teams or Slack can reduce misunderstandings, which are a primary cause of conflicts, by up to 35%.
Meanwhile, Chen and Zhang (2020) found that Al-based sentiment analysis can accurately predict potential
conflicts in organizations. Additionally, Kumar (2022) highlights the importance of structured virtual meetings
in reducing intense emotions during discussions. Therefore, conflict management in the technological age
requires both human skills and effective digital tools, focusing on fostering mutual understanding, respecting
differences, and engaging in creative communication based on accurate and transparent information.

Table 2: Conflict Management Strategies and Benefits in Digital Organizations

Main Issue Details Researchers Benefits

Utilizing digital platforms like

1. Using Technology Lee, Kim, & Park  Reduces
Microsoft Teams, Zoom, and

to Support (2021); Zakaria, misunderstandings and
Slack reduces information

Communication in Amelinckx, & increases transparency in
discrepancies and supports

Organizations Wilemon (2021)  communication.

collaboration.
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Main Issue Details Researchers Benefits

Using Al to analyze messages and Chen & Zhang
Enables quick problem
2. Al Data Analysis for emotions in organizations to (2020); Wang,
prediction and prevention
Conflict Prevention identify potential conflict risks in  Chen, & Huang

advance. (2023)

before escalation.

Leaders must have the skills to  Avolio, Kahai, &
Enhances conflict
use technology to manage teams Dodge (2021); Uhl-
3. Digital Leadership management capabilities
in fast-changing digital Bien & Arena
under uncertainty.
environments. (2020)

4. Building an Open  Promotes a culture that accepts Nguyen, T. M., &  Reduces bias and

and Flexible diverse ideas and involvement  Hall (2021); Jamali increases understanding
Organizational Culture through technology. & Karam (2021) of employee differences.
5. Real-time Feedback Using technology to support real- Kumar (2022); Resolves issues quickly
and Evaluation time feedback to adjust behavior Zhang, H., & Deng and prevents the
Systems and reduce misunderstandings.  (2021) accumulation of conflict.

Developing emotional, Kim & McLean
6. Training in Soft

negotiation, and conflict (2020); Malik, Improves effective
Skills and Online

management skills through Qureshi, & communication skills.
Conflict Management

online courses. Mahmood (2022)
7. Knowledge and Using centralized databases that

Sousa & Rocha Reduces confusion and

Data Sharing Systems are accessible to everyone,

(2022); Garcia & stress from inconsistent
(Knowledge reducing information

Thomas (2020) information.
Management) discrepancies.

Source: Adapted and illustrated by the author (Prayoonvong, 2025)

Conflict management in the technological era must emphasize the use of digital tools alongside
the development of human skills. Transparent communication and data analysis effectively reduce
misunderstandings. Moreover, leaders who are adaptable in the digital world play a crucial role in fostering
collaboration within diverse teams.

The Role of Leaders as Mediators to Foster Collaboration

Leaders in the contemporary era play a crucial role as “mediators” who bridee diverse
perspectives, attitudes, and interests within an organization to promote sustainable collaboration. Choi and
Kim (2023) highlight that emotionally intelligent leaders can effectively reduce resistance within teams.
Avolio, Kahai, and Dodge (2021) emphasize that digital leaders can leverage technology as a tool to build
trust within their teams. Furthermore, Dinh and Lord (2020) suggest that adaptive leadership helps achieve
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a more balanced approach to conflict management. Patel and Robinson (2024) focus on the leader's
involvement in designing an organizational culture that fosters collaboration. Nguyen and Hall (2021) assert
that leaders should continuously encourage two-way communication to prevent conflicts. Overall, leaders
who can serve as coordinators with vision and contextual understanding are key to creating collaborative
and efficient organizations.

The Relationship Between Leadership in Digital Businesses and Conflict Management for
Sustainability

The relationship between leadership in digital businesses and conflict management is
essential for fostering sustainability in rapidly evolving environments. Effective leadership strategies play a
crucial role in resolving conflicts and promoting long-term organizational growth and adaptability.
Analyzing Conflict Management Strategies to Promote Organizational Sustainability.

Conflict management within organizations is a crucial strategy for fostering sustainability. Research
by Choi and Kim (2023) found that leaders with strong conflict management skills help mitigate the impact
of tension and create an environment that encourages collaboration (Nguyen & Hall, 2021). The use of
technology in conflict management in digital organizations also enhances communication transparency
(Kane et al,, 2021). Furthermore, strategies focusing on negotiation and compromise contribute to building
strong relationships and long-term sustainability (Sousa & Rocha, 2022). Creating an organizational culture
that prioritizes sustainability through conflict management requires leadership support to foster cooperation
among teams (Avolio et al.,, 2021). Additionally, the study by Khan et al. (2022) highlights the importance
of viewing conflict as an opportunity for growth and innovation within organizations (Liu et al., 2022).
Effectively managing conflicts can also contribute to sustainability across economic, social, and
environmental dimensions (Serafeim, 2023). Leadership-supported conflict management helps build
resilience and adaptability in a rapidly changing world (Zheng et al., 2023). Sustainable conflict management
strategies must also promote diversity and embrace differences (Malik et al., 2022). Moreover, building
respectful relationships and connecting team members can reduce conflicts and improve work efficiency
(Garcia & Thomas, 2020).

Conflict management in organizations is essential for fostering sustainability with leadership
support. Leaders can use technology and strategies focusing on negotiation and compromise to reduce
tension and promote collaboration. Building a sustainable organizational culture that embraces differences
allows organizations to grow sustainably in the long term. Leaders with conflict management skills play a
vital role in developing organizations that can adapt and compete in a rapidly changing world.
Developing Conflict Management and Sustainability Approaches in Digital Businesses

Developing conflict management and sustainability approaches in digital businesses is crucial in an
era of rapid technological change (Nguyen & Hall, 2021). Effective conflict management can foster long-

term sustainability, particularly through the use of digital technology in communication and negotiation
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(Kane et al., 2021). Researchers such as Avolio et al. (2021) have shown that leaders in digital businesses
who can leverage digital tools to manage conflicts effectively help reduce tension and promote
collaboration within the organization (Sousa & Rocha, 2022). Furthermore, Patel and Robinson (2024)
confirm that strategies focusing on compromise and considering multiple perspectives from all parties help
mitigate conflicts and create an environment conducive to sustainable business development. Using
technology to manage conflict also enhances communication transparency among team members in digital
organizations (Zhang & Deng, 2021), especially when developing systems for data management and
performance tracking through technology (Liu et al,, 2022). These systems enable leaders to make quick
decisions with accurate data to manage conflicts effectively (Zheng et al,, 2023). At the same time,
sustainability in digital businesses relies on creating a culture that supports sustainable development (Malik
et al,, 2022), with leaders playing a vital role in fostering an atmosphere conducive to innovation and

collaboration within the organization (Elkington, 2020).

Leadership Skills

Technology and Collaborative
Digital Tools

Environment

Conflict Enhancing Culture of

Innovation

Management Sustainability in

Digital Businesses

Figure 2: Enhancing Sustainability in Digital Businesses
Source: Created by the author (Prayoonvong, 2025)

Conflict management in digital businesses is a key factor in promoting sustainability. The use of
technology and digital tools facilitates rapid and transparent commmunication and decision-making.
Leaders with negotiation skills who create an environment that fosters collaboration can reduce conflicts
and drive sustainable growth. Building a culture of sustainability and innovation is essential for businesses

to continuously evolve and adapt in the digital era.

Recommendations
Recommendations for Organizational Leaders
1. Develop Digital Leadership. Leaders should learn and apply technology to support effective decision-
making and communication within the organization.
2. Promote the Culture of Open Communication. Encourage the free exchange of ideas to reduce conflicts

and enhance collaboration between teams.
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3. Proactively Manage Conflicts with Data. Utilize data analytics systems and continuously sather employee
feedback to predict and manage conflicts before they escalate.

4. Integrate Sustainability Goals at All Levels. Link the organization’s operations to social and environmental
goals to foster a sustainable growth trajectory.

Recommendations for Future Researchers

1. Study the Role of Digital Leadership in Specific Conflict Situations. Future research should explore in-
depth the role of leadership in specific industries or contexts, such as digital transformation during crises.

2. Develop Leadership Models Linked to Sustainability Goals. A new conceptual framework should be
created that integrates environmental, social, and governance (ESG) dimensions with digital leadership in
the modern era.

3. Examine the Impact of Emerging Technologies on  Organizational  Collaboration.
4. Future studies should investigate the effects of technologies like Al, Blockchain, and Metaverse on team
management and conflict resolution in the future.

Recommendations for Public Policy Development

1. Support the Development of Digital Leadership in the Public Sector. Policy should promote digital
leadership training for public sector leaders to enhance the efficiency of governance.

2. Integrate Conflict Management Policies with Sustainability Concepts. Policies should consider creative
conflict management alongside sustainable development at all levels.

3. Establish Open Data Systems for Transparency and Conflict Reduction. Promote the use of technology
to disclose government policies and decision-making processes, fostering public trust.

4. Create Mechanisms for Public Engagement Through Digital Platforms. Develop policies that encourage

public participation in decision-making processes to reduce social gaps and conflict.

Theoretical Contribution

A New Model Linking Leadership, Conflict, and Sustainability in the Digital Context

In the rapidly changing digital organizational context, linking leadership, conflict, and sustainability
has emerged as a new conceptual framework that requires further development. This model proposes that
"digital leaders" serve as mediators of conflict using real-time data and promote a culture of sustainable
collaboration, leveraging technology as a tool to support transparent decision-making and communication
(Avolio et al,, 2021; Zhang & Deng, 2021). Conflict management, therefore, is not only about reducing
tension but also acts as a driving force for innovation and the achievement of sustainability goals (Nguyen
& Hall, 2021; Serafeim, 2023). This model can be applied to develop management approaches that address

both efficiency and social responsibility.
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Figure 3: Digital leaders use conflict management to drive sustainability
Source: Created by the author (Prayoonvong, 2025)

The new model for leaders in the digital era emphasizes the role of leaders as conflict managers,
utilizing data and technology to promote collaboration and sustainability. Conflict management is not
merely about reducing tension; it serves as a mechanism to drive innovation and business growth. The use
of technology enhances decision-making and communication, ensuring transparency and efficiency. Digital
leaders must possess both visionary and technological skills to drive organizations towards sustainability in
a rapidly changing world.

Empirical Findings

This study reveals that dynamic leadership and conflict management in digital businesses have a
positive relationship with organizational sustainability. Leaders with vision and technological expertise can
leverage the ESG and Triple Bottom Line models to balance profitability, social responsibility, and
environmental stewardship (Elkington, 2020; Khan, Serafeim, & Yoon, 2022). Effective conflict management,
particularly through the use of data and technology in decision-making, enhances transparency and reduces
organizational tension (Liu, Zhang, & Wang, 2022; Rodriguez & Silva, 2024). Furthermore, analyzing conflict
management strategies fosters teamwork, innovation, and adaptability in the digital era (Avolio, Kahai, &
Dodge, 2021; Sousa & Rocha, 2022). These findings suggest that conflict management not only minimizes
workplace tension but also acts as a driver for sustainable organizational growth (Serafeim, 202 3; Whelan

& Fink, 2021).

Conclusion
Conflict management and leadership in digital businesses are essential for fostering organizational
sustainability. Dynamic leadership, when aligned with ESG principles and the Triple Bottom Line framework,
can drive organizations toward balanced and sustainable outcomes that integrate profit, social
responsibility, and environmental stewardship. Managing conflict in digital organizations requires effective
strategies where leaders act as mediators to foster collaboration and reduce tension. The strategic use of
data and digital technologies in conflict management enhances transparency, enables efficient decision-

making, and improves communication across all organizational levels. Analyzing conflict management
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strategies helps enhance sustainability by creating an environment that supports teamwork and adaptation
to changes in the digital era. Digital leaders must possess both vision and technological skills to drive
organizations towards sustainable growth in a rapidly changing environment. Developing integrated conflict
management strategies not only reduces tension but also serves as a catalyst for innovation and long-term
business growth. Strengthening collaboration among team members and creating a sustainable
organizational culture enables organizations to adapt effectively in an era of rapid technological change. By
leveraging data and technology in conflict management, decision-making transparency is improved, further

promoting long-term sustainable development.
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Abstract

This article focuses on the application of the low-carbon supply chain concept to reduce GHG emissions in
the supply chain by presenting important principles such as the analysis of supply chain structure using the SCOR model,
the use of process models, the identification of GHG sources in the supply chain, carbon standards that can be applied
to supply chain management, performance indicators and evaluation methods. In addition, the article presents the
challenges and opportunities of applying this concept in the supply chain. The challenges that supply chains face include
supply chain complexity, high investment costs, and lack of knowledge and technology, while the important
opportunities include creating competitive advantages, reducing long-term costs, and accessing new markets,
Respectively
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Udosfudounszanszninesdnsiliannsoanfie Idaundmneiudnasdnmiwielasinisneueni
anunsnanfes IdnnninSinufiem Anuesudes ilelordufuinsaweduivianuidmingyesesing
tuvdaiflevssgaruunamneaniveu delagtudendt “a1susuwasin (Carbon Credit)” fifinsiauniu
afunstereludsgsfafiastislinaniisvetesdnadn 1 iliamsaannsdesimdounszanau
hsmnelgsonuedidululinnniu dsdmaliAnnsaduayulasansiitsanronaduimiounszansg
7 vy Tasanisugnd Tassmsiaundanuazein lassmsfaungueuiiddunielasli3smatonsuou
\AsAn (Carbon Credit) lilevawensUassfmiFounsyanilliotandnidosls
wAsgIuLAznTaUNIuiiigadasiunsianisfineidaunszan

1ATTIUNAENTOUNITINILANS 9 MAsdesiunmsdanisfneFeounszanansaduuuimiseli
wilgaumuussansuimsdansuassansusuldegtaduszuudsznaudienisin NMsseau wagnsvu
aeunienissusesiinansannisuaesfneiiounszan (MRV: Measuring, Reporting and Verifying) Suuiay
1RsgIULaEnsoUNIYuATgaiuas inguszasduandaiuly esdnsanunsadontiunasgiulaznsoy
msvhaufmnzantuuion Whnsuazfanssiluhddgunuvesmues nstanasgiumariluussondld

Y o

lunsafivauasisliddgunmuaunsauianudeiruaiuduindouwasatuayunisaiiugsng

[

9e19838U (Ebersold et al., 2023) umsguuazisnisidrdyaunsaazulananisned 1 seludl

v 9

M15°99 1: wesgrusazIsnisiidfglunsianisiferduasveuiianunsainuUssendldiunisdanisraly

U
amu | Ussan WINIFIUY F8azden
1 GHG nseunssrenuing | Wuwwimanadildfuegisnsnarglunisimanagsisnunisuasy
protocol | 13ouUnIzaN GHG Taguusoandu 3 s¥AU (Scopes) laun Scope 1 n1sUaey GHG
TagnssanumasiioadinsmuAu Scope 2 NMsuaey GHG ynadesannisly
wanuliiwasndanudu q waz Scope 3 N15UaBY GHG M19dauAN
viuldgUmuuazAanssudu
2 ISO 14064 | wmsgIun1sUayTuas LfJuﬁqﬂmmiimmﬂa'ﬁ'ﬁmuwﬁﬂLﬂmm‘lumﬁm ALY WAEANT
S1891Uf 1915 au | asradeufmdeunsyan (GHG) newlssandu 3 drundn laun I1SO
n35aN 14064-1 wiIMeNsURYTLarnIIe9UNITUaes GHG d1msusinns 1SO
14064-2 Lwmsnsaatazn13indn GHG Tuszaulasenisiaz 1SO 14064-
3 nannauluNInTIadeUkaENIsTUTeIaYa GHG
3 S0 50001 | smsgiuszuunsda | Wunasguiliwumadunisuiuugdssavsnmmdsnuvedesdns dail
AIWAITUY NalpgnsIneanIsann1sUany GHG
il Science | nseunisaadamang | SBTi Wulasenisfigasesdnsinuadmunenisan GHG Iaenndaaiy
Based annsUapemsusuy | UaNN1TIAINIrEns wasttiuungvestonnasudd (Paris Agreement)
Targets Tunissingampilanlaliifsduiu 1.5°C vie 2
initiative
(SBTi)

1: flguiavines
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TunssuduresinlggumuitassudulumsinusruunsdamsnsUdesfedounssantunisas
Fufuanmsinwinazyhanudilanseunsmenufimseunsean (GHG Protocol) Witetduuuamslunis
afumsnuildunsgunasgnieadioatuayulunisdudunuldedsivszdninagndewuszuvaina
(Sharaf-Addin & Al-Dhubaibi, 2025) luwnigfisnnsgrunsUnduassaufeiounszan (SO 14064) Ly
wasgiuivaslividdguniuanunsnyssiiudaUiuim (Quantitatively assess) wazsyyunasriiiin (dentify
sources) veansUdesfmideunszaniiind unslureuiwanisiiiusy (Operational boundaries) U84
mutldograudusyuuuaziiseideuds (Systematic and methodological) Wildgaudilaigadn (In-depth
understanding) lugUiuurainsuaes GHG wawidlagumusialulusunan luiseseinsdnnisndsnyly
vislggumuszuuazdesliauddayiv 150 50001 Fadusnasgruiivsansanlunsianisunasiuia
vosnsUaesinaiieunszantufonslindsnunefivsznoudut uduindldgununasdudud dyrena
gnsanudstulunisuimsdamahalgguniu Wy TununsinyndamilugaamnssuuUssuammsmeialag
1 150 50001 11UsEgn#le (Stephen & Valsalan, 2025) usnaininisduiununseumssaimaigannis
Uasemsueou (58T dudulasinisitduiladeiddalunisanasveuiaenndesiuuummadmuneves
TennasFalitunnssfadsgsianiaensuaziirsnlasssdnanazdesu foanutermundg q vos
1as9n1s (Tilsted et al., 2023)

n1suszendldluninanaivnssuuasiaglgauniu

Tunegaamnssuuwazvisldgunu nsussavhsldguyunsueushuaansnyszgndldiunfniag
Tggunudiden (Green Supply Chain) fumsdnmsvisldguymuiiodunseuunanlunsdndunulagay 1
anuddglu 2 Useiiiu Ao mseenuuudiden (Green design) iieadostunisliauddgiuingdiv ns
sonuuuuazmskandududdifaguiitinuandinsihnduanldlmilduasnansenuiifiredwindeutiosiign
wagnsiniuaudider (Green Operation) iunsmsdniunudluguuuuvosuumadanagnsfiviadle
gUmuthnlifieuuusinssuiunmsuasanssuding q Tidulinsdedundouuiniu Ssldifeusddsnadie
danndenwsdaiuedodloddylunsfiuyssaviam anduny uazaiunnudsduliiugsislussezeniay
MANN15YRINTHAUTEEY (Sustainable Development) Aanssufiedodliinnuddyuseneudne msuand
Weawagnisinauinldlnd msladafnduuudeundukazniseanwuuin3etie N15inn1sANgaUaagnis

YUAEIYY MU TIANTALAAININTTUTNITR693UN 1 (Moshood et al., 2021)

[ Green Supply Chain Management ]

! f
I Green Design J I Significance of Greening the Chain J Green Operation

1
¥ ¥ ¥ ¥

Green Reverse Logistics Waste Green

Environmentaly

Conscious
Manufacturing and and Network Management Logistics

Remanufacturing Design

} } l l

Source Disassembly
/Recvele

Design

Production Inspection/ Sorting

Planning & Reduction
Scheduling I [

I Pre-P ing | Pollution Used

Prevention .
Inventory Computer
Management Collecting Stores

Disposal
Location &
Distribution

Recyeling

U7 1 Aanssulunalggumudidsnvesnianiswgn
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Tunsannsudesfedounsvanuazainsnnudsududunadosluhdsgumuiulifeusnsly
wruaren (§sunaeniing ndanuliin ndsnuanuazndeud) wznsiauszansamlunisld
Wity Senuasdosimsuulguadesinsuargunsalliiiussavinmnsldnuuaznini fanmde
Tavsovesdsnduunldlundlunszuiunisuanaztisannsuininenssssufvdeeniily wu nsiwaiadn
udanduunldlminunszuunsusudiausatisanusinavesiiaannsuilaauazannanssnuse
Aaundo maamumiﬁﬁmm‘[uiaQaﬁﬂmmﬂizqﬂmﬂlﬂumﬁﬁwLﬁummﬁaammiﬂdaaﬁ"wﬁauﬂﬁzﬁm Ly
szuuladafndoanssy (Smart Logistics: GPS) nstaivalulad loT way Big Data Tunsdnnisauainsndsogng

fiusgAnsnmitannisgaydeannisiiuinniduanuiiluasnsuudsdionain

wanandmsldmalulagtuasdulaun inalulad Carbon Capture and Storage (CCS) &aimtiiian

Jusazdniiumsveulaeenledfivaesesnunainnszuiunisnde neufiduszgniaesdduussennia Hiuan
nansznusiedwIndey nsasanudufdvialiiuiddgumudsdinaneiinanisuesiuuazdndulalunisan
arsuaulurasldguniu (Mubarik et al, 2025) na1afe fe Wulusunsuuszanduiounanasuiivisligsia

A199 @U15085 190 LA DUATS (Visualization) U83LA3 DUBTWNABLBUTIINLA FauaAUL (Wiasingau) TU

q

v
a ' £ |

e (gnén) aseumquifiduisitosionun wu dudn §5ine fuuds uargndn idediolvelsl
psdnsiieudlasgnadndaienfunssuiunisinavesdud uims wardoyanaonedmnansisuiiogiugy
sULUUYRs “Digital Twin” viSeuuuinaesddviavesszuunsudavseilgguniuanansatielviesinsaiunse
AaszkarUTulTinssuIumMIdig q laegediussdniam aansgaidenineinsuazannisuasuaisueu
wilulad Blockchain Wsnfunuwlumsfiuanulusdla lasviedamunisUdesnsueunasavisldguniu

@

ilWeeAnsanunsassyaffesUsuuslaegauiugaznaunuannisuassmsuaulaogaiiusednsan (Li

9

=

et al, 2024) Famaluladmardidunsldtuamululassmsifidunugsuasdosnisninauiidernglunis
fufiuau uenaniisadlniedlody 9 Vfaﬁmmﬁ’lmﬂixqﬂmﬂﬁ 1 Supplier Mapping & Discovery Tools
Traceability Software Risk Management Platforms %38 End-to-End Supply Chain Visibility Platforms 1{u
A
N153A312%He1YaUNIU (Supply Chain Analysis)

n5atesesiviaclagumu (Supply Chain Analysis) luguuuuiidssalnenssienisaiiaiisldguniu
ASuaus (Low-Carbon Supply Chains) asagifiunsiiasefiiunisussdiuiagyhanudlanansenuse
dauandeulnsionznisUdosfnndounsyan (GHG Emissions) fiAad unasaneile luusazAanssu 89
sUuum iz audunszuumsddgivs ifudmenddgumudilafanssuaunsdiduanly
HaqtuiidmaliiinnsudesfnmFeunszanuiaiu 1) mlineilasaiuazesdusznouvesisldguniu

@

2) masvyunasiudinfmdounszan 3) mstvuadad Talumssuiiunu way 9) mafmuaIsnisUiuanis
fdiua lnedineandoaduoludfneazdadsl

1) MTeilasiaiuazesdlseneuvewildgunmu nseunAnluiideunar|dfunmssouiu
pgnfrvafigadmiunsiiasest dansuazuiuusaiaslegunugnitaunlag Supply Chain Council
(ﬂ‘ﬂﬁgﬁmﬂuﬁwwﬁwaﬂ APICS 138 ASCM) 13891 SCOR (Supply Chain Operations Reference model) #s6
WUy SCOR LL‘U'Qﬂ‘ismum‘ﬂumﬂﬁﬁqﬂmuaamf]u 6 N3LUIUNIVEANUTENBUMIY N1531UKY (Plan) N33R
(Source) N13uén (Make) N153nds (Delivery) n13dsAu (Return) wagn1satiuayu (Enable) auandu (APICS,

2017) g usmsvislgdguniuaiunsatinseuves SCOR luszgndldlunisnisadanuudnasnssuiuns
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(Process Modeling) Liadnyunurauazinanudilanszuiumsvesmuaslulagtu (As-ls) lugusesianssy
MiansUasefinniounszan lngausouuseaniduszaudu (Level) iieliiluszansnmlunisinszing
M1597 2 Uaggun 2 sail

115199 2: nsuudlassadslumsiinnesiiiddgunuieldieseginisudesinssounsyan

STAU ASTUIUNS

1 MMUANTEUIUNTUAN 6 NGY (Plan, Source, Make, Deliver, Return, Enable)

2 A UIERENTEUIUNS Level 1 sanunszuiunisges wu anelanisuudianadl Deliver Stocked

Product, Deliver Make-to-Order Product vJugu

3 | MsmmuaianssuvreanseuIunstuseaui 2 WasidendWu lngszydadedndi Aanssu way

J9981U19DNVBILARTNTEUIUNIS

4 | MIassgazBunveanstindany nsinsiginisudesinviseunseanuagsey Scope (1 2 %30
3)

msAnwuardaszinisuassinaisaunszanlaalduuudiasinszuaums (Process Modeling)

S¥AUT 123 uay 4

—
RS o a o , o
2 LAWY > 2159w > 3msHan > 4msends > 5.n15d9Au > 6.M3AUVEAYY
5’%
v v
o~
& Deliver Stocked Deliver Make-to-
3
§ Product Order Product
]
o
RS o o v o
2 > Yaduriudn > NITUIUNTT » Jadwinoan
33
2

a < ]
Anssvnsuasuinelsounsyan

- l
=)

A195WAUA USTLANAISVUES UTELANUN ALY TZ8ENNSUUES |

Scope? (1 2 3)

mislindanuluads/mudnszaedud

o

U7l 2 fegmsiiszinisudesfimizeunsyanlaslfuuudiasinssuaumsiauiusiuuy SCOR

2) mssryunasiuiiniesounsyanlunildgumu awnsadszendliunifnvenalnnisinansveu
V\Iqmw'%yuﬁaﬂﬁﬂi (Carbon Footprint for Organization) @auuadu 3 Scope 1u (1) Scope 1 ifunsudesfing
Bounszanlasnsaiamuaainianssumeldnsmuauuetesdng iy e lviidemasennwviondole
1h mavdesfies aneuwmug mainveadelnensaainnisanueseadnsvielssnugnamnssutiu s
(2) Scope 2 Wumstdesfanisdeniiisadastunmsudnrsonsaiiunuesesding 1wy swnslalindsany
visemudu Fuistunendauiivetesing msudesfingm sneunuzvemine Wudu uas (3) Scope
3 Junsusesuafivnedoudy 9 vanuaainfanssuvesesding duintunnunasiudndosnsduladlisidu
rveawdelaiannsnauauld wu msddesfingn nemumvugiiisdesiunsfumsominaustong

UN 11 9INA LiBFINVBIBIANT N15UABEAYY INEUINUENYUMULEENITIATRTATIWN 9SNNS
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AnduaukuuIIamNIse (Sub-contract) Wudu nsszuunasiiafziseunszanluwiasduneuveniig
gumudrglimauifanssuladwansenuiedawindennniigauwazanunsamvuanagnsiiioannisuaosfing

a a

SauUNsYaINbRog1alusEaNS AN

3 &

3) nsrisundad Talunsdiduny Wuduneunsmdedfithuiiesgiuasyssdiunisuanis
Fdunuitldmuunlasilianuddgfunsinguszassmsdnduoudldfmualy Ssnisnundudd e
(kP)) Suiutumeuddnylumsfinnuuazssdiunanmsusuuaimsihanuluihddgumutiagtiu fdiamad
ma%maumqmnﬂﬁwwaamqwqﬂmuhaaQUuﬁugwmmﬁ'gLLU‘U SCOR @4 Purnomo uag Syaffianita

(2024) loiauedidinUsedninmveialggunudilealagimuiunangmnainssud melagwu sy

A9n55ULAA NIFINHY NIFIAMT NISHAR NTIAES NIFAIRY MIUAIRU AIRTIARINAILANININITIN 3

M131991 3: MITeuiguRanssy Avlainuseansninuagisn1susviliunauuiugIuvassakuy SCOR

fanssu fufitiauszansam /A
LAY | 1.1 seaududainasdniuussadue (spfuAufAIRdy/AIFeInNsIndLfoIfaX100%
1.2 %Rneusuminauid saduderiivue | (Sruiundnauisvsuvildgunudides/suay
sudswindes wilnauienna)x100%
1.3 %M3MInvoude (131%1‘17%@&%zﬁgﬂﬂéaﬂaaﬂéﬁmnmﬁam/ﬁmﬁnim
VDINAHANF)X100%
2.15991M 2.1 8n51UBUNNTOY (Frumbeiitiga/Auumineidnd)x100%
2.2 wnwaneeasAilususes EMS vis | (F1uIudwna1810097 nOUALDIAILFBINITA Y
ISO 14001 199/ 1auuindwnatsiees Al uwusingdu
UIENX100%
3.0IWaR 3.1 %ANNANMAITUNTLUIUNT (SruumieAitiga/Iuaume inam)x100%
3.2 UsgAvSnmueaingiuledesdng (FTIUIUNTLVIUNTRNAAA UIAIANIATFIU/ 187
funsiild)x100%
3.3 %INAUTUNTIY (FTruauingfudunsielunssuiunisndn/Inuiu
fngRuttouaiilix100%
3.4 %ianngosaaslinisdanm (Srunutaniidesaaslimadinmiild/suudiuau
fngRuttouaiilix100%
3.5 gpudsfiiind uAnduvosidusives | (minvessiufiindu (vounan veauda)luiin
NANAITIHGR TIvesAUAANSIFUX100%
3.6 Wianfianunsothnduanldlmi/mai | (UTinavessiiawsaihnduanlodals/ fngauild
TngAunaulylng 391)x100%
4. msvuds | 4.1 dwsnnsdedud (SruauAudnivuds/S1uauAudTiaLn)x100%
4.2 % vesdemdseunmugilingany | (Wimansudesfnedanas/usuimnisdesiing
maden auaneunsléifomdmadon)x100%
5. msdsfu | 5.1 dhsinisdsfudnnaneiees (Frunumhefu/duiumiiefisuangnd)x100%
5.2 %¥8INsFoadEuREITUNsIIA (F1wIums¥ a5 suvesgnAnf LA sadead ul
Formuasudawndonainudniasi Aawandon/snuugniniifeaFousienun)x100%

fan: UFuU3e131n (Pumomo & Syafrianita, 2024)
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o o

aviidinasidiladsuazdeansindaelinaulussdnsidilasasiidunlunsuiuuse nsimvundvis

o A

Tafmunzanazdieliesdnsamnsafinnin Useliunauazusulianisfanssunsessuuyauluiilggunu
iieanfga1sueulaeenledlietadlusedngan
4) iuuadsnsuulTansaniua Wunmnisnisuasnagnslunisusudgsmsaiuanutagtu

yaeilggumuiisanuansznuiiduamafiviliiianisudesingaisusulasenlenluianssusg ¢ Aanssu

o a N

nnshinuddyuszneumenisdaningiu (Msidenldingiuiaznisatduayunisinums) Mwda (USuls

q

sUwuunsldndany) myvudaasladading (USuusesussansammsvuds aan1sldussedue) n1sdnnisves
o (anUsinaveadeiAntu mathndualdlnm) wagnsadeanudaudiefulussniraiadldgumu (s
arudadiofudwesingiv {liuinsvuduasgnén) Tnedseguuiiugiu “meviliAnauddu”
wuvnsysaNsiiveannisUdesinaiaunszanluindldgunuivenauddu
msannsUaesfineiFounszaniduieasshuiidesiniunsetieiads Wesnnnglandouuas
mMsAsuudasanmgiiennadssansznugulsssedandon insvghauazdsaurilan fesnsfazdiiunuan
nsUdesfen TiszaumudiSaiufosodonsinauetesdnssneudu q sauiu L (1) N15YIUING
éf’m?ﬁLnfﬂﬁamL%nqﬂLﬂuﬂﬂiwaﬂ“LJLLuaﬁmLLaxLLuaﬂﬁﬁaﬁLﬁuﬁmwiaﬁqané'auL%ﬂginﬂ%gumawmmsﬁwLﬁumu
wazsTInnARSuT nsyudunsdestularanmanssnunsaudedauindouiasfinturunsuseiiiung
nsENUAAEA9aITIN N1soankuudlnmasugia nsdestunaivaausdums uaznsldndsunay
n¥nensegduszaninm Fadunsduiunisiouiasfatigmvieldsunsdsduldmenguane weadhs
mnudsutazaneandeduszeren (2) ssuunsdanisuassssnAvasudanndoudunisaianseuns

Mauidussuukariindnnis wieliednsaiunsausmsinnisuansenusedawindouleagraduseansamn

v '
v du Ao =

TngAsouAquisnITiANTEUIUNTIANTSAIRGEY (EMS) Msivuadmsneuwasiiiinndaau nsildiusiy

1% a

wazANLTuTeIUIIT MIaseimusTsuesdnsildlidwindon uazn1slamedeyaruawindensdie

U

Wsdla Wieademnusuinveunazanudndadoluniseuiiuay (3) Msyauswiusazasraesevieduna

SR lunsenseiunsUfuRnungssileuiudsnden Ineunisasianuduiusiaraiusiudeny
Hidulddrudesie 9 Turisldguniu 1wy 1519eeingau nie91unIAsy adAnINAUILENTULANAY

Y 9 3

a

RAAIMNITL L alaniAsudaya LUURN Akazs AU auILWINIlunI5InNIsa swindauag 19l

q U

UszAnSnmuazaeandesiu uaz (4) Msfnaa aeaeuLazUiuusedsieilondunszuiumsdifgluns
a$snuiuladnesdnsaunsaufuRnungssdeudiud windouldegeiusedns nnuazssdulag
Usgnausmenssiiiunisasaaeuisnelunaznisuen nsimalulaginldlunsinnuuazsenudeya
nssudunsuilusaztesiuienudaunnisanaznismununazuivlssssuunsdanisdwindeusgn

auane WeliviusensudsuiUatwaginuivdnisainnuiudwindounfdusgasdeliies Hedaunand

1% I a

azasenulaIsunansudsluvesssia mslasunisseusuanguilaauazinasu sauisdaasuliie

o

nsmunngEulneddadedidgiiieites taun nsussendldnalulagadeindluvisldguniu n1siidiusy

o

=~ =

mﬁmqﬂmﬂdaué]’mﬁiﬁﬁmiﬁqqﬂﬁ’l A99RNLUUNANN IWAZNTLUINNSNANTEINNTIATIENI9958I9 (LCA)
nsujiRnungszidevana (wu deanasinia) waznisamulumaluladfiiluiinssedwindon deing ¢
wiantaztiandunulusrezend fan1saianmdneaing Windaauaasatunisudatu anaudemn
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wwmnamMsUsEgnaliisnviseiaseslisiveannisudesfinasaunssan

mseanuuutiteannsassfingseunszaniumldgumutudunssuiunsiidesiiansanyniuneu

wIeRaNTINAIEITewmausinIsideningaulvaunseninisuslaauasmsminlaedseasdenfani s 4

15199 4: Anuduiusvesianssuluisldgumuuarisnmsaniununasidilszasd
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wWdseas

Lmsideningsiu

dendngaviunanidtvesdadenisuiniliiansleida

Y3 IANNNANAILNTLUIUNITANSUBUAT (AUNILI VDS
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7 5l9iAa (Recycled PET, HDPE) Laanianindnae

N umyudey aiaiusinsiudivesdadunisudn)

AANIS NS NYINTTITUIR
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NAR N
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WENTUAIULNBNNSTOULYN LAY (MAFDUNARNN U B0
Fuduaieang N15eenkuulelugals anaudutou

Y8333 Anaaniiednwenuaziinauu i)

NAILINITODNUUUTUEIUVD
NARA LN DLENTUAIULIND
dinduanldlvaiidenuneny

AThEaU

3.NTTUIUNITHES

WinUsEaNsamnstinasanulaedenldinalulag
Usendanasnunasndaunyuisy Wasleaisiwas
FaRuay wWUALMOSIAUNANIY AAFISEUUATIIEDUNNS

Tgwasnu Taunsaiusendandaa)

AANSIINE9U ann1s5Uase

aie (U1 91n76)

4.7A159 0015

ABIAUAN

158 UUTAN15ARIAUAINAANIT LT NS I ULATAANIS
deomevesdudn iusuddniusasnduaudi sovuds
FaluslR SEUUUSINIASIAUAT SEUUULYRsATIAEaU

S GES)

AANISLTNA 191U ann15LY

NSNeINSUNITIAAUAUAD
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auieuazlania (Challenges and Opportunities) Tunsthanadunatsmeansuauunussanald

Turieldguniu

nsdwIAnlgaUmMuasusuinUssendldlunisesnuuuiaaliunisianssunisaningiseu
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Abstract

This study aims to compare demographic factors with consumers’ decisions to purchase Thai desserts online
in Pathum Thani province and to examine the influence of 7Ps Marketing Mix factors on such purchasing decisions. The
research employs a quantitative approach, utilizing Demographic Factors, the 7Ps Marketing Mix, and Consumer Purchase
Decisions as the research framework. The study area is Pathum Thani province, with a sample of 424 consumers who
have purchased or are likely to purchase Thai desserts online. A convenience sampling method was used, and data were
collected via an electronic questionnaire. Descriptive statistics were applied for data analysis.

The findings indicate that demographic factors, including gender, age, education level, occupation, and average
monthly income, do not significantly affect consumers’ decisions to purchase Thai desserts online. However, Marketing

Mix factors, including Product, Place or Distribution, Promotion, Process, and Physical Evidence, significantly influence
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purchasing decisions at a 0.05 significance level. The findings of this study will be valuable for researchers and business
operators in developing strategic marketing plans for Thai dessert businesses to effectively respond to consumer
demands.

Keywords: 7Ps Marketing Mix, Buying Decision, Thai Desserts
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ruuenAlatu Shopee vesffuslanlungaummamuns nui “dadeduszaumsmsnaindugemsnisia
Sriefun1ndendedudiosulatituueundiedu Shopee vaarjuilaalunsammumunas oglussduun
Uszrdlianuddyfuseundindussulatl (Shopee) finruindefiouasilinda azmnlunisdedui

waza1uNsalTuUINISianann 24 Talu9 wasiusN1TdsdumNTIGT wavvainviaiy”
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aden FiulvAtudin uagned quitus (2565) Anwiises JUuUUMIILILTIauazadudiuuszauma
nsnaaeeulatiiidvinasonszuiunsdadulatesmnduiiuromnseoulativesyaainsnsudeuaiuni
fe Wi “wdndusitumsdnauladedanuduiusnein lnsyamnansudevaiuaifivazdndulate
wszawseduilsanifiedes avenn gnvdneunsy uavasdnaulatomsziigndunuansamudnuiuini
welalunsfuuszmuomsadudusiuaumn swsvuressesulatvesiud dndnauresiiudii
ansaneundugnALAluYiui”

JuNTINY Wi wed wazfduns Wuanwey (2566) Anwsed Uadudinlseaunanisnaniidnaneans

¥
o

naulatendnsusiunauiinludminaymsaias wui “dadeduyanaluduaniuam wagssldadese
ou dwarensinaulafendnsusivuuruiie: egnsdiduddymeadinfiszdu 0.05 luvnziitadudnyana
Fune 91 sedunsfine Taqusvasdveanmsteruimuien aldielunistorumauie uazarudsenis
dnauladeruumuiies lildsuasonsfndulatonansurioumuiie:”

Ilvana Tanjung (2021) Ani3es MlATsinanIENUTeIEUsTANTININNSAAA (TPs) densdndu
Tuladolu Sentra Snack Stores d19791fUgnén Sentra Snack Store \ioags1u1e1 Yssmedulafife S 70
au l4adid Arfeas Armnud Anads duidauunnsgiu wasnsiieszinsannesnga Nud “wandus
uazs1Aiinaientsndulate Aud a $1u Sentra Snack Store Tunnirdl nisdnsming msduaiumsnan
wifnauglifuinig nszuiuntsliuinis uasdanedeumsnionin lifinadenisinaulate duf o $1u Sentra
Snack Store”

ABn15AnY (Methodology)
Waniun1sivy

UserInIuasnquaeeng

v
N Y a

ATl dunuddodalsuna luiundwmiaunusd Ineuszenslunsidede Juslaainedouas

U

P v

aniaziovulneuaredveglufminuyusd Mdnsuswiuiiuiueu waenduiesnsie fuilaailasie
wazaniazdoruilnenarorfvogludminunusi Suundudiegns 424 eu Tasfnuanguiaegisan
gosnsAInuuulinsudwulsznsvesneuasy (Cochran, 1977 91afislu 5594l toneng, 2543) 31NN13
Aunzlsvunedwiunguiegisesiuslnalunyidosiuau 385 au waziindwuiesas 10 Wetesiu
Sruuemaiadounaziitenaunuuuuasuauillaysal Jeldnduiegidlunitondsd Budwnu 424 au
insesdleildlunside
wuu@euaal (Questionnaire) MldiAudeya uisenidu 5 dw

dwit 1 Moufiedansesineunuuasuan dsinwiifinguuszrnaamedulaaluminuyusd

duil 2 ManuAnfuteyauszvnsmanivesneunuuasuay laun e, 01g, sedun1sin,
913 uazs1eldadesioiou Wudnwagauuuunsaaeusens (Check List) $1uau 4 4o

daudl 3 MauAeatudnyszaunanisnain (7Ps Marketing Mix) fidsmasionisinauladevuslne
Hudemnseeaulatvesuslaaludminunusil ddnwaruuvaeunuateln wardauuuiinsidiudssunu
/1 5 526U (Rating Scale) Ussnaumeanuiay 7 #1u duay 3 4o Siuau 21 4o

dwil 4 wuuaeunuiAeaiunisindulateruninesudesnssulavivesiuilaaludmiaunusd 4
dnuazluudeUnuUaedn uagianuunnTdulsEanan 5 sEAu (Rating Scale) 113 15 Yo

dudl 5 muAnTiuvEedeldusugiiui ddnvuzilumoiulaiela (Open-ended questions)
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nsaAseidaya

n1siusIvTINToyaseninufeu dauieu 83 waATn1eu 2567 91NNQUAI8E19IANEZAIN
(Convenience Sample) Ingldin3asilouvuasunudidnnseiind ilerhuasaseunimgndosnouiiaziily
ApTeiseaf Rl Tau MIkInkaseuR A¥esay Alads wardudsLuuNnTIu dun1sie e
atfTeuNIY UTENaunlIenNIsInIIeRAuLUsUTINNILAET (One-Way ANOVA) kagn133tAs1edaunis

anneeienyAn (Multiple Linear Regression) lagilsgaulied1Atyniadifinsedu 0.05

Han13An® (Results)

nanFIasziteyatadesiulssrnsaans wuin greunuudeunuaiulngilumands 1w
277 au AnludnsnSosas 65.3 Torgegludeny 20 - 29 T Truiu 161 Au Andudninsesas 38.0 szau
MIAnwIsEAUUI RS 911U 269 Au Antdudniniesar 63.4 |Wundnauensu §1uau 136 au Andu
dadovar 32.1 uanludiiseldededeifeu 15,001 - 30,000 U $1um 174 au Andusnsfesas 41.0
namsliasgidoyasziuauAniiuisfuiladvdussamnismarniinadenisfndulad ovuulnesiiu
Fosseaulatvesiusinaludwminunusiinmsimegluszauiiusieuin (X = 4.04, S.D. = 0.526) lngnuin
FrouuvuasuaudnlvgdssiuauAniiuin dudadming eglussiuiiusesnniign (X = 4.21, SD. =
0.677) 599R3NAD Andn sunszuIUMsIUIMS egfissduiusemn (X = 4.12, SD. = 0.668) 583adufe
AR FURIIAENNIINEAM (X = 4.11, S.D. = 0.662) 59388178 And1 Auntinaugliusnig (X = 4.08,
S.D. = 0.744) 5998911A0 AR ATUNITERETUN10A1R (X = 4.06, S.D. = 0.760) 999891170 ANIT AU
wansnu (X = 3.96, S.D. = 0.689) wazgsusn agluszauiiusiienin (X = 3.72, S.D. = 0.809) AUa1AU 619
AT97 1
M397 1: wansAnade Andeauunasgu warseiuasAndivresiadediulsraumisnsnann duasens

@

Anaulagevuulneruremesulatvesjuilinaludwminunusiil

Jadudiulszaunninisnain SEAUANLARLTAY
X S.D. wiana BRI
PUNER A 3.99 0.689 WiLAE3In 6
AUIIAT 3.72 0.809 WiNA281N 7
AUIATINUNY 4.21 0.677 wiugennilan 1
FUNTEUETUNITRAN 4.06 0.760 WiNA281N 5
Auntinaugliusnig 4.08 0.744 WAURAEUTN 4
FUNTEUIUATIAUSANS 4.12 0.668 WiLAE3In 2
FUALIAZIUNIINEAN 4.11 0.662 WiNA281N 3
573 4.04 0.526 WiLAE3In

n =424
nanTaneitoyasyiuaTuAnfiuRefumsinaulatorulneiudesneoulatvosiuslaaly

Jmiaunusnll Tnesamegluszauiiudenin (X = 4.13, S.D. = 0.470) nuin faeusuuasuauaIulngdl

siuanuAadiui nlawelafunmuamussunveazlinduludedn eglussduiudenniian (X = 4.46,

S.D. = 0.722) Fapn51971 2
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M151991 2 wansAedy AndeuuunInsgIu Lagszauanuanivresnisindulafesunlveriudoanig

soulatvesuslanludminunusiil

v FEAUALAALTIY
nssindulatevunlverutemisesulal — —
X S.D. wiana Ay
nslawan/AUsludunsziuaiues 4.01 | 0.770 WiuAean 12
mudesntesiedhuiuddiyinanma 309 | 0.89% | AuseUiunans 15
Anudamsieiloiuiiou/auiinde 3.88 | 0.887 WAUfENN 14
Fumannduled/lmdeaiiieroude 394 | 0.878 WiuAean 13
§1uFHAmAniy nguslansedy 022 | 0821 | \iufenndign 4
aounuilou/Aseuaia 4.05 | 0.870 WiuAean 11
Wisuidleusa/aunm deudnaulade 4.14 | 0.731 Wusaen 7
nameusuINgnélutuneunsussiiu 421 | 0752 | \iuenndiga 5
anuaganlunisdsde doudnalade 4.23 | 0.696 Wiusheunniian 3
foyaifisanadensindulate 4.07 | 0.745 WAUaELIN 9
Lﬁaﬂ%yamuﬂ"ﬁLLuzﬁwaqtﬁauﬁaﬂuiﬁfﬂ 4.06 | 0.858 WiuAean 10
nstustunAusiutusinasiensdnaula 4.10 | 0813 Wusaen 8
nswvsliulsraunisalfuifiowaseunth 4.15 | 0.726 WiuAIBan 6
mnlawelafugmam alindulutod 442 | 0722 | \iusesndign 1
arumelaneshlmiAnnistodi 441 | 0722 | iusheuniian 2
39 4.13 | 0.470 WiuAean

n=424

Han1sVegevaNuRgiu wud 1) Jaduaiu e 91g sgAun1sAng) 019w wavselaladesaiiou 7

wansinefiu dnrsdedulaidengevunlneniutemiseeuladvesuilaaluiminunusill luunnsneiu aged

'
°o o A

HedAgyNIzau 0.05 AN 3

M137 3 : wanawan1sasunanIvagevantigutafeUsrvnsmansuandsiuiinsdaduladevuslneg

Hudesnseeulatvesusinaluiminuyusiiiunnsineiu

AUNFRFIY GAL Sig. NaN1SNAdRUY
LW F-Test 0.294 laiunnsna
91 F-Test 0.282 lalumneing
FZAUNIANTN F-Test 0.697 Taiuansing
DTN F-Test 0.641 laiunnsna
seldadesoiou F-Test 0.664 Taiunnsing

2) nanmsnaasvanuAgiutadeduUszaunanisnatniinasenisdnduladentevunlneniugeinia

soulatveuslnaludminuyusill lneddade 5 d1u Ao Arundndue sunsiadinuie dunsdeesy

A1SAAIA AIUNTTUIUAITIAUINNT HALAIUAIINABUNIINIEAIN dnananisinduladendavuulneniu

Fosnseaulauvesiuslaaludminunusifiogndive

o v A w

anpgunIenu

o
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A13°99 4 : wansnan1sasuranIsvegeuanNAgIudaduduUsraunanmsnaninasiensindularevualne

Huemnseeulativesiuslnaludminuyusiil

GHEZE R ann Sig. HAN1SVAEBU
PUNARN U MRA 0.023* YUy
AUTIAY MRA 0.814 Ufjvas
FUNITINTIUUNY MRA 0.011* yoUTU
PUNTENLETLNITRATR MRA 0.000* YoU5U
auntnanugliusnig MRA 0.904 Ufjas
PIUNTTUIUNITIAUINNG MRA 0.004* YU
FUAINE DN AN IEAN MRA 0.000% yoUTU

aiius1ema (Discussion)

ATeinudn Jadedutssrnsmans wuin Jadedrudssainsenand Taun e eng sedu
n3finy 093 uazseldiaderaieu funndsiuiinisdaduladesunlneshuremsooulatvesiuilnaly
Fadauyusiliunndneiu Yaudafuuunansesdladouszansmand vesdiassas la3ind (2550) wandng
auuAgiuiivualiin dadesnulszvnsmans leun e o1y sdunsin 013w uazseldiadedeou 7
uanarstufinistaduladovuslnesudomsesulatvesiuilnaludminunusiunndetu vaderadu
wszvuslnoidududuszinnemsifisimdene amnudsai wazidududussamldudmunly Low-
involvement) 3alidndudedldinatlumsinnsandadulaninin uenani msveneimesmaneeulaiily

Uszwmalng Jusawaaniunisailadin-19 vinlin1sdevieniuteanisesulatiduls esdnanazasnind Wy

v

Hustneaunsadnfevunlneesuladlseg19aeain A9UITEUIEIUVDY JUNTINY WAINBY LATATUNT WU

U

=

annY (2566) Anwnsee Uadudlrulsyaun1anisnainnilnanonisanauladondns i vuuusA el ludania

aynsanas wud Yadudruuaraluiuaniunin uazselindesiaiieu lidwadenisinduladendndurivu

a ¢ 4

YULAYT LWULALITUITATY danaded uag 95175 gn¥Isning (2563) Anwvises Jadediulszaunianisnain
soulauiidwmanenginssunisinduladeidedunduiuivledmduddidnnseing Tuwwndinelies Jmin
fiwaglan wudn Jadednuasdszunseansndwanongfinssunisdnduladoidodundunuivlesdinig

NHVIDLENNTOUNE TILUNAIUNA ADIUNIN SEAUNISANYT wazTelanawdaulasninsiutazsiesuly

VY

waneeiy o1 dumsziissnnidesnwazsiaivainvatslvnusinalaidenwazsinduladoniuainudeanis

Y

I a

Meauiuudazyana fany Jadeaudsyeinsmansididdnsnanenisdnduladevunlnesugemis
L3 Vo al U Y =
soulatvewuinaluimiauyusii
drunanisAnwtadedlulssaunianiseatainanenisindulagdevunlneniudoamisesulatveg
guslaaludminuvusiil wud Yadediudszaumensnain dundndue Aun1sdndmiig sunsduasy
A1SHANN AIUNTLUIUAITEAUSNNT BALAUAIMINADUNINIEATN dnasanisanduladpvuulnesuteanig

N o [ o

souladvaaduslaaludwinunusluansnsiuegefidedAgisedu 0.05 sniiuladediuan waganu

N o 19

wilnaugliuinsildiinadenisinduladestdideddnyiisedu 0.05 asnndesiuwufnusduveldes

17

WAdYYING warAny (2550) assdiunidsivanufgiuiidmualidn Jadedudiudssaunnisnainiinase
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nsandularevudlveruteimsesulatvesuilaaludwminunusil awnseeduseladediuseaums

A1SHANNLNALFALAUAIT

a o '

Jadeanundndo duasenisdnduladevunlniiudeimnisesulatvesiuslnaludminunusiil

'
o w aa 1Y [ P

wanenaiy egadilfeddgynadafiszau 0.05 Maderadumseiusinablinnuddyiunisidondendnsioue

o o

v
a '

lngAdsfiananin jUdnual wianads AnuraInvatskasaudiaula saufesandiinswiuainnis gnn

a

awdndulareruniianugnlaninnimmign dawnuideves ailan FiuleAtndn uasned guitus (2565) 1584

saaa a i

gﬂLLuumwﬁLﬁu%%LLas‘ﬂf\]ﬁ"]’&la'auﬂﬁzau‘mqmwa1maauiaumawa‘wamaﬂigmumiﬁm%ﬂﬁammiﬂﬁu
KutesnseaulatvesyaainInsudeuauaifiiey wul sandusitumsdaduladedanuduiusnauan
mszovnIAauilsanAfiesos avenn gndnouly WuReafusideves lvana Tanjung (2021) Anwii3es
N5AATIEiNaNsEUTENEILUSTARMIeNISann (7Ps) sensindululadislu Sentra Snack Stores d132ariu
9né1 Sentra Snack Store Lipsg1u181 Usinadulaii@e wuin nandusiuazsian fuasensiadulade
AuA  $1u Sentra Snack Store Rty fUsEneunsgsiavuulne TalleudnduessBafiazinuamnn

waznmanwalvesuilneieaiannuuserivlawngnenliinnisindulagesgeiaiios

' =1

Jadeaunsdndmineg dnanenisdndulagevunlnerudemisesuladvesuilnaluimin

'
aada

Unusnil egraildeddynisadansedu 0.05 ﬁ’jqﬁma]L"fJume;ﬁu’%‘lﬂﬂlﬁmmﬁwﬁ’mﬁ’uﬁmmamﬁmﬁmma
iesnmsoouladdiilidenvarnvanedeans azmnuaziiosenslinu saenaumsitidsteyaifeaiunis
\idsteyaiieiuiunsvuslneesuladildieuazazaniuiy dsnuidevesesis uiaing uazaus
(2564) Anwiies JadudruUszaumenisnainiunisidentdedudoouladiiuweundindu Shopee 1o
Fuslaalunsunnuviuas wud Yadedudesmnsdadmnedinaluseduinn Yssvvulinnuddgyiuwed
waledueaulay ddefe ToAudavan uadlduinsld 24 dalus WuReatumuddeuisdunes wian Fuds

(2565) Anwses Yadedrulszaunamanainfidwmananisinduladedumesulatvesnguaielstu Z Tu

NFaNNaTIUAsT WUl Y93uaiuUIEaunnaniIsnann A1uYeInedIminedman1auln Weannduinsinds

v
o

#a1e3s ANURTLIAUNISIREY N1sndesuAeauladlavagte e arAINATAINIUNISEIRD AatU

° '

Fuvunlnendndmeriutemsesulatdndinanenisinduladelugnfineatl

Jadedunsduaiunisnain dnadonisdndulatorusinerudemsesulatvesuilaaludmin

'
o o aaa

Unusll egadifeddyneadfiszau 0.05 Mdleradunsziuslaalirnuddgdunisduaiunisnain lag

duslamagdumdeyannivledvioleduaiifenousindulate uararinnsandeiausduaiunisueiiinase

1Y

A5Anaulate @onmdeanuIUITUNEIUVRIARNIUA wiuUSEANS wavAny (2565) Anwised Uadediu

'
aNa ' v a

Usgaunan1snan (7Ps) idisvsnasenisdindulaliusnisvesuslaasu ueatand wuin Yadediudszan

NIN1sAUNNSALEsINIIAaRiiBnSnananisindulalduinis eswnduilaadamnuAaiuinn1snuiiuig

Aad o

Sl dnununaniideides iliesnidranlduinig uarlusludusing 9 vesmsdudsgaaivaula

WULAEINUNUITEYDY 99ATNT WUITIUN kaEsUL NdsTUsy (2567) Anwised Uadudiudseaunisnann (7Ps)

'
' v a

fanswadenisdnduladensiuemsussianegravesuiinalulwnfminuassvdun wud duduasy

=)

nsna1edianswasenisdeduludeniuemsuseinndgnvesuilaalulundmiouassvdun dedu S
yunlnemslinudAgnsauasunnan WwumdidinansaidledeluuSuainntu MIdeauuauLiie

wanduaavsevewai sauinislasuteyalusiutuanimusvulnesgvaiiane laenszuiunisdndula
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o Tutumeunsdumdeya Juslanssdumdeyaieriuruninennivledinioladeaiifenoudndulede
waglutumeunmsandulate fuslnavziiansandelaueduaiunsneiinadonisindulate
Jadeiunsguiunstiuinis dnasenisinduladovunlneiutemsesulatvesuslaeludmin

@ v v

Unusil unnenaiu sgnsdidedAgeadffiszau 0.05 MalloradumssiusinalinnudAgdunszuiuns

] =

Tiiusns Tnslamenstnssduiivaendouandeiold uasfuslanmanteinnsulneasitunsumsdde
lsifudou uazanunsaRnm LA UL NSED leeEET AN IWLAeRUUATeves Novitasari, N., Pujangkoro,
s., & Lubis, S. N. (2024). Anwi3es nansenuvesdIuitenisnan (7Ps) senisanauladeluan Palapa
wuin daulszaunanmananaiinasenisdnauladovesgnénitunil Palapa Usswmadulaiide lnetady
nsvuIuMsliUInns Snadeuindensinauladed Cafe Palapa Taudeiunuiseves Salsabila, S., Azizah,
S., & Aprylasari, D. (2024) Ainwi3eq nansznuvesdIuUszaunisnsnain denisiaduladovesiuiing
nsalAn®1 s1uA100ulall Gerai Daging Online Store Tu PT. XYZ Wu11 @1uUse@uni1eni1snans aiu
NSEUIUNTIAUTNIS 13Jﬁwasiamiﬁmﬁuﬁlﬁlsﬁyasumqﬂé’ﬂaauiaﬁﬁum Gerai Daging online store PT. XYZ Usgina
sulnilide seiu Susulversdedinruddyiunssuaunsliuinsiiomnmsddoseulaiiunsdod
liwutzsewinsdienasduevidomslunii

Hadedudwandounenisam duadenisiaduladevuslneriutemisesulatvesuilnaly
Fdaunusil egredidoddymeadiffsydu 0.05 Mederadumszduilaaliauddgiudundounms
MeammIedauIndounianieamang q vesiuvusilne laslawizdeyaiinanngniaudy q fidesnisany
widlauaznmauiiidaau essfuanuduaie desanusedaiuslnanutlymamaudldnssuaudlasy

' @ @

FaAdudneatyying @ warUrdnn aSasima (2563) Anwies Jadediuuszannisnan
33 (7Ps) Aifidvdwasensruumainduladentondnfasiayulnsvesfuilaaludminunusiil nsdifnw
Sildlanm wuih Jafedudauandeurmanmen Fvswadainsonssuiuntsiadulateniedliuinsg
Yo USLNA 1WAEITUUITEVRY Mahendratmo, B. P. J., & Ariyanti, M. (2019, p.72-82) Anwnies s

1

Taszidnlszaunisnaindidnnsetinddenisinduladevesiuilnaiuled Traveloka wuin JUdnualves
< § (Y v aa ! a v oo v U v a & Y A v O v v 4
vuledidududsndniinaegreiideddysonisdnduladevesiusiaa aslu S1uvunlveazdedlil
Anudrynsnmanwalluesulaungesrdesiuanuduaie Weswndunsdsteesulad Jeldiilenadily

Antnsu Nskasuyssaunsalldeulnainiurueaulatladinananisindulaie

d3U (Conclusion)
mAfeilddedunuinatutiatesulssnamans Jadudiuusraumaninain uaznisiadula
Foruilneruromsesulatvesfuslnalufmindyusd Tnewuh Jadeduussmnsmansiunnsaiu &
nsinAulatevuilnerudomsesulatvesfuilaalufmiaunusdiliunnsatu fafu fusznouns

aunsanRunagnsnIINseaalaeuinguusinafaulavuninelaesiy viesideniaizanqueainaniz

A

(Niche Market) 1y uslnerioguam viovuslnedisisudnuaiiiaula teasaendnvalvamuusudlilan
WU uan9 Nt wansAnwRlRiuintasudiudssaunianiseann 5 aau taun drundeduet daunisda
$19ne FunsAAESUNIIAAIN A1unTEUINNSIRUSNS wasduAsIndeNnIenen Suasenisiaaule
Fovunlvseaulal duly fussneunsaslianuddyfuauamessrdnsasilneamysarfnay Udnual

mislinnlavangennqeanududiasaiioadsanuiisnelanaznszdun1syed) Aun1sdndmingasvili
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Feanseeulatldnuditnazazmndeduilna vazfidunisduaiunisnainaisinisdeasessdeties
ReatuaummluasiusTudiusine Wy druanuasnisazauudy venani mislinagndsnumsnandavalite
Winnssuiazainsmnanindedevesuusud dnsudunszuiunsliuins msissuuiidaouuaznistsy
Fuilvaensuileiuauiiulaliuignd uenand dudaneadeunamenin msdiivledviounansesu
oouladilidoyansuiiu sauddhangndfieaduanuundofiouazUszaunisaliioduilna lnowa
nsfnuiannsnhluliusslenilunstmuinagnsmenseainvesgsafususinelimevlanday
fosnsvesgnénlditatu Snitssdaaiumstuanuinusailneriumsusinesuuvelugaidva dmsy
nsfnwasaoly asvensveunnisAnuludnguussnsdinietu wieldlduanisiesegvidiasoungu

WNTY woNNT MTIFLTIRUAMN WU MIdunwaliedn envielidiladadenadnineninadenis

7
o yaa =

dindulatoldidetu msdnuiladedu 1 fenafinanenistevuulveseule wu ussgslanisensuanl masus
Fruguam wazaulindasedudiosulal uenand msfinsannsisuifieunginssuduilnaluiud
3u vdefnvinnuuandnsserisiuusinsesulatiuasiurudineuuudaduiielmdlawunanauay
nsudstulddaiantu Snvismsiinmanudeyalutnmvmnzauiungingsunisde wu inanadidoyid
AnudeInsvuilnegs iolilsdeyafiasviouuunltunainegiausiads uazanunsnthludiuldiunagndma

gnalaegeliuseansnn
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NAeiingUszadiiefnulademulssansmansuazarufianelavesyrainstuaneuinisgsie i ine1de
walulagusaangsnn Ndnen ndnvalvesdessulatnnzuinisgsna Usernslunisideassll fie yaainsiujifaulu
ANZUIMNTEINT W Inedeimalulagsnvusnangaunm $1u9u 70 AW LuUdeUaY (Questionnaire) 1UwA3oeflolunisifiv

v =

uTudeyaanngudieds n13ias1eridadeduyanauazUadesuaiuianelaldaia t-test uag One-Way ANOVA

°o o ad

Wisuilsuanuuanssanadevengudiens lnefideddgyneatafisedu 0.05 nan1533enudn grauuwuvasuniudiulvg

o

dumemds 913 42 au wazinene S1usu 28 AU ey WUl greuwuudeuniudniing fergsening 40-49 T duszau
n13fny wudn greunuuasuaiudulng dszdun1sfnusedudIgaiv 91u3u 40 AL A1UDIENITU NUTT HReU
wuvasuaudulug de1en1svinanu 21 Ul wardusmumislumieny wuii Anounuuaevaudiulvgidunidnay
WMINg1d 919U 43 Au Kan1sAnwsEAuauiiwelavesyransluamzuIssIRalaen sty luseiuinn uagsERUTERY
aménwaidessulavenaizuimsgsislasnmsmeglussduinniiuiedtu nansvaaevausdguded 1 wuidadonsiy
Ussnnsenanslunndnuiinasewnannminuaivesdessulatnazuimsgsisliunnaiy warausfigiuded 2 Jadamady
aufiawelavesyamnsiinaseuwafnnmdnuaivesdessuladnnsuimsgsialiunnsnafuguiu

o o w o <.

fdfity: nwdnualdeseulai AngUIMIEINT Wninedemalulagnvunaniamm

Abstract

This research aimed to study the demographic factors and satisfaction of personnel in the Faculty of Business
Administration, Rajamangala University of Technology Krungthep towards the image of the Faculty of Business
Administration’s online media. The population in this research was 70 personnel working in the Faculty of Business
Administration. A questionnaire was used as a tool to collect data from the sample. The analysis of personal factors and
satisfaction factors used t-test statistics and One-Way ANOVA to compare the differences in the mean values of the
sample groups, with statistical significance at the 0.05 level. The results of the study found that the overall level of
satisfaction of personnel in the Faculty of Business Administration was at a high level, and the overall level of the image
of the Faculty of Business Administration’s online media was at a high level as well. The results of the test of hypothesis
1 found that demographic factors in all aspects had no different effects on the image concept of the Faculty of Business
Administration online media. And hypothesis 2, the factor of personnel satisfaction had no different effects on the image
concept of the Faculty of Business Administration online media.

Keywords: Online image, Faculty of Business Administration, Rajamangala University of Technology Krungthep
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ANDNUWUY Likert Scale 5 s¥Avy

gl 3 WuwuuaeuanAedunmdnuaideseuladnuyuimsssia Inglddnuazdonmuu Likert
Scale 5 s¥AU

N13ATIVFBUAMNNIATEMBITY

Ya v =%

Wieliluladnasedenldlunmsiudoyalimnuiismswwazindelio §3dedaddaniunislu nns

Y

NAFDUAIINYNADIVBUT BN (Content Validity) 59ufan1snagauAuuLtede (Reliability) Ing n15un

@

wuugeunuIauN AUl Ny nianufetesiunuidenfnundiuiu 3 i iensivdeu Ay

nioe TudennuilaludermnuuasnssiuingUseaeAveuwidzy F935nsmAInY 1Ngwmss aztdde

o D

a Ya o 1%

AnufEITeaiiedu lunsaasuanuiismswalenandidetysy mntduimmmeadsiaugenndos

U

(Index Objective Congruence: I0C) NA4ANNARDUAINYNABIVDIVEBAINIY UazUTUUTINUALULITDS

v Ya v = o

AT RUA7 39839 U

Y

nemvvasualunaaeunnuydoiisveaniadile (Pilot Test) Aungumaasy
$1uru 30 Meg fiddnuaglndidssiunguiegeililunsiseneusziuvuasululdiAuteyatungy
Freg19930ite naaeuaudedold (Reliability) Ingldinaiiansinmuaenadasvasiuuaauny (Internal
Consistency Method) fgASn1smenduuszans Cranach’s alpha Tnsaveeusunisvageuiiion Alpha ann
NNIM3einAY 0.7 LilonTI9deUANIL LS LAY ANV ANTBILUUAB UMM NaIN Tad pans T nev
wuvasuawasnsatlanseiu Smavesusaziuluderiaiu dwil 1 deyavnluvesineunuuasuniu @
7t 2 FowiiAtussdumnufianelalunmdnuaidessulatuesnmzuimagsia uazdud 3 ManuiiiAeaiu
srdunmdnualvesdessulavnuzuimsssia lanaiiiu 1 lunndruvestorany
nsAaszvidaya
WATIENveyaLTanTsau (Descriptive Statistics)
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naueens lneddeddgyvneadinnseau 0.05
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daufl 4 nan1TIATIENADATEUNY (Inferential Statistics)

anufgIuden 1 Jademeinudsvrnsemanslunuzuimsgsianuandsiuinasouuifnnmansal

vosdeosulatnmuzuIngInakanaiu

M5 4 AnadeuardulouuuinnIgIwenmanuaivesdessulatnn uInsgIniaTuuNa LN

LN N T S.D. Std. Error
e 28 74.029 7.330 0.398
N 42 86.370 8.297 0.765

M15°99 5: AradfTeuiisuauwandsueIniinenmanvalveddessulatnnusuinisgsiadiwunauLe

(Independent Samples Test)

F Sig. t Sig Mean Std. Error
(2-tailed) | Difference | Difference

Equal 0.141 0.707 1.159 400 0.247 1.986 0.749
variances
assumed
Equal 1.211 134.541 0.332 1.911 0.675
variances
not
assumed

NAITNA 5 WU A7 t-test Hen Sig. Wiy 0.247 Fanninszautdvdrfgylunismagaui o = 0.05

Jeiasauufgiunan wanadunanuandeiulidmanewuiAnnmanvaivesdossulatauzuinisgsia

LANF19IUY

M1319% 6: WANINITNAFRUANLANANTEINTaTuauyARasTueeNlinen e nwnlvesdossulatnuy
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Uimsgsna wUsusay > of M ] 8
frupnuiLdetie Between Groups 9.406 5 627 2472 .082
Within Groups 71.030 280 254
#1ununINYest ey at LU | Between Groups 6.385 5 426 | 1583 | 078
Usglowi
Within Groups 75.277 280 269
FNUNTODNWUUANTIUELE Between Groups 8.873 5 592 1.906 .083
Within Groups 86.900 280 310
ANEEARaBINUAENTRIAMY | Between Groups 6.995 5 466 1.405 144
Within Groups 92917 280 332
37 Between Groups 6.238 5 416 2.076 071
Within Groups 56.094 280 .200
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Felaun fudsdaszdadudiuynnadiueny Nllsedun1siadudsuuuiSesdniu (Ordinal Scale) uagfiauys

o

amdnwaivesdessulatluudarduiifiszdunsiadudsuuudnsniadulassiu wuinguiiedgadiueny
LLmﬂsmﬁ’uﬁLLmﬁmﬂﬂ‘wé“ﬂmﬁ‘uaﬂﬁ'aaaulaﬂﬂaimhjLmﬂ@hqﬁuﬁﬁ’aﬁﬁmmaaaﬁﬁizﬁu 0.05 (F=2.076,
Sig.=0.071)

A3 7: uansNITAdBUAMLUANANTENIsTadedny ARad LR UNIAnufididen ndnualvesie

soulatAnUIgsia

aménuaivasdessulal WIAE9AIY _
AMTUEWS§INa wUsusay > of M " s
frupnuiLdetie Between Groups 2.985 4 746 2.804 077
Within Groups 77.450 291 .266
shunanmysdeyai Between Groups 1.501 4 375 | 1362 | 247
Wuuselomnd
Within Groups 80.161 291 275
FUNITODNLUUAIM Between Groups .484 a4 121 .369 .831
GHE)
Within Groups 95.289 291 327
ANMUADAARBINUATEL Between Groups 370 4 .093 271 .897
VDAL
Within Groups 99.542 291 .342
37 Between Groups .822 4 .205 2972 423
Within Groups 61.510 291 211

91915797 7 wudinisSeudisuanuuanisuenguiegisseniniulsaesdaniludasedeny
Fa lundudsdaseladediuynnaniuseaunsine AdseAun1sindiuysuuusesdnu (Ordinal Scale)

o

wae fuvsnmdnseivesdesouladluwiasduiilisydunistaiudsuuusnsnadiulassin wuinguiiegs
fusziunsinvuanasfuiunfnnmdnuaivesdeseulaflnesnliunndetuived dayneadaiseau
0.05 (F=2.972, Sig.= .423)

M5971 8: WansnsMAdeUANLUANATE I TadedLyARad U eI OTiTidenwanunivesde

poulauAnUINIgINa

amdnuaivasdessulall WIARIADY
N _ SS df MS F Sig.
AMZUINITIIND wusUsu
fussindedie Between Groups 2.743 5 776 | 2776 075
Within Groups 77.450 291 266
sunanmYBdeyaT Between Groups 1.432 5 654 | 1776 | 265
Wuuselond
Within Groups 33.165 261 .443
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awanuaivasdessulal WIAE9AIY .
AMIZUINSSIND uUsusau > of Mo " >
Within Groups 66.255 391 554
ANADAAABINUATE Between Groups 366 5 .097 431 .554
VDIANY
Within Groups 49.555 431 .652
U Between Groups 572 5 .266 3.932 .653
Within Groups 33.566 443 266

911915797 8 nudinisFeuisuanuuanasueinguiegssEnIkUsaesdaniludasedeny
B4 launsuusdaseUaduauynnanueignisinnunisyaunisindiuuseuusesddu (Ordinal Scale) wag

o ' 1%

fudsnmdnuaivesdeseulaflunasduifissiunisiasuusuuudnsnatulaes NUINFUAIDE1IAU
p1gMsinuuanAiuiunAnamdnuaivesdessulailagsuiliuansrstuideddymeadAsedu 0.05
(F=3.932, Sig.= .653)

M51971 9: uansNIMAdBUANNIANATEIsTadeduyanasuiuislumhenuRTidenwanualve sie

poulauAnLUIMNGINA

nwanunivasdesaulatans WIARIADY
U553 wususau > of M " >
fusindedie Between Groups 2.332 5 967 | 2.432 065
Within Groups 77.450 291 266
shunanmvssdeyaidy Between Groups 1.551 5 645 | 1905 | 332
Usglowi
Within Groups 34.443 654 161
FUNTODNLUUANUANE Between Groups 465 5 443 613 543
Within Groups 32.244 213 .608
ANADAAADINUATELVD Between Groups .453 5 511 .609 565
ALY
Within Groups 51.565 612 .952
37 Between Groups 621 5 244 4.902 210
Within Groups 32.609 211 .981

91N015°99 9 NUMSUSBULTiBUAULANANYBINgUAIBE 19 sEHIeRILUSaei T duBas Aot
4 laundmuusdasstadvayanamusiumidunbenuiiissdunsiafulsuuuisesddu (Ordinal Scale)
wag fudsnnanvalvesdessuladlunsassiuniseAunsindiwlsuuudnsniatulaesin nuInaualegs

£% 1% o

aumusuvtslumhs nulanasiuiivnAnnndnvalvesdeeoulaulaenuldusnasiulidedAynsaia
szeu 0.05 (F=4.902, Sig.= .210)
auuAguten 2 Yademesuanuianslalupuzuimsgsnanuandsiuiinasenuifnnmanyalives

doveulatnuzuimIgsiaunnsiaiy
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M157°97 10: WARINITNAADUANUANGAIUAINNINelaITesUARINTAMEUSMTTINAdsaN N NYalvaede

soulatAnuImMgsia
amdnwalvasdesaulay WIARIADY _
AMTUEWS§INa wUsusay > of M " s
frupnuLdetie Between Groups 3.986 5 .936 2.988 .128
Within Groups 72.333 791 921
shunanmvssdeyaidy Between Groups 2971 5 998 | 1.287 | 229
Uselovi
Within Groups 14.776 354 961
FUNTODNLUUANNIUANE Between Groups 388 5 908 .605 522
Within Groups 32.887 276 871
ANEDARADINUANELUDS Between Groups 338 5 221 564 872
AN
Within Groups 71.662 882 .989
U Between Groups .992 5 .230 4.294 301
Within Groups 31.245 391 .601

9M1519 10 NunsiSeuidisuanuunnaavenguiiegesninsiauUsaesia i udassreny
dq lounduusdaseszauanuiaelaluyniulunitsnuiidssdunisiadiuusuuuisssddu (Ordinal

Scale) uay MinUsnmanyalvesdessulatlundassunissaunsiaduusiuudnsniatulaesin wuIngu

o ' o w

ApgesuszauauiisnelaunnasiuiiuuAanmanvalvesdeseuladlpesuliunnaiisiuddedAgnig

'
aa

affAngeeu 0.05 (F=4.294, Sig.= .301)
nuansfnsdisiuaziiuladn annnsldaifilaoyunu (Inferential Statistics) Tunsliasevitoya

nud lifidademelssnnsmanslafidmadonssuinmdnvaleaulatvesrmzuimsssiauansisiuegied

'
aa =

WedAtyn19adia Fevmaneaud Jadenugiuvendusiiegia Wy we 91y seAun1sAne viseanuzvesineu

wuvasuny Lddnsnalagnse sen1ssuinmdnualeauladvesamzuansiiaiy luraeifediu nanis

o

anudn lddduusauanuianelalutels Adwmadenissuinmanualosuladunnaieiueged

19

AT
Weddy Jamunennudn widneukuuasuaiuasiiseauanuiianelaiunnaeiusossdusenauvesde

soulativesnnz winnuimeladnanldlddmalagnsewenisiuinndnualvesnneludeain
wAENAINNIANYIFINAIENTInRUIngUsEasRded 1 31 Uaderulsvyinsmanslidmasionis

o w o

FuinmdnualesulauvesanruImsgsivegditud Ay wazinguszasdden 2 Yadeduanufiswelanly

o o o

demarannanvalvesdossulaunneuImsgsnvegelitdudAy iy

aius1ena (Discusssion)
nsefusenan I IngUsvasdlazaunAgIuresnsITedinsalull

nnUszasdten 1 iednwidadedulsennsmanifidrenmdnualvesdessulatanzuinsgsia

UNINRUNALULATTIVLIAANTANN
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v Y

o Y [
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Y
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HansinTeidayanudt seduanuiianelavesyransluniisnuluiiuing q liddvswaseuuifn
\Rerfunmdnualvesdessulailussdnsegisiitivddynsadn nanfe yransiiflszduaufianelaunndng
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a aao

TAwn el 818 SEAUNMIANYT ALVUNIY KAED1ENNTYINNY NaIAB UARINTIUANEUSMSTININTdnwae
Uszmnsaansaneiu dudyuussieninanvalvesdeesulativesnnsuinisssfatuiiamadesiu laglud
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v ]
N vy S a
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P v

=

iy Jadeiifidvdnaronissuinndnuealvesdessulatinlusdiupanimuesilen anuiieiioves

Y 9
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fungufn1ssuinnanuaiesdns (Corporate Image Perception Theory) Aig AMWaNYAIBIANT BT N3
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viodvEnannyanadurioainyaraniglussdng (aigven laqu, 2559)

aundguded 2 Yademesuanufimelavesynainsluanruimsgsiafiunnssiuiinasiouuidn
amdnwaivesdessulatnuzuimssiiauandaiu
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nsBuiiu Tnenansisetliuin sefuanufimelafiuanssturesynainsludueing 4 Wy afadnig ns
Uimsauvesesdng Tematamiiilunsvieu wasusseinmaluiivhau LifnadeuuAnioafuniwdnual
yosdeulatreinuruInsssiteuiideddymeaia nanfe yaainsidseduanuiianelauansiafu
fanafluuosionmdnuaivesdessulatvesnmuzuimsgsislulufiemadeatu nadnifanaagviouliiuii
dovsulatvosnmzuimagsiaamsnadnsiuiidunaspuiviulituyeanmnndy tnelsiduegiy
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snduindAnwilagiiu Audinn visyanameusn mnldsuteyaifendiu AazdinssusilndiAeaiu wazusiin
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Abstract

The study of reasons for choosing to study at the bachelor's degree level, Faculty of Business Administration,
Rajamangala University of Technology Krungthep is a study with 2 research objectives 1. To study the factors affecting
the decision to study at the bachelor's degree level, Faculty of Business Administration, Rajamangala University of
Technology Krungthep 2. To compare personal factors affecting the decision to study at the bachelor's degree level,
Faculty of Business Administration, Rajamangala University of Technology Krungthep. data was collected from 439 first-
year students of the Faculty of Business Administration, Rajamangala University of Technology Krungthep. The results of
the research are that when considering the reasons for choosing to study at the bachelor's degree level, Faculty of
Business Administration, Rajamangala University of Technology Krungthep, it was found that no personal factors were
statistically significant at the .05 level, indicating that all 6 personal factors, namely gender, student's residence, monthly

income of parents (in the case of parents supporting), monthly income of students (in the case of self - support),

Az UIMIgsia wningrdemaluladsivienaniann
!Faculty of Business Administration, Rajamangala University of Technology Krungthep

*Corresponding author. E-mail: Saranrat.s@mail.rmutk.ac.th

57



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

educational qualifications used for application, and the field of study. There was no effect on the decision making on
the reasons for choosing to study further in the bachelor's degree program, Faculty of Business Administration,
Rajamangala University of Technology Krungthep. In addition, the results of this research also found that the image factor
(b =.269, t= 7.429, Sig= .000), the curriculum (b = .170, t= 3.685, Sig= .000), the lecturers (b = .193, t= 4.385, Sig=
.000), the facilities (b = .206, t= 4.723, Sig= .000), the public relations (b = .194, t= 3.923, Sig= .000), and the welfare (b =
272, t= 5593, Sig= .000), influenced the reasons for choosing to study further in the bachelor's degree program, Faculty
of Business Administration. Rajamangala University of Technology Krungthep obtained a percentage of 82.2% (Adjusted
R2=0.822), which was statistically significant at the .01 level.

Keywords: Faculty of Business Administration, Rajamangala University of Technology Krungthep, Bachelor's degree,

Decision - making, Reasons for decision-making in choosing an educational institution

und (Introduction)

s gukUaseaakultunsidendnwimalunrineaglnelugrgld AT Ne 1w sruunsAnyl

o

seivgauAnululszmalveiinisdsuidasidegnann sasmsiinvesuszvinsanawitliduautinGoud
g szuuuminendsanas nsfnwiselussiugaudnuiiudadedidyidnadenisimuiussnuuas
ArufTvtaATYsRTessHa (OECD, 2022) lurasdeatunsussiusswintaminendolnefifiugaty
TnglannyseninamInendsvesiy WM ine1dengusvaena wasuminendoiensy deinsdeanisiign
tnAnwidunasinaiou venanitadesumaluled Wy nisSeuseulat wasanusmdlessninsszmely
nsdnw SadalemaliindnwidoniSoudeluanituiieguenyszinanisumine dofidssuunisdne
v3lna (distance learning) Msidenaaudnwvesindnwidunszuiunisdndulafidudou Falasudvina
ndadenateniu 1y amanealvewrIngdy (institutional image), AMAINYBINANEAST (curriculum
quality), Al4ane (tuition fees), @¥afinns (welfare services), 81A3E@BU (the lecturers) WHudu

o [ =

wimingaenalulagsivmnansanm Wuanudnussivaaudnuvessy dinnsensnnisaaufinm

3

o o

Inermans ITsuaruinngsy (97) IRl TuN 18 unTIAL 2548 MUzl AN INeaemalulad

F1UIAA WNSANTIY 2548 Tan1sAnwIsTAUUSIRS YSauan wasszaudSyyen Swmaruimsgsiadu

=

drunilavedasainnslurewmingrdomalulagsvuenangunn Ians@nwiatsdenueanslusedu

a

Seyen3/UTualn/dseyen Usenausng 10 a1913%1 Ao @1v13wnisdnnisgsieadelvg, a1vndv

[l

NSAA1A, A1VIYINTARANTTINTENINTEINA, a1wIV155NNTT, a1 IvINsUagd, a1vivnisiuiay

YINNTTUNIINITHY, @1971391M15USEUIANSNGFY, #1973 U TRNTSUSTUUATEUNA, 819739 Alulad

o o s W

ATAUNALAZTININDNA, @191V RINAAAIAD

Y =2 o

U 99N T1WIULNANYINSULANEdauNad 3 Un1sAnwl

Unnsfinw 2565 G 2567) dwnudadnsdidnwdenasswudidndnw Wudsll Inmsfine 2565 fiadias
WnAnw 2,027 Au lWAnw 776 Au, Unsfinwn 2566 diadasidndnw 3,319 au lind@nw 1,009 Ay, eyl
nsAnw 2567 diainsidn@ne 4,520 au L1d@nw 1,129 AY

agnglsfiony mswdsdulunansfinuszivgaunvivedlveiivadu lnefiaonduisneiguasienyu

o = o =

watuiuRsgadn@nwviidid@neisie (@1dnauanenssunisnisaaufdng, 2566) fau vinliAnd1a1udn

Y

Uadulaniinasonisidendnwiseluuminerdumalulagsivenansaunn nsidladedadendamwananns

andulavasindnw Jsllauddgydanisimuinagnsnisnain wasn1susuugsaunInns@nwlvinsaiu

ANHABINTTVBIRTEY

58



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

s [ a o
N0 UITEAINUIY

a

1. wefnwndadendwarenisdnduladenfnwideseaudigyins anguInsgsia unine1dy

7

wAlUlaETITUIAAN TN

a

2. walsguigudadediuyananidsenisdndulaifendnuideseaulsyy1ns AnguInITgIng
WIMEFENALULAE T VIAANFANN
AUNAFIUIUIY

1. Yaduduypraiisiudmaranisdndulufenfnuidosedulsynes AusuImsssna unive1dy

v 9

wAlulagIITUIAAN TN

a

2. mawalumsidenfnwideseAuUIgnn3 AnruIMsEINg uminedemaluladsivusaanianm

<

dnananisanaula
YDULVAVBIUIRY

1. Usgansuaznguiiegia

a

1.1 Ysensnldlunsidensad Ae dnfnwiseaudSagns AnguInisgsia umingdy

(A

v o ¥

walulagsvsananianm Tuln 1 uddnis@ne 2567 31uu 1,129 AU ToyaurulasNanITTuyAnaLD
Anw UszdUnsAnen 2567 (Snevidngns dadiuiay %) ndrinduasuivinisuazaungideu ieiun 8

WAy 2567

= o =2 =

1.2 nqudteg1elun1siTe Ae UnAnwseAuUSyIns ANLUINITTINY unInedewmalulad

susrangann 1ulf 1 udInisfinu 2567 Tagl#38n1siuamnguiiogaangnsues Yamane fisedy
Anadesiu 95% uazselliAnAuAaAAAey 0.05 xfenfusegnasiuiu 295 au
2. Bsuaziatesdielunisiiuieya

2.1 FBnstunsifivdeyandregndlduuulaim (Quota Sampling) wenauanu3vinielunne
UIMIFINT Fruawiiean 10 @i

2.2 dodlolumsifuteyaninngusiedns 1 dunuuasunudidnnseting (Intemet Sampling)
wazTIUTINTRYAE Google Form
Uselenffianinaglésu

a a a

1. ns1utaveNdswasanisinduladanfnefneseauUsunIns ANEUIUISTSNY UnInenaumalulad

g ]

FNYUIAANFINN

= a a

2. nyiinsSeuiisutadediuyananinenisdndulaufendnuideseaudsayaes AnsUInsIIng
W IMEFENAlUla T YAANTANN
a a = a v
wuIRA Nnef wazaufnwineIdes
NUITBT e wanalun1fendnyineseAuUTyIns ANrUTNIIIINY wnIngrdumalulad

o A I e =

swusraniann unuddendnwnguindnwnisnananietadeiildlunisdndulanasdAnweluseeu

q

o

U3yay193 Usenaunae 3 Uade fie 1) Yadudiuyana Feusenoulude e, pilaunvestindnu, sneldsie
iWeuvesfunases (sdlfunasesdude), Moldreideuvesindnu (nsdldadesies), 1ainsAnundildadas
{@nwn wazanvividnun Jaded 2) Ao mmnalunisidendnuidessiuuiyy e Anzuinsgsia
WM INeFEmNAlULAEIIUIAANTUNN FeUszneausae sunmanwe, Aunanans, sualiane, Aue191sd

Haew, sugunsalatiuayunsifeunisasyy, mudidiieantazaIn, sMuaiainis munmsdssnduiusiay

59



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

Uadedt 3) Ao msdinduladendnuidesyfuianas anrumsgsia wnivedomaluladsivasnanganm
USLNOUMIY NSATEULNNIANNABINNS, NISIENTLEIINIT1IETS, N1sUsEIuMaden wagn1sinaula lned
MsnumWIsTINSSURasalUl
wuaAn wazngufeatunisdnaulaidenfnuide

aumnevesnsiaauladenisouse Wunsinuiladeiifinasenisinaulavesingeu dndnwidi

AgidenanuinsiinAnwisesedudiynns FeITulafny191n9dde M9 wagenansivinistuanui

o o o

WNYIVDINUINTTNITY UNIWNNT kare1sendlukaranausewalabinnuningveansanaulalunisdnyine

Pvanevinu eadl

[

ENATIA AU WAL ATUASA Wazdsdng 139550 (2567) Anwuagyinideluiade Jadenidanaste

aao s v v

nsdnauladend@nvireseiuliyyns eurdfsgeans uninendusvdgsendn lalimumneves

a

msandulalunisidiseuse nuneds nsidanasamadeniananiiazirfne lnegaindadedidgy

MagUTENT LU AMNINYBIBINTTLADY ANAIMYBINENENT TINTINNANwalveIAnzuAzIMNINe T Tng

luiignazimdenadenifnigaiissiudes uazezluaondumindnwezsidondiluSeu

IRing e3as8na uun dudiey wazdny unasey (2567) Anwiukazyiniduluriite Jadunis

U q

v a

andulaidendnuiroluaniduaaudnwienuu luniangiueenidewnile lina1vin msdedulalunisiseuse
vinefis nsidenantumsfnudia uazmnzanfiazdnlu@nw TngasUszneusetadonangogiaiiim
Usgnaumsdindula fie (1) manivinazUsznovendniifiiesd aieanugiiladenussazaseunia (Jade
fudninen) (2) Andulamszazihanniildnduindsenevendwlusiesiu @adesuinusi) (3) daduls
uANLFINMsYeIRULEITinalY (@adedudningn) (@) aunsadfuiuienisinmannemuiuliiiuie
ns@nwlel (Hadesnunisnan) ua (5) ndngmsidnaeunsiniuAuFeIn1sveInaInusy (Jadedu

ANSNAN) AIUAIAU

=

Pasorn S. (2023) Anwuazyinideluide winnalun1siseudsyaes (euniein) ausdyiuasnis

@

Jan13 wInerdeumansany lnensiivdeyannindnwndaduladnseulusedud3yges s 218

a

au TimnumnevesnisindulalunisidendnusdeluszauuSyayesin Wunsidendiifuasmuzauiignues

17

winzyaranazilUAnwse Inetlnfnwiudazauaziivigna 38013 wazdadulunmaideniiuandneiuduegiu

wateealsenau 1y Jadedudivesindnies Jadedudunases uasladeduvasanuinaulauasdodes

P @

Yo Inedensenue lnglinan1sideae wnnananlunisanduladifneivis 3 vdngasvesanznsUad

warN153nNSTEAUUIT YIRS (launmiielin) un1ing1deumansay As WaKadIusd UnAnwideenisiig

a =

AaANINSANY (X=4.60) nmanwal (fiTeides) veannensyTuaznisdanis uninendeumansaiud

q

o o

fianudAgiauiu (X=4.57) dfpeuiuuaauaiusnniign

Cheng, C., & Yuen, S. S. (2022) Anwnazyinideluiide sglsiludimuuanisdndulavesindnuw

Y = '

véngnsladamndiazitrAnwsieluseiuliagat WarmnefmsindulaBeuselussduuganiindu
nsfumadenfidiigafiozidindnw lnsazgainiadonaredie 1wy Feiduswesminends wdngnsi
thiaue eindidaaeu lneawzesnidenmalunisldnuiirluewaemdanaunsing

nseangyayl ufadifin aufdin Mnfiesi uazidu quun uln (2559) Anwinagyiidsluiade wauai

WWentesiumsdeduladdnwselusziudigeyns puzfinwaans uninendoumarsaiy laliaaumang

60



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

yosnsinduladonantuiidesnisdnwse LfluLmeﬂunWﬁLﬁaﬂamﬁuﬁﬁﬁqmLﬁaﬁﬂmsia Feaonndos
fuingUszafvosuiazynma LLammﬁmmauaumﬁmué{mmsmmLwiaxqﬂﬂalé'fmﬂﬁqm

Weaver, R., Browning, M., & Altamirano, N. (2016) Anwiuaryinideluiate nsidenuangns
UimsgsiaseAuTynes lulssmaanszenidn ansmnefetunsdnduladiFoudelussiu U
m%'iﬂL“ﬂumiwEJWmﬂumiﬁumamuﬁﬁﬂmﬁﬁLLazmmzauﬁq@ Tnefiaudesnisuasanumanisana1naz
fanuuansrsiuliluwsazunaa

Murithi, A. G. (2012) Anwuaryideluiide Jadefisnsnarensameboussuresindnuly

aNgnsUSYIRsENvInenmansnsinwiausruunsAnwinialnaiuminedelulsd Wanuvanevesnis

o o

sndulaiSeudelusyauUIyg i nsiiianansamadeniangaaviindne laegaindadedrdymane
U52N15 19U ANAMVBIBINTIRADU AMNINYBIMENENT TINTannanvalvesnuzlarinTIvedednae lny

Tuiignazimdenadoniffigaiissiauies uazezluaonduimindnwezsidondiluSeu

o v

Cubillo et al, (2006) AnwwazyinIselumde nseuiunsAnaulaveslnAnwiAenAlunisiSeusaly
szaveaudne nud ddevannuateegntndnwsenaldlunsdaduladuseuse nalusuvestindnw

109 LU LA 18 NugIuvseUsEaunsaluediiou aunANauisafiauelivazaunsaRaulanin

<3
=

Tesunis@nenuazinunin ludruvesaatunisdnufduiladednsunilantn@nwldlunisdndulalunns

q

WnAnwdle 1w awdnuaiuazteidewemninends Yeldusesenansdiaeu uasauNvemangnsning

dansiseunisaeu Fadedrinvesnisdnumiiinaindnvuzvenisineies Inoiduwuudrasudmguii

yny ueii oy san1stadedissyliluenasiidey deiu n153delusuiAnazdoanene1unsIvaey

ANUFUNUSN o8 5enINatadeNna 1990199 U tngan1yag19deasiasitasieiiiminvawnasadanine

Y

¥
P ° [ v v &

AN alalun1s¥e n1siruanINdIRYYeIRINduRUS TR azeRUsEneaU Taudedadedns q Fudu

o

v o o

widslayandfydmsunulusmnansunisnainsenielsenea

o

v =2 a £

ATvsad a3l wazany (2541) dedislu msdedulaidienid@nunluamugingin1sdnnis @193
nsdamsgsRisuazwsngy uingndeauing Jndumsidenaanuiidnuiseipuasunzaniigndimiy
tifnw Tneffugulunisdadulafiuandrsliudusiynaa Sazianuduianny uasmmmalunsidenyde
daaulalaofidninduddivunzauiunuesnniign uaziinnudiuladesannsamauvdsldvhauiinuies
Aoasliuauan (Usena LUsuvesgy, 2559)

m9ifeatall maaduladondr@nyise munes nasviunmslienesiuagiinnsandeyari 4 ags
seuApUIloidenantun1sinun anwnin vdendngasfinssiuauaule amnualn wazidmmeluinves
yana lagArdsdisladudiuyanaUsznaume Wy AuAeanslunainussny A nvedantuwasnangns
nmdnvalvewninends lonaluswian wasninensmanisiuvesmues Jusu
nszuaumslunisandule

nszurumsAndule u3e Decision Making Process iuuudndililuniseSurenginssuguilaa
Fusnszvrunisdende nisdadula uaznsUssiiunandsiadulaiouiosuds Usznauludae 5 dunou

ialuil (ydf ainslng, 2558 819fislu eadnsal SuNedIng, 2563)

1. nmsnsgmindsdanimieninudesnis (Problem/Need Recognition) W uduusniivitliguslaa

'
=

Uszauiedgymilasunienuanusieinisndndu iaanzanudusidiegdininannlugauafsouaim

AINA1UTONDUAUDIRBAIUABINT AU

61



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

2. msdumdeya (Information Search) fuslandndudesiidoyafiannsadnduleldinddaiiannsa
ABUANBIANABIN1TVBIAWLENLA wazduiasandadule InsuvanisAumlaidu 2 Yszian fe
1) nsrundeyanielu (intemal Search) Wunisdumdeyasinaudnduvesuilaaes 0199ziaan
mssusluedmvieuszaunsaifiiiuan 2) msduvndeyanieuen (Extemnal Search) Wumsiumdeyaainde
Meen viseuvaoyalval 9 muanuaulavisenudenis

3. msUszifiumaden (Evaluation of Alternatives) lalddagaianunusznounisfiansanags
iiganeud fuilnadesinisindulasndeyalnefiansandudendwiunieilddaassuds Sondn “yaves
1578190017 (Consideration Set) MnuanuAIMnSa (Expectation) TuiiteldilunasflunsSeuidieu
Avudesilonaifintu (Perceived Risk) fonaUsslewil (Benefit) wlAnmsfinsanlagoidonisusaningu
vidoauiuiingsiuanuieInsvesiaed

a. msdnaulaiden (Product Choice) ludunouifuilanazsesindulatnazidenmdanmis ng

anfedayanvuailiinnisiansadseneuiuanuadanagiiondendnsiaeiiy q (Purchase Intention)

5. M5UsEiUNandInNnsaenuslaa (Post - Purchase Evaluation) 1udumaunisuseiiiunanaui
a A T a ~ . . ' a P U & w [
zNsaus ety Wunisuseiiuauianala (Satisfaction) MIUNTSIUSBULAISUNAGNSAUAINNAIAN TS

Tneludunaugavineuazeraifiniuld 3 Uuuu fie

v A '

5.1) nMsfiuAumanis (Positive Confirmation) unnigiinadnsiiniussauazegseauiigandn

Y

v
[ =

aupandilafnualy ildAneufimelaludwin wasinussduasulunmsnduanuilnaensnads vde
venseludauilnasedu 4 16

5.2) MsauAuA1Ans (Confirmation) lintuiilonadnsogluszduifertuiaanisly vied
ANNENTUSIuAUN e lavesd AN

5.3) N15AAAMNAIANTS (Negative Disconfirmation) Wun1igiid euseidundanuinginin

°

anumanisiivual’ ihluganuldiela nefaviruafideau wagarailiiiansiessou fleses uay
A [ LY 1 a [ ¢

noLduNyABNaNNN

NT2UNUITY

a a a

n13Anwses analun1siiendnuideseAudIyyint AuguIngsna unminerdenalulad

o

@

wsraniunn Janwilaldnseusuifanall 1. fduusdase Aeladendwmanonisdndulufenidrd@nvise

Usenoudie 2 anu bawn 1.1) Jadediuyana Usenaunie e, giiduivesindnw, snelddefiauves

U

A a U

HunAses (nstlfunasesduds), Meldsaiiouvestindnw (nsdldudediie), wdinsfnuildadasidifnwm

a1INNANY Uag 1.2) wanalunisiiendnuiseseduuTygns AnguInsesia ininedemealulad

T o )

FIYHIABNTUNN UTENBUGIY A1UNINENYal, AIUnangns, AuAldane, Auenasdiasy, arugunsel

a o v

AuALUNISITEUNTARY, ANUAIEIUIBANAZAIN, AUAIARANTT WATAUNNTUSETEFUNUS 2. AIuUseU Ao

a = a a

nsnduladendnuwideseauliyaes AuguInsesne uwinedewalulagsvusransann Usenaumiy

q

NsAsERinferIaReInts, NsiaelalndIas, myussidumaden uagnsdnaula fagui 1

62



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

. e sl

1, Uadudauyana

1.1 ewei

1.2 pidwumenindnm

1.3 vwldviofouveafunages
(nsdlfunmiaadie) auuﬁgwi’i 1

1.4 swlddnifausasindnen
(nsatdaduiies)

1.5 @msfnunildadandrinn

L6 advianmn 3. manmdulafenfnurdaseiu

Ul AnzuInIIgsie

uwinerdoelulatsivana

Ny

3.1 MImsEIn AR INGINTE

2. wgua lunadenfinwreTzduUT s 3.2 MIARRENUIIIETS
a o a ar =1 3.3 “] 4] =
AMNEUTUFSIND winuduwmalulad -3 MIUsTRIMIRGEN
TIULIABNTANH 3.4 mindula

2.1 dunmdnwnl
2.2 Auvangms .
23 dudild g 2
24 duannsdiaou

2.5 sugunsaimivayuntaisunisaou
26 dmidsdnuamEzaIn

27 Amuadainng
2.8 dunUssnduiug

UM 1 nsuaideises wnnalunisiienfnwisieseaulSyn1n3 AusuImIgsng

WIMEFENALULAEIIYLIAANFINN

wn1saiun1533e (Methodology)
UsEynsuasnguflgns
Uszens
Usgnsild@nen Ao Undnwiseduuianing anzuinisgsne uminerdemalulad
TsRangann SuT7 1 Judlinisfinm 2567 S1um 1,129 au audioya o Yuil 8 Asnew wa. 2567
NANFIEN4

a a a a

ngudieg19lun1sITe Ao UnfnwseauuSyn1ns AnguIIsIINe anInedumalulag

FUIAANTUNN FUTN 1 S Tnsiner 2567 lagldin1sAnnungudieg19angnsves Yamane Msediu

ANLTeIiY 95% uazyeulvilinAnuAAIALAGEY 0.05 ALEATNNTATLIM Feil

FAIMIALIUNVANAUAIBENS (Sample Size) AMLILUINIIYDS Taro Yamane (1976)

N
. 1+ N(e)?
lngi n =  YWINVBINFUMIBE
N =  UIAYIUsevInNg
e = anuaamaeuganliindulunwIteasatlvniy 0.05

Iavwinnquaiegnedua 295 au 1ntiwinsdualagisuukuulaIni (Quota Sampling) N13gud0819
pgnadusyuu 1938nsuuulaani (Quota Sampling) Tnan1sdnassaiudnduvessiuaudndnululmay

a1y (1w 10 @wi) nsdnassngudiegralunumnsd 1

63



NImsuinnssunegsiawasdean Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1au-damau 2568

M13199 1: MuuUsznsuaznaumegavemin@nwseAuuIyaes aneuInesna unIngdemalulad

FILIAANTINN YUTT 1 S Umsfnw 2567 IMUNAINE1V1IV

- I QUEGHINY NEUAIDENY
#1979

(N) TA01 (%) (n)

N13RAN 464 41.10 121
ns3anTsgsnaadelvy 122 10.81 32
Nty 113 10.01 30
NTRULAZUINNTTUNIINTIRY 80 7.09 21
UTHNTTUTZUUENTAULNA 66 5.84 17
wialulagansaunauazgsnandvia 117 10.36 31
Aaviaan1sney 58 5.14 15
nsdeansgsiasEaUsEImA 34 3.01 9
nsUsElUTIA M NGAY 51 4.52 13
§3nanstu 24 2.12 6
374 1,129 100 295

\nTasiiouazadanidluniside

TuemiAdeidauinunded Muuuaounudidnnsedindiiu Google form lunisiiutoya Tneldms
AsIvEeUATiiAUaRnAdaeingUseatd (Index of Objective Congruency: 10C) Imarzg”t,%'mﬁmylummﬁ
Rerdossiuau 3 vhu annaeunmnmeesuuuaeuay Tnefidenmyldnmadeundoaileids visniuis
ﬁwLLwaaumuﬁmumﬁUszLﬁumﬂﬂﬁmﬁmﬁgﬁgﬁ 3 vinuuda TuvhmsmeseuileUszifiuanindefioves
wuuaaUn (Reliability test) ¥n1smAaausaen1vh Pilot Test Sruruviavn 30 ¥a TnsngalndiAsands
fegs Ae tnAnmseduuined Auzuimsgsin uninedomaluladvmsnanginn $ul 2 Judd
NsAnw 2566 wangns 4 U aauni anvndvunalulagansaunanargsnaniva ludivesmsineideys
F33el4TUsunsu SPSS wagmsIampUANNgNFBTBsLUUABUAN NBMTNNSATIRERUANLILILS 1R AR B sile
lun1539e (Validity test) NavaIN15NAROUIEYIT AvLULEaN1vRIATEULUIA (Cronbach’s alpha) agﬁf 948
ndnasadunszuunmsasnaeuiaiesdolumsifuifuiiBsusosuds Jniuuuaounudindlududums
\Audeyaninundsteya udrdnhlvinsgideyanisada Tnsadanliluauide uady 2 41 Ae afifids
wesnaun Leun Arauuazfosas LagadMdseuuu Ao NTIATIERAMULUTUTIUMAUAEY (One-Way

ANOVA) kagn153tn5189in1sannaeideny (Multiple Regression)

wan1sAnyI (Results)

N

o

Heldnuteyameuuvasuaudidnnsedndniu Google Form annausiegefiladnassdiuau

e>°

AaABMswuUlAIe (Quota Sampling) $1uau 295 ¥a Tfmeunuvasunudidnysedindndunndiuau 439 4

U q

AUTINYMUTIEaLBEA A1 2
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#1519% 2: WSBuBuIwILgReuLUUABUNNLENAUYUIANGNTIRE 19T lATRas I UULAINT

WG AU
. o . Knau
#1913 UIUYUILYINT IR IRV REY
duuuulaam
) 31 (Sowaz)
ANSAAN 464 121 159  (36.22)
nsInnTsgsnaadelvy 122 32 76 (17.31)
U 113 30 66 (15.03)
NTRULAZUINNTTUNINITHEUY 80 21 65 (14.81)
UINNTINIZUVANTAUINA 66 17 20 (4.56)
wialulagansaumnaLazgsnanava 117 31 13 (2.96)
AdviaanIney 58 15 12 (273)
miﬁamiﬁqiﬁmwdwﬂizmvﬁ 34 9 11 (251
mMsUszdiusimmIngau 51 13 10 (2.28)
gsnanslu 24 6 7 (159
37U 1,129 295 439 (100.00)

31715199 2 a3 AnwininAnwiliauauladissusnniian 3 Suauwsn Ae @1v13

n13nan 91w 159 Au Andudevay 36.22 awivnisianisssieadelng 9uau 76 au Anlusesas

o '

17.31 waganu13vn1sUay® S1uau 66 au lneAndudesas 15.03 auddu mndeyafildanngudegiessy

q

v
a

arndentndnwilungudmuneduiunisdu 439 au ld

ilau\lyv I~ v

Uadediuynnavesnauluuaauniy 495398

U

NANTITLAIFU

LWﬂ%@ﬂﬁEW@ULLUUﬂ@UﬂW&J

Q’ﬁﬁmmwm Auane
ManA (LGBTQ+)
5%

JUT 2 InAvaeEnaukUUaRUAIY

n3U7 2 wudngudaegsdulnadumane Srusu 129 au Anludesay 29.39, inendjs Sruau

288 Au Anwdusesaz 65.60, uazgdanuvainuaneniane (LGBTQ+) duau 22 au Aadudesaz 5.01
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- o - NARZIUAN
ananziueantagauiia...
nMARzIURan o
2%
nmautia JUANUTIVDY
2% P
QGIEI‘U uUsiaunu

NIANAN
17%

NFUNNNUIUAST/...

U7l 3 giidnvesnounuvaeUay
913U 3 giiduunfiegerdvesinouuvuasuniuissmudduanunlunes dadl S
n3sMmITNUAsLarUINMmMa 1w 306 au Anluferay 69.70, nMAnans S1uau 73 Au Anlufosay 16.63
AangTusanduunie 31uau 41 au Aevdusesas 9.34, nAnidle 31uU 10 AU Andusauay 2.28

MMAnziuean 91U 8 AU Anlusesay 1.82, warAangTuan 31wl 1 au Andudesay 0.2

swldroifouvasyunasas (nsdliunasasdade)

10,001 - 20,000 UM 170

30,001 - 40,000 UM “

40,001 - 50,000 UMW 11

wnnda 50,000 um
linau

JUN 4 elddeiiouvesiunases (nsdlfunasesdude)

mngﬂﬁl 4 seldnaiiauvesunasesigamuaduainunlunesy el 519/l@ 10,001 — 20,000
UmABLAeu 31U 170 au Antduseeay 38.72, daunsgld 20,001 — 30,000 UNABLABY F1WIU 102 AL
Antdusesay 23.23, s18lalaiAiu 10,000 U meBLABY 71U 85 AU Andusesay 19.36, s18lé 30,001 —
40,000 UmaLAB 31U 34 A Andusegay 7.74, seleunnnan 50,000 U F1uAU 23 AU AsLduSauay
5.24, wazaavnediseld 40,001 - 50,000 um $wau 11 au Anduesar 2.51 lnednounuuaauniy S1uau

14 au Anvdudevay 3.20 liuszassnaululseinudl

swidraauvasindnu (nsldadunated)

Taivfiu 5,000 U 171 |
]
______________ S ——
5,000 — 10,000 UM i 94 |
_________________________________ i
““““ |
10,001 - 15,000 UM P17 |
. T
winnd 15,000 UM i 13 |
PR
L — ,
limau i 144 |

___________________________________________________

JUN 5 eldseiiouvestindny (nsdldadesiates)
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v
v

Nn3UR 5 Melddedieuvenindnyiissnudrduanuinlunides dsl s1glalidiiu 5,000 vnse
Wou 91uu 171 Aau Anvdusesay 38.95, 51¢le 5,000 — 10,000 urnseliey 1w 94 AU Anlusesay
21.41, 57818 10,001 — 15,000 UFaLfau 31uu 17 au Astduseway 3.87, s1uldu1nnia 15,000 Unae

Wew F1uau 13 au Andudesar 2.96 lnenauwuuasuaiu 31w 144 au Anlusesay 32.81 luusvas

neululseiduil
qeﬁmiﬁnmﬁ‘l%’aﬁ'ﬂs
I  Ysznalisuasinyndugs (U
o QIR Yszmadledasiva®e (Ua)

AL At
A el

e Gt
0 50 100 150 200 250 300 350
U7 6 ainsEnuniildasing
91n3UT 6 iinsAnuiitindnuldlunisasinsuindian fo SseufnuTi 6 (u.6) S1uu 306 A An
Judeway 69.70, daululdydinsfinwissiudsenadlednsin®n (i) S 72 au Aadudesar 16.40,
LLazéﬁuqmﬁﬂEJLﬁuq@imiﬁﬂmwﬁuﬂismﬂﬁaﬂ’mﬁﬂm%w%guqﬂ (Ura.) $1uau 61 au Anludosas 13.90

AISAATIE msianmsgsiadiatul s AsWuLaTUIaNSsUMIIAISLIY

@ uianssuszuu@ISHUMA ® ssiamsiin ® ahiadarsadl

matuladaisaumAuazgsiaaivia asdszuiusiamsngdu

s ﬁ'ail'lt;ﬁqﬁaq:-nlaiwﬂq:mﬁ

avdvINAAWY

200

159
150

100

76
66 65

50 36

UM 7 anvivndnm
NFUN 7 awninndneidnAnulianuauladiseuniniian 3 suduusn Ae N1ea1n U
159 au lneAndusasay 36.2, msdanisgsnealielml S 76 au lasAadudesay 17.3 uardudud 3 Ao

MU $1uau 66 Au lneAnduieeas 15.0
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MINAFBUHNNAFIY

a

M13197 3: wanawan1saaevanuAgiudadvdiuyanaiidnadavaralunisifendnyideluseauuTygyns

o

AEUIMNTTIND UNINEemAlUlaETITUIAANTINN

R ANEdA ﬁﬁ?immaj

! F-test ueaAgy (Sig.)
1) e 1.147 0.318
2) pidunvesindne 1.470 0.198
3) elddeifouresunases (nsalfunasesdads) 1.312 0.258
4) elaviaiiouvestindne (nsdldadesiies) 1.919 0.127
5) y@imsAnwitldasiasidndnm 1977 0.140
6) a1 AANY 1.188 0.301

a

1M1 3 LllafiAsuuaralunsidendnwideseauuTynnd aneuInTesie umine1dy

' '
aa o o aaa

walulagswusransann wudn Wifidadeduyanadulafiddoddyniadffiszdu 0.05 wansliiuladn
Bafoduyanatia 6 Jady fio 1) e 2) giiduumesindnu 3) Mgldraitouvesiunases (nsdifunasesds
o) 4) eldreifiouvesindnu (nsdidadesies) 5) Wimsdnwitldasiasdifinm wae 6) anwduidnm
iy fanuunndstuudlifnademamnalunisidendnuressduuigeed AnrusmagsAn uine ds
walulagvasnangainm

a =

M1397 4 wansmansvegevauuAgiudadeaumvaralunisidenfnuideseAulSyang AngUINTEIRa

L A7)

a a

wIngdemalulagsviraniann Nlkasen1sidenfnwireseAuUTyy1es AMEUITMNSESIA UM Ine1dy

wAlulag RN NN

AR AN5ZAU

Aduusyans| aanadou | AuUsEANS | Anadd AU

Uadeduunna Y
ANy wnsgu | AU t-test ugeIngY

(b) (S.E.) ® (Sig.)

ATl -039 121 -322 0.747
AUANEN WAl 269 036 233 7.429 0.000*
AUENENS 170 046 134 3.685 0.000*
AuAlgae 033 .048 025 696 0.487
ANUDNIEEADY 193 044 149 4.385 0.000*
AugUnsalativayunsiseunsasy  -.033 .040 -029 -819 0.413
é’wu?ﬁéwmammamm .206 .044 .180 4.723 0.000*
AuUNIUTTTENNUS 194 .050 164 3.923 0.000%
AUEIARNTT 272 049 205 5.593 0.000%

R = 0.909, R? = 0.826, Adjusted R* = 0.822, SE., = 0.409, F = 254.465

T
o w aaa

*dudAgnanangziu .01
NA15NN 4 nanTaTizvionnedanman wuil Jadedmunindnual (b = 0.269, t = 7.429, p <

01), funangns (b = 0.170, t = 3.685, p < .01), AMuB15a0U (b = 0.193, t = 4.385, p < .01), Fuds
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8118ANLETAIN (b = 0.206, t = 4.723, p < .01), fun1sUTzaduius (b = 0.194, t = 3.923, p < .01) Uaz
fuatainig (b = 0.272, t = 5.593, p < .01) dvEwasesiifvddymsainfiszdu 0.01 somgualunisiden
AnwireszAuUTYYI9T ANEUSISTING WnTinendemalulagsyunanisnm lngwuudnaemisadnanunse
osuneauLUsUTIwemmalumsdendnu el Jouay 82.2 (R2 = 0.826) Tauandliiiiudn Jafoindnild
unumddnlunstnuenisinaulafinureresindnu Tnammztadedunmdnualuazatainig Jedien

duusyavdgaiian agviouliiiuintnAnwilianuddyfunmdnunivesminedouasatafnisildyuu

dsfuusn sesawnfe tadedudssiuennuasnin maUssnduiug e191sdiaou wasndngns dudutade

AeLEsNas1enudulakarAaNNazAInauglinuTnAnw lun1sLdananuAnen

afus1ewna (Discusssion)

1nMITeies wnralumsidendnuidessiulTyges anzuinsgsia uminedomealulad
SIvsAaNTINN nngudaegsiAuldTLIL 439 au aguindadeduyaraiiuansnsiurenin@nusziy
Usyaywslifinananisindulaidionfnuideseduliynns Anguinisssia umingrdemaluladsvung
n3am @enAdoefiy (3993 wew uazdladnwal Snatan, 2565) lednwnFes Jedeiinanmsdnduladenids
AnwselunmeAalamans wuin dndnwdiidnednsiu Suadensdnduladondidnvirerusfaumans
UUNINGIRENITAUIATIR TunnANeiY

Haduiidnauarifoddnlumsindulaidendnudessiuliygni auguimsgsne uminende
aluladsvasnansamn Geiidviwasgrafidoddymisadisedv 01 dewmamalunisidondnwisesyiu
VS n3 aruimagsia sminendemaluladsmuseangann Sosuanduussdng liun Yadednu
amdnual fuataiinig fudssiweeuaznin sumsussnduiug duenanseiaeu uazsundngns

1) Yadesunmdneal JHuladeiith@nwilvanuddyduegiann amdnealvewwine dudana
Aan1ssuvestindnwnardunumdrdglunisdnduladenaniufinu anungud] Brand Equity e (Aaker,

°

1991) inanyinwanwalvesaaTudutladud gy itieadsnauawazaulindaluduusud vlidndne

1Y a

WnanudedusazandulaainsiSou daanndaaany (UN1NT LNYUIR warAe, 2563) LaANwILS8d N1SANYI

winalunisdnduladenfnwideseaudiyginsvesindnuinerdomealulaganaivnssy umingdy
wialuladnszaoundnszuasnie : N1539nauna1ITNg WU unsdndneal WDudiuddnyfivily
tnd@nwidaduladnadasdiine iesnidunndydnualvesaruaiagilavesmine ds uay
anfumsAniiifanuazenaming Fansdydnvalldnaefudeifinuamaisladetindnu Fadumnidle
Wiunsdaydnuaifanunsaiusliinduamiinedomelulasnszasundmszunsivile Aflnulaaisumnsiny
Wermansuazimalulag

[ [

2) Yaduanunangns Wudnuilailaddgyiindnulianuddgdusgiawnn msfiunineded
nangnsndanuiuaiowiniuduniswdsusuatiivedan wavaonndoatunainwssuty rdmafiu
UnAnw1 MuLuIAAUee (Kolb, 1984) 13 84 Experiential Learning Theory (ELT) 7tdun1si5eus sy

Uszaun13aiass Fareliiseuanunsaimuninuweidndululanveanisyihau imsiendngasiindnwises

a o ° %

Seusaenszeziafifinwiey 1udiiagdmunaiug anuawnse wasaunnluiivesin@nwifiazlasu
wasaIndnsansfing nanansiifazUszneuluieinuazesdnuing daun nwazvivalie dadudsfivae

duasudngn nvesfi3eu LAasaNgRIUINITIINIVDIAULUINITTING unInerdemaluladsyuananiunm
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' o
S a o A

Jundngesiildsunmseansuiisaaunmia 8nvisladnisusuusmdngasliviniuiunisiisundasnuuiun

nadsavegiane dely Jadedinaiddideddy wavdwadauindenisanduladendnuisevesdnfnw

s a o

danndesiu (G5avs yyia washtade wanisnuum, 2565) laAnwises Jadendmadenisdndulatrdng

q

aa o s = o

solundngnsAdvianounuduazdedinimansaunamans univedeidednuel wud1 Jadedundngns 4
NansEvUsonTnAnwIReInTiga

3) Yaduduenansdiaeu dnasgraunsenisindulafendnuirevesindnwiniuuwifn Human
Capital Theory %84 (Becker, 1964) AuA1W818139156 1 dutladuddgyi vroii uaua1venind@nwly
AENALSINY NSz sdiaeuioduyamaiiiumunuvesumiinends iudddsiessdanusluauising
TinAnwufievlulfluewean uennienasdiasusaduauiilnddafutinfnw Geenaiidvinatenisien
waznssuiuTinluduminendevesinfnulnenss eransdaeuluanruinagsia uwninedomelulad

s ' a o

F1vRsnan3unm Wuransdnianiug anuaiunse lumansuazanviing o lngenarsdyninuiinand 367

9

3

vala =

wazUsraunisallunisdeunaraievenssdmuy suvialudifanuduiuesiuindnw Suiliindnwd

Y

Yy aa

Auianiifdenisunion uastdnAnwdanuavilauiunineds duasulilinuninnisiSeunisaouna
#oARaBINU (pasnTal sueAIng, 2563) loAnwises Jadeidwanenisidendn@nuineseauUsqyyns 7
Wedpuinnssudeasdny uminedeasuniunsilsal nuln Jadeduennsdiaeulunnsiueglusseiu

v

w10 nerssvesInedaiiugileglunanisuasanaunssumedutiufoud il FouRnaded
s

a) Yadeinudssrsanuazain dedugaudaaztadoddgydnnilssznisvosnsdndulaiden
ANYIRBAMEUINISTING UNINeRenAlLladI1veAANTINN M1UNgE] Environmental Psychology 84
(Stokols, 1978) &NBAUIENIINIBAM WU A981U8ANNELAINIULMIINGTSE Snaronsidendnwirdeves
UnfAnw Lﬁmmﬂwﬁmmé’&LLVNﬁé?qasﬂﬁlﬂawﬂgww U3nULUNAYA WUV IUMNY LunaIns VNl
vssenmvesniduiliemanaiiviualie annsafunanouldazaan wasanzaudenisfuaauitly
nsfinuduuimsgaia ivsefiueniiddodeaivlussurfuasseduuumfununediasey sou
unTInedy uennviadinefiaznnlumaiiiumandn meluiminedomaluladsvusrangumiiassiug
auazaniiundnAnwianning 1wy lssewnsiiazeiauaysnaUsendn sesayn auwfn Suazande
Wusu vilrdn@nuiiavazanlunisiddinuaznisiseu aenndasdu (@3155a0 L@ndunazsunn tansley,
2567) Anwides Jadunsdnduladeni@nwidesyiuusyaynivesindnw ravwaluladevnssumans
uingdemaluladsvusnansyuas wuil animuiadendifszdisduaiunisiiouiuaraunmiiaves
nfinw AdeanuazaInfinsuasulrtiesnsaLazaIntunsAnywarAanssueng q Ifutndnw

5) J29uAun15UTEUIEURUS 91NUUIAA Integrated Marketing Communication (IMC) w84 (Kotler,
2016) 85U MsUszrduTusiunatetemtisaianissuikevduasulvsoudaduladenuninends
\lesnnmsUsenduiusvdngasinunisuuzinnulsaSeusing q waznsssnduiusvdngnsinuresmis
Social Media aztfunsifindosmisnsussmduiusiivainuas uazannsadidain@nuldegismmnia

a 1Y

aanndediu (sgns yayita uasitindy wan1sniuun, 2565) ladnwises Yadendmaronsdadulaindn

selundngnsidviansunudiazdedininarsaunamans uninerdeideaneal wuln Yadediunis

Usggnduiiusndnans Inansenusenisididnwsie
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6) Yaduauaiannis Wesnaiannisveamingiaenundnwazlaannisidnwivateusenn
W nslasuuseiugiRmanuungy msasivaunmdsednd lnavslunsidildviesayn lasulenalunisvesu
NUMsAneINNIuAIveNdevseuanuiheuneuen udu
Jaauauuy
v o . o = o/ v
Farauanuramsun1sinansIde luly

v a

Nan15398 WUl JadeniinanaziidedrdglunsdaduladendnuisessauiSyg e

)

=

3 ALUIMITTING

v A s v [ £%

wninerdomaluladsvusnansamniinanetedeiiddnyio Jadusunmdnual dundngns Fuenansd
Faou fudssiueanuazain Munsussnduiug wassuatainig deladesunmdnualuazatainig
Hutladefiindnviusheunniian widldanlunisinenis q Ailindnwatasdissuauyuimsssiady
Sruanmnn deiu A Ssmmjatiunsiaunnmdnualdieitnane  Wantu feil

v a 1Y a 1

1) ArsdnfanssukazlasanIsiaseauel Aen1sIndunuInialisnyeunineitesiugsia 1o

]

o

MsmamRaria nsuinsdnms viemsianvinwensssia elrfidnsmannsadiunnuddyuesnmslu
TEAUVDIATITOUBU

2) msiamaeteeusmile sensasiusinsfuuitvgsiaing q iedalendlidnAnule
AnnundeduasunanutndnwnasAudim nelddednueaulatviodulssvssnnzlunsmeungninudnss
wiadassnvesindnuuazdudinn Weilunisadussiuanalavaznmdnealfinsenisvilasinissauiu
U39 Jauansternundesmgluniswiouenuneslituindne

3) prsdasunauindnwinazAvding Tnelddedsrusaulatinieuledaesnmzlunismeuns

saa

awdanieossnvesindnuinazAvdinn iledunsaisussiunalanaznmdnuaiia

a) \slemalunsfnuuagide fensatiuayunifouaznsSounisaeuiiviuad ieuandliifiuis
Auansavasanzlunsaiesfauiln

5) U%’Uﬂqﬂmwa‘“ﬂmimu?ﬂ'a T¥denaulay wu iules, waadn, fnnen wsegyu lumsdsenduius
Aanssuuazaudifavesanzessioliles

6) wiuaudsdu anfiulasinsiiigitestiuanudidu Wy nMsatuayussnadiden ¥5en153nn1sMe

P

gafoiduinsiudunnden WeliAansandinmdnualfifvesaasfumsnunaiguazainonsy

Foruauurdmiumsisendwioly

1) msAnudadedu q W nansznuveanaluladrensidendinwide wiedvisnavesdeluduaiifiuss
nsandulavesindnw viefnwigeananissuideyainarsmsadasindnyivetndnm wievinsTusTun
TUfomasnanfiumniu

2) prseneveuansEnwlUS winendedu 9 WewSeudieuledeiiddvinasenisidendnuisely
upazanIUvy

3) msAnundadvlunisinduladend@nwanitunisinwangifeites wu funasesvesindnum
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Abstract

This research aims to investigate the causal factors affecting cultural tourism behavior among tourists in Mueang
District, Nakhon Si Thammarat Province. The study synthesized information from multiple related research articles to
pinpoint the primary determinants of cultural tourists' decision-making and behavior. The research was conducted from
January to June 2025. The results indicate that the key factors influencing cultural travel behavior in the Mueang District
area can be classified into four primary groups personal and demographic factors, motivational factors, tourism element
factors, and marketing and information perception factors A thorough understanding of these factors will assist the
Nakhon Si Thammarat Provincial Cultural Office and the Tourism Authority of Thailand (TAT) Nakhon Si Thammarat Office
in planning and developing effective and sustainable strategies for promoting cultural tourism in the region.

Keywords: Cultural tourism, Travel behavior, Nakhon Si Thammarat
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Abstract

This study aims to enhance operational efficiency and reduce delays in the inbound department of XYZ Company
Ltd., a business engaged in international freight forwarding. The main issues identified include delays in documentation and
invoicing, as well as demurrage charges, all of which negatively impact customer satisfaction. This qualitative study gathered
data through observations, in-depth interviews, and document analysis. Root causes were identified using the 5 Whys
technique and Fishbone Diagram, followed by the application of ECRS principles (Eliminate, Combine, Rearrange, Simplify) to
improve workflow agility and accuracy.

The findings revealed that the primary causes of delays were redundant document handling procedures and
ineffective commmunication both within the organization and with customers, leading to misunderstandings, errors, and service

delays. Solutions included process improvements and the introduction of a repackaging service. Although these changes

Hinfinwmangmsuimsgsnaumndugn aagnsdanisledaind uvinendevenisilve
Master of Business Administration in Logistics Management, University of the Thai Chamber of Commerce
Zemansnansd Usedmdngesimnssuladadind uvinendevenisilne

2Assistant Professor, Logistics Engineering Program, University of the Thai Chamber of Commerce

*Corresponding author. E-mail: nanthi_sut@utcc.ac.th

85



NImsuinnssunegsiawasdenn Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1Au-damau 2568

involved slightly more steps and coordination, they significantly added value, better met customer needs, enhanced
convenience, and improved both revenue and competitive advantage.

In addition, supporting tools were developed, including a notification system via LINE, a centralized document
management system, and the use of Google Forms for early-stage data collection. The results showed a reduction in
documentation errors from 20% to 0%, and demurrage charges decreased from 7 to 2 cases out of 50 shipments. These
outcomes significantly reduced costs and increased profitability for both the company and its customers.

Keywords: Freight forwarding, Inbound operations, Process improvement, ECRS, Customer satisfaction
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o [

nsUsulgenszuIunsiaulniivsednsaim Iuludetsondeiniasiisiazuuifinniaizinisnyle

o A o

Jinngsiuaziaunldegiadussuy vilsluunAnddyfendnnis ECRS (Eliminate, Combine, Rearrange,
Simplify) S'ﬁqaiﬂamﬂamqiylﬁaLLaz‘iTyumauﬁlﬁﬁﬁLﬁu wSaufinauadesialun1sviieu Uang, 2016) wu
nsvdnRanssuitlineliifnanien (Eiminate) vienssamdumeuiauizarhsamiild (Combine) iiloaniia
WAZALY

wAllA 5 Whys w3 Taiichi Ohno (1988) Wuipdssilefldeman “vilu” @ 9 Lﬁaﬁummmm’m
vostlywegauuguaz by mmsﬁuwugﬁﬁwﬂm (Fishbone Diagram %38 Ishikawa Diagram) 928414un
awinLduninavy Wu AU nszUIuNTT Ledesle uardanaden vilrmslesgidaunsouaquuazfuszuy
(Ishikawa, 1986)

13 09ile Flowchart §sasliiuninsiuesnszuiun1seiusg1edaiau szyganevan
(Bottleneck) wazdafiamaaluusiazduneu wSeurisdnasunisdeasuarnmsusmsinnisedsiussansnm
(Russell & Taylor, 2019; Harrington, 1991)

el vanseiterouniildd@nuinisiiuvssansamnsinidunvlunieladaing wu figins
uzUs19vu (2566) Anwnisiindseansamluunundsean Tneifunsinsedduneunisiauiazns
Jamsdudniielideeenldmssnan

ganssal fauena (2564) AnwinisiiindseansamnslivinmsvesiumurudsdudssninsUssia
Tnediunsudledlywienansardiuaznisieansilidanuienisiimeluladuld uaznunissas eufle.
(2566). M3FnwLeLinUsEANE NN STUIUM I USUenasY i

Tuvazifeniu iuves gni¥ad waatan (2559) Ilauonslinaluladifoudlvdgmiluusunienans
yeenifieifiunrmsindlunisinu uasiseila At (2567). MaialsdvBamunisdeans danns
Toyan15vUYeNUN CS

gaving 9uYes dudien willauy (2559) @uen1sHANINagNSN1THUTuYeIssAAvudsduA1TEnINg
Uszna Tnewfunisiiinelulad Wanyaains wasvenenaraifiewiindaeuannsalunisugsiu

PMNNIANIMUMIULLIAY Ngud wazauidediAeades wuineTesdenazudnnisdig o 1wy
wAtla 5 Whys, WHUReA19Ua1 (Fishbone Diagram #30 Ishikawa Diagram), n5¥U2un15 Flowchart wag
WANNTS ECRS dnafiunumanAglun1siias s ity idessuu Auvanugsn wasimuiiuinieanisusuls
nszvaumaedliiiussansnmannty lneanunsoanausdou andelanann uasiiuausansilums
afiunuldegiadugusssy

o

wenand danudn ATeMieademansaduaiefiugiaudAyvean1suiulsanszuiung
91U N133ANTLONENT warNITUTEAINUTENIIMIIEY WaiinUseEnsanlunmsaiiuay andunu
wazasimuianelaliungndlugnamnssuladafindsewitsszme Fadunuimafianunsodunusuldly

mMs@EnwAssllaeganungay

3Bn1sAnen (Methodology)
nsfnwilyadunsiudsednsnmnishauiagnisianstaymanvaidiluwaunvidi Ingly
NSEANWIINUITEN XYZ 110 il 0enseauTnauaansnlunsuyaduuesesrng daunisusulsanseuiums

eegadusyuu vl JuneuuailiomdfgyueanssuiumsAnuanansouanifisgui 1
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Anwsznsuazngualagng
LNV (Import Operations) LABUNUNDY 9 e
‘1@”L.Lﬂl 1) WUNTY 2) FIunuaInanalsEme 3) LqumnmJuw
4) ununAanIng (Customs)

L

wrsaalian ldlun1side

wAta 5 Whys
. Lqu.ﬂuﬁﬂ'me (Fishbone Diagram #358 Ishikawa Diagram)

*  %dnn13 ECRS (Eliminate, Combine, Rearrange, Simplify)

v

nsifiusiusandaya

¥ o a ' (7 ¢
*  AUTIUTINTEYAIINNTEUIUNTINNUTTENUNSELNANTT
@ ‘Qﬂ s q q “
*  dunvandadniuyrainsiiieives

*  ANSANYINLONANTVDIDIANTTLNEVBS

v

E=3 [
UATITNVDY A

*  AATIEUATEUIUNITVINUTBALAUN TN

ezl iine MAAM LAY VB IMKUNYI

Anszniadeiotaduanmmvalym

v

AUALLINIA LY

'

agunan1sAne

S, o a Y
E‘U‘V] 1 YUNDUNITANLUUNITIVY

wan15An® (Results)

N53981509 MatiuUszansnnlunisvinnuwaznisianistymainuaitilun1 s ure LN

W1 nsdlfinen USEM XYZ 910 dTnqusvasdiielinsisriaiugveainuartnlunisussaiuaussniig

mirgnuiliigItesiunszurun sdid1duan kagniuuanidlun1susuusanssuiunsine iieliuaiy

557 lunsliusng andefinnain wazanAlldangainaA1UsusuesnannALaItn

naN15AATEidayafIeuNuiif19Uan (Fishbone Diagram #38 Ishikawa Diagram) uazwatia 5 Whys

nyiTgavaveslymanuaidilunszuiunsinuvedwund anlunsiagldiniedie

wnufdn1eUan (Fishbone Diagram %3® Ishikawa Diagram) i ed1uundadeiiidudwnnvestym

Tnguueandu 3 ngundn laun yaains/minaiu (Man), 2unan159i1a1u (Method), wazinsesii/imalulad

(Machine)
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“pdiudrditunisiiviu”
FISHBONE DIAGRAM

dunoumsriwu

winvw

msiou

TECHNOLOGY

gﬂﬁ 2 NaNTIATIRAIBUNUNNANUAT (Fishbone Diagram %359 Ishikawa Diagram)

NN3UT 2 HamFieTzneusugifsUan ?IfammmaiwizLﬁuﬁwﬁmlﬁﬁqﬁ

1. f1uyaaing (Man): winsnuvinaadilalunszuviunsiinu lifinseusueduseiies waz
msdeansnelufiulaifussansnm

2. fruumeunsvihey (Method): lifisvuumsnsmaeutenansidussuu nsvuaunisendou vl
WWamuatuaydeRanan

3. sumalulad (Machine): seuvmamsdwsTildonliviuali liaunsadenloseyassminahesi 4
Iaegneiiusednsnim

AT A3deladn wedia 5 Whys m‘bﬁtﬁaﬁmiwﬁmmmmwumﬂzymﬁaﬁ

Yeyu: nsantlunisvineu

1. Mlunsvihanuieandn? — me1gnInsI9aaulenasti

2. ilumsnsadauenanstedn? — wigonaisldasuiiu

3. vilaenansliasudiu? — wszdhgvilasuenaisliasuaingna

Yy

4. Wilugnérdsdsienansliasu? — mszgnénlaidhiesduenarsitame

5. ¥ilugnénddlais? — sglifinmsdeansuiedeyaiidaouanununiisuas msundeans

INMTIATIAMBRIUIMWaazmalia 5 Whys wuil @amavanvesnnua1diuukund
Annndunoumsiansienansiindeu warnsdeansiilaifiussaninmianislussdnsuagtugnén dehlug
anuidlaraaiadeu auiawatn uazauandilunisluinng
WUINNITUTUUTINTEUUNNTTINNUVBIUNUNY G

nsfnyluadsilyadunisuuusanszuruniaiaulusiunrid1vesussn XYZ wagiiaue
WMNSLATRYM 2 wuIne Uszneusne uuamied 1: msuuusslumsinny waguuimied 2 isAenssy
fineliAnnAregnéuazusin MeaziBndel
wuved 1: nMsUFulsluntsieny

Tunsusuusdlumaienu {3fedssgndlindnns ECRS Faduuudslunisifinyssavsamuas
anAnugadslunszuiunsining wannsdnaiuseneume 4 Sumou T@uA Eliminate (§a#9), Combine
(59u), Rearrange (§niSeslusl) uaz Simplify (ilWieTu) faif

E - Eliminate (Fadunauilisndu) annisieseiununmnislvasu (Flow Chart) wui duneui

21 Fudunsddururidianiug 0209 Wigndn anunsadneanls esannluuanedldldenatsauysaluay
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Storage FaldidnrisyuuTIuTImLUUTBIULaATian1snsenienasnusazaeiselilufiieatu lnedaiu

sgraduszuululamesnans wenaufeanaise Wi ONE, Evergreen, MSC tudu tilelvindnauaiunsa

dnduagliiulddeuazgndes Faumsiifisananuiinnain 1$93anseUNsABNISAANINT Wavandunu

flddndu vliununvidimaieduszdnsnmuniu wiouassenufisnelalignAlaesiu

x +

D > OneDrive > IMPORT > DOFORM >

M T son = View
Name
€O LOADER
cosco
CULNE
EVERGREEN
% kMTC
MAERSK
MsC
™ NGOW HOCK
ONE
SHIANGHAI JINJIANG
TSUNE

YANGMING

% % % % %

M

Search DO FORM

(B Detaits

x

Q

E‘Uﬁ 4

90

Folder Tu OneDrive N3N1557U531L0NA1S



NImsuinnssunegsiawasdenn Journal of Business and Society Innovation) U1 2 atiufi 5 wawa1Au-damau 2568

& 1. NOTICE 1B 2024

= 2. NOTICE

@ 3. NOTICE ADJUSTMENT DOC FREE

& 4. NOTICE

& 5. NOTICE UPDATE NEW DEPOSIT

& 6. FORM REQUEST EXCHANGE DO

& 7. AMENDMENT LETTER FORM

& 8. NEW FORM CHANGE STATUS LCLCFS
©° 9. FORM CHANGE NAME INVOICE DEM
@ 10. NEW FORM DEPOST

@ 1. customer registration form

@ Local Charge COSCO

gﬂﬁ 5 fn9E19318N1568Na15U89 Cosco Shipping Line

... XX, XOOOCKXX.. 1AL XXX,

o 0B SURRENDER

SEAWAY-BILL

gﬂﬁ 6 Fg1anuUNesHLENaIsUuan Delivery Order Uasa81i3e Evergreen

R - Rearrange (nddutunouln) finsnsunusagsdniunsdeudeyadiuinsuasailisnel
dramiluszuy Wielranunsaeenluud millgmuiindanldsuienaisasuiu Treantuneut dounaziiia
arwsasalunsininu sufvdmalignéldsuludminusinue afnnufielawas amdnuaifidves
D9ANT

s - simplify (l¥eudedv) Wasrvuuduisuan ugdulvignAmiukeUunaindu LINE Tngds
‘ﬁaaﬂaﬁwé’fﬁy W lavilunsidsausn (Bill of Lading Number), @01ug@unn, Lain1siiunig, kagsgeznainis
\AUAUAILUU Free Time Lﬁ'aslﬁqﬂﬁ"lmuﬁm’mLqumﬂ?’]ixlﬁuu,as%’mmﬁuﬁuﬁﬂiﬁazmﬂ anAusnduly
nsapunudeyadndou uandiuaulusdalunisdniuny

@ '

wenanilfadarinsenuaniuseduaniluguiuu Excel liedeanstoyadiftyegieiaiiies suis
WAl Google Forms d@msulvignAtuaziifeitesnsondoyansauuuuianansnauddunie 4iganiian
NARAIN andaianain wagiiunusaislunsisuRunsyUIuNIg §wmanaiigielinisyieu

fusgdnSamuniu nilusnunisdeansiugnAiaznisdanisienasneluesdng

BL NO - XX
TN = XG0

QTY: 1X20'GP

ATD: XXXXXHKXK

ETA: SOXUXXXXXX

FREE TIME: XX XXX XX
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JUN 7 fegemsudaieugnmsiunilal
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e
E— o -~

5U71 8 Google Forms dwulsignénnsendeya wasdnlvanlug
wwInedl 2: diafenssudinelfiinanrdegnuazuien

1NN5815I9ANNARLTLGNATKNIY Google Forms WUIINSLAiLIUSNS Repackaging (utuamad
noulanduaziiuamnufianelalitugnénlfesadmau Ineusnisivielviussnannsolfuinsuuuasuies
Faustindaud vssglml Waufansearedudldnislunssuiumadion davanniszuesgnén wagiiuam
avmnsanslunsdnnisdud

n15fiNu3nNNg Repackaging fiinguszasdiitoifinanuazainligndn ludesszausumangdne
dingaduazanuduailunsliuinisvesuien sudssesiuaudonisivainuats Hadiuguuuias
USuauussgsinu

e lun1sAndeanwusing Repackaging Mnunzau

—_

. AMAMIULALAINSEUTDEUDIFUAT

2. AUATIEDNATIUNITANLEWNY

3. AnuduAdefisududuu

4. AnugavguLazANTINLle

5. figndsAudvielssnuussfidorensuuds

6. Uszaunsaiuazanuidedie

7. msfeansitanunazusnisudnisueiia
fre819nN1sIUSBUiBUNauLaz#asltusn1s Repackaging

duAtdieg eredmsunyuananes UTuu: 5,264 99/ Asuinulues 20°GP imidns
16,758.00 Atansy Usums 29.00 gﬂmﬂﬁmm

NSTUIUNTSRALIYUSNNS Repackaging

nouldusnig: qnﬁwﬁaﬁuﬁuﬁwmnvﬁﬁ'a%E‘Tﬁﬂﬁwmmmauﬁa Repackaging AauUNIza18&UA"
Fefltupournnuagldinanny

1. &fefufanndsumeiu

2. frszendudnidloduintsUssmalng

3. Wi muUAN1sALEURSNSAaNINSV I Freight Forwarder n51u

4. sosudumINTIITounaNall (ASIFUAUWNYS)

5. AiuN1g Repackaging
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6. VDITOVUAUNOTUAUANUTTATILE

7. nszanedumludalatenig

SUN 9 nszuIunsneulduIn1s Repackaging

Y

wadluIng: AuidanssannyinGeludindiussy 3ntuaiiun1s Repackaging lneflunuamsuas

nszaredumlaviuiinuiuang
1. Asdfodufannuszimeiu
2. F158ANAUAN
3. iloAudsUssmalne udsimunnisdiduisnisaaninsudli Freight Forwarder ns
4. Freight Forwarder dsdufnsslugandaussqdudn Fwinvay3)
5. ALiiuA1S Repackaging lagfilauaniznig

6

1 y5aUangnIeinIuun

De

- daununisnsznedumludauine

JUN 10 nszuIummasliusnig Repackaging
° P . P ] o Y a . %
MSAIUINAUNY Repackaging wazfuvuAtiau-waanisldusnis Repackaging vasgnAn

1599 1: AUUAT Repackaging ¥84gnen

N"3 Repackaging N3 miunyuanames/1 groumuwes 20 #a = 5,264 g

a6y 598013 AR (UW)
1 FAAUNUADY 35.00
TIAUYU 184,240.00

ANSaTi 2: G’qumm Repackaging ¥4 Freight Forwarder

3 Repackaging N3 edmsunyLanames/1 gaaumuiues 20 Wi = 5,264 g

aeu 318N1T FIAFRY4 (U )
1 a4 8.00
2 A1 Repackaging 20.00
3 AUINTS 2.00
FAAUNUADEY 30.00
TIAUYU 157,920.00
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M1599 3: AUNUAINBUNISIIUTNNT Repackaging ¥84anen

e G RV AT GG L
aeiu 318013 57101 (V")
1 AmTedmTunuaNames (3.20 USD/9) 584,514.56
2 AYUAININTE GABUIMUILETYILA 20 WA 17,003.00
3 ANEIENEUAN 28,576.00
il A8 dnsupEn 8,100.00
5 AvLEEUAT (370 MFauranats WU T599u) 9,200.00
6 ALTIU 4,000.00
7 A1 Repackaging 184,240.00
8 Asns¥anedua Wdanenen 1 2,900.00
9 Asnsranedua Wdanenien 2 2,900.00
10 nsnsenedua ludanenied 3 2,900.00
11 nsnseanedum ludaneniei 4 2,900.00
12 nsnseanedum ldlaneniei 5 2,900.00
FAAUNY 850,133.56
AUNUADYI ~ 161.50

31NA15°99 3 wanssuyunoun1sldusn1g Repackaging dmsun1sundudmsenyuaanes

I a v '

U 5,264 93 daldendniudiuvesardun Avudmiase AnEut waAldanenunsn1svd

& a o
T TUNUEY

v

638,193.56 UM waNNT Fallalganeiuiy lawn Arvudsansewrauadaludalssnu

AusIYTlui A1useulunis Repackaging wagArvudsdudiainlssnuludavanenie 5 9a 57180

211,940.00 U denalusuyus v vunneun1sldusnig Repackaging ag_jﬁ 850,133.56 U

M13N 4: AUNUANEINTTITUTNNT Repackaging ¥84anen

NIEMTUNYLBLARDS
a9y 318113 37181 (V)
1 AmTedmTunuaNames (3.20 USD/9) 584,514.56
2 AYUAININEE GABUIMUILETYILIA 20 WA 17,003.00
3 AN FEE U 28,576.00
il Al dnsuren 8,100.00
5 AuEsEUA (30 MiTeurauads U 1ssuflinuinis Repackaging) 4,000.00
6 AL 4,000.00
7 # Repackaging 157,920.00
8 Asnsranedua Wdanennen 1 3,800.00
9 Asnsranedua Wdanenen 2 3,800.00
10 Asns¥anedua Wdanenen 3 3,800.00
11 Asnsranedua Wdaneniedn 4 3,800.00
12 nsnseanedum ldlaneniei 5 3,800.00
FAAUNY 823,113.56
AuYUsana ~ 156.36
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9NA15197 4 LARIAUNUNFIN15LEUINNT Repackaging dnsunistidmsenylenawmas I
5,264 54 wuielgneluduil 1 89 4 %qmamqmwauﬁ’] ANVUAINNNSD ANNIBUDN wazAT Y18
saufuidu 638,193.56 v Inedaldareduiu taun ArvudsaniiEownanadslugadssmuiliusnng
Repackaging Ause9U ATUTIYTaeTing wazAnszaredudludatenia 5 9a sauduiu 184,920.00 v
dawalﬁﬁunuimﬁgq?:uagﬁ 823,113.56 UM

13799 5: asusiunu wazils (ew - na3) N1sldu3ns Repackaging vesgnAl

sy wazils new waznaansl¥u3nis Repackaging ¥83gnA

31815 neulduinis Repackaging naslgusn1g Repackaging
v 850,133.56 823,113.56
218 5,264 x 320 UM 1,684,480.00 1,684,480.00
mls 834,346.44 861,366.44

NAN5I97 5 anunsaagulean sununeuldusng Repackaging maﬁqﬂﬁﬂagﬁ 850,133.56 U1V VeuzTl
é’unwéﬁmﬂ%ﬁmiasﬁiﬁ 823,113.56 U vilianunsaandunuasld 27,020.00 v dawatinilsnould
ﬁmi%'!qaauiﬁ 834,346.44 U g 861,366.44 U7 M’%@ﬁﬂLﬁuﬁﬂiqw%Lﬁu‘ﬁyumwﬁ’udamaaﬁuv!uﬁ
anasAe 27,020.00 UM LaAIlATILIINNTIUINNT Repackaging 611'3&JLﬁuﬂixﬁw%mwé’mé’unuuﬁswarﬂ”ﬂsmm
anflaegetnau

13799 6: asUilsannnslduinig Repackaging

flsves u. XYZ #il§a1n USMs Repackaging

nedmIunyLaLaRes 5,264 g9

18015 mls (L) 33 (V)
mls/au 2.00 10,528.00
Asa/AY (5 90) 200.00 1,000.00
BOAT 11,528.00

NN 6 wandliiiiuin nsfinuinis Repackaging LilieanauauewianUABINITvaLgNATld
oealisyavismmsiniy widheadeeliiunddldiunion Tnemlsiintuinaindusns Repackaging
waALAsELAN ol Unaansaudmsianssuunsnsreauiluusaz el annzan Tnediduyu
Wwdvegil 3,600 Vndedy (Teyaanglwdunival, 2567) demaliuienilenalunisifiunarilsainnng
Tousnsfiasuisasinnd iy

agalsfiny nsuiuu3nns Repackaging dwalwnsyuiunsyhnueesuisng iududntoslunives
TuneunaznisUszarueuiiiniy winsiasuudasiangnannsoaieyadialiiuuinisldegng
iy Snitsdarreliuignannsnlivinisldeganseunquuarnevlanganudosnisvosgndle
pe19ATUiIU deralvigndnld Sumnuasmninndy vasfsriuuisniamsoatensldussanuldi 3o
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	แนวคิดและทฤษฎีเกี่ยวกับการตัดสินใจซื้อ
	กระบวนการการตัดสินใจซื้อของผู้บริโภค ประกอบไปด้วย 5 ขั้นตอน ได้แก่ ยอมรับความต้องการ การแสวงหาข้อมูล การประเมินทางเลือก การตัดสินใจซื้อ และพฤติกรรมหลังการซื้อ ซึ่งสำหรับนักการตลาดนั้นจำเป็นต้องศึกษาทั้งกระบวนการซื้อ ไม่ใช่เพียงแค่การตัดสินใจซื้อเท่า...
	รูปที่ 3 : กระบวนการตัดสินใจซื้อของผู้บริโภค
	ดัดแปลงจาก Michael J. Etzel, Bruce J. Walker and William J. Stanton. “Marketing”, McGraw-Hill, Inc.:1997 อ้างใน วิทวัส รุ่งเรืองผล, 2556 หน้า 48
	งานวิจัยที่เกี่ยวข้อง
	อรจิรา แก้วสว่าง และคณะ (2564) ศึกษาเรื่อง ปัจจัยส่วนประสมทางการตลาดกับการเลือกซื้อสินค้าออนไลน์ผ่านแอพพลิเคชั่น Shopee ของผู้บริโภคในกรุงเทพมหานคร พบว่า “ปัจจัยส่วนประสมทางการตลาดด้านช่องทางการจัดจำหน่ายกับการเลือกซื้อสินค้าออนไลน์ผ่านแอปพลิเคชัน Sho...
	สุนิสา ชีวันโชติบัณฑิต และพอดี สุขพันธ์ (2565) ศึกษาเรื่อง รูปแบบการดำเนินชีวิตและปัจจัยส่วนประสมทางการตลาดออนไลน์ที่มีอิทธิพลต่อกระบวนการตัดสินใจซื้ออาหารคลีนผ่านช่องทางออนไลน์ของบุคลากรกรมสอบสวนคดีพิเศษ พบว่า “ผลิตภัณฑ์กับการตัดสินใจซื้อมีความสัมพ...
	จันทรวัทน์ แก้วทอง และทิฆัมพร พันลึกเดช  (2566) ศึกษาเรื่อง ปัจจัยส่วนประสมทางการตลาดที่มีผลต่อการตัดสินใจซื้อผลิตภัณฑ์ขนมขบเคี้ยวในจังหวัดสมุทรสาคร พบว่า “ปัจจัยส่วนบุคคลในด้านสถานภาพ และรายได้เฉลี่ยต่อเดือน ส่งผลต่อการตัดสินใจซื้อผลิตภัณฑ์ขนมขบเคี้ย...
	Ivana Tanjung (2021) ศึกษาเรื่อง การวิเคราะห์ผลกระทบของส่วนประสมทางการตลาด (7Ps) ต่อการตัดสินในใจซื้อใน Sentra Snack Stores สำรวจกับลูกค้า Sentra Snack Store เมืองซูราบายา ประเทศอินโดนีเซีย จำนวน 70 คน ใช้สถิติ ค่าร้อยละ ค่าความถี่ ค่าเฉลี่ย ส่วนเบี่ย...
	วิธีการศึกษา (Methodology)
	วิธีดำเนินการวิจัย
	ประชากรและกลุ่มตัวอย่าง
	งานวิจัยนี้เป็นงานวิจัยเชิงปริมาณ ในพื้นที่จังหวัดปทุมธานี โดยประชากรในการวิจัยคือ ผู้บริโภคที่เคยซื้อและคาดว่าจะซื้อขนมไทยและอาศัยอยู่ในจังหวัดปทุมธานี ที่ไม่ทราบจำนวนที่แน่นอน และกลุ่มตัวอย่างคือ ผู้บริโภคที่เคยซื้อและคาดว่าจะซื้อขนมไทยและอาศัยอยู่ใ...
	เครื่องมือที่ใช้ในการวิจัย
	แบบสอบถาม (Questionnaire) ที่ใช้เก็บข้อมูล แบ่งออกเป็น 5 ส่วน
	ส่วนที่ 1 คำถามเพื่อคัดกรองผู้ตอบแบบสอบถาม ซึ่งศึกษานี้มีกลุ่มประชากรเฉพาะผู้บริโภคในจังหวัดปทุมธานี
	ส่วนที่ 2 คำถามเกี่ยวกับข้อมูลประชากรศาสตร์ของผู้ตอบแบบสอบถาม ได้แก่ เพศ, อายุ, ระดับการศึกษา, อาชีพ และรายได้เฉลี่ยต่อเดือน เป็นลักษณะคำถามแบบตรวจสอบรายการ (Check List) จำนวน 4 ข้อ
	ส่วนที่ 3 คำถามเกี่ยวกับส่วนประสมทางการตลาด (7Ps Marketing Mix) ที่ส่งผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี มีลักษณะแบบสอบถามปลายปิด และวัดแบบมาตราส่วนประมาณค่า 5 ระดับ (Rating Scale) ประกอบด้วยคำถามทั้งสิ้น 7 ด้า...
	ส่วนที่ 4 แบบสอบถามเกี่ยวกับการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี มีลักษณะแบบสอบถามปลายปิด และวัดแบบมาตราส่วนประมาณค่า 5 ระดับ (Rating Scale) จำนวน 15 ข้อ
	ส่วนที่ 5 ความคิดเห็นหรือข้อเสนอแนะเพิ่มเติม มีลักษณะเป็นคำถามปลายเปิด (Open-ended questions)
	การวิเคราะห์ข้อมูล
	การเก็บรวบรวมข้อมูลระหว่างเดือน มิถุนายน ถึง พฤศจิกายน 2567 จากกลุ่มตัวอย่างตามสะดวก (Convenience Sample) โดยใช้เครื่องมือแบบสอบถามอิเล็กทรอนิกส์ เพื่อนำมาตรวจสอบความถูกต้องก่อนที่จะนำไปวิเคราะห์ด้วยสถิติเชิงพรรณนา การแจกแจงความถี่ ค่าร้อยละ ค่าเฉลี่ย...
	ผลการศึกษา (Results)
	ผลการวิเคราะห์ข้อมูลปัจจัยด้านประชากรศาสตร์ พบว่า ผู้ตอบแบบสอบถามส่วนใหญ่เป็นเพศหญิง จำนวน 277 คน คิดเป็นอัตราร้อยละ 65.3 มีอายุอยู่ในช่วงอายุ 20 - 29 ปี จำนวน 161 คน คิดเป็นอัตราร้อยละ 38.0 ระดับการศึกษาระดับปริญญาตรี จำนวน 269 คน คิดเป็นอัตราร้อยล...
	ผลการวิเคราะห์ข้อมูลระดับความคิดเห็นเกี่ยวกับปัจจัยส่วนประสมทางการตลาดมีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานีภาพรวมอยู่ในระดับเห็นด้วยมาก (,X. = 4.04, S.D. = 0.526) โดยพบว่า ผู้ตอบแบบสอบถามส่วนใหญ่มีระดับความคิดเห็...
	ตารางที่ 1: แสดงค่าเฉลี่ย ค่าเบี่ยงเบนมาตรฐาน และระดับความคิดเห็นของปัจจัยส่วนประสมทางการตลาด มีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี
	n = 424
	ผลการวิเคราะห์ข้อมูลระดับความคิดเห็นเกี่ยวกับการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี โดยรวมอยู่ในระดับเห็นด้วยมาก (,X. = 4.13, S.D. = 0.470) พบว่า ผู้ตอบแบบสอบถามส่วนใหญ่มี ระดับความคิดเห็นว่า หากไม่พอใจกับคุณภาพของขนมไท...
	ตารางที่ 2 : แสดงค่าเฉลี่ย ค่าเบี่ยงเบนมาตรฐาน และระดับความคิดเห็นของการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี
	n = 424
	ผลการทดสอบสมมติฐาน พบว่า 1) ปัจจัยด้าน เพศ อายุ ระดับการศึกษา อาชีพ และรายได้เฉลี่ยต่อเดือน ที่แตกต่างกัน มีการตัดสินใจเลือกซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี ไม่แตกต่างกัน อย่างมีนัยสำคัญที่ระดับ 0.05 ดังตารางที่ 3
	ตารางที่ 3 : แสดงผลการสรุปผลการทดสอบสมมติฐานปัจจัยประชากรศาสตร์ที่แตกต่างกันมีการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานีที่แตกต่างกัน
	2) ผลการทดสอบสมมติฐานปัจจัยส่วนประสมทางการตลาดมีผลต่อการตัดสินใจเลือกซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี โดยมีปัจจัย 5 ด้าน คือ ด้านผลิตภัณฑ์ ด้านการจัดจำหน่าย ด้านการส่งเสริมการตลาด ด้านกระบวนการให้บริการ และด้านสิ่งแวดล้อมทาง...
	ตารางที่ 4 : แสดงผลการสรุปผลการทดสอบสมมติฐานปัจจัยส่วนประสมทางการตลาดมีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี
	อภิปรายผล (Discussion)
	งานวิจัยนี้พบว่า ปัจจัยด้านประชากรศาสตร์ พบว่า ปัจจัยด้านประชากรศาสตร์ ได้แก่ เพศ อายุ ระดับการศึกษา อาชีพ และรายได้เฉลี่ยต่อเดือน ที่แตกต่างกันมีการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานีไม่แตกต่างกัน ขัดแย้งกับแนวคิดเรื่องป...
	ส่วนผลการศึกษาปัจจัยส่วนประสมทางการตลาดมีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี พบว่า ปัจจัยส่วนประสมทางการตลาด ด้านผลิตภัณฑ์ ด้านการจัดจำหน่าย ด้านการส่งเสริมการตลาด ด้านกระบวนการให้บริการ และด้านสิ่งแวดล้อมทางกาย...
	ปัจจัยด้านผลิตภัณฑ์ มีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี แตกต่างกัน อย่างมีนัยสำคัญทางสถิติที่ระดับ 0.05 ทั้งนี้อาจเป็นเพราะผู้บริโภคให้ความสำคัญกับการเลือกซื้อผลิตภัณฑ์ โดยคำนึงถึงคุณภาพ รูปลักษณ์ แพ็คเกจจิ้ง ...
	ปัจจัยด้านการจัดจำหน่าย มีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี อย่างมีนัยสำคัญทางสถิติที่ระดับ 0.05  ทั้งนี้อาจเป็นเพราะผู้บริโภคให้ความสำคัญกับช่องทางการจัดจำหน่าย เนื่องจากทางออนไลน์มีให้เลือกหลากหลายช่องทาง สะ...
	ปัจจัยด้านการส่งเสริมการตลาด มีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี อย่างมีนัยสำคัญทางสถิติที่ระดับ 0.05 ทั้งนี้อาจเป็นเพราะผู้บริโภคให้ความสำคัญกับการส่งเสริมการตลาด โดยผู้บริโภคจะค้นหาข้อมูลจากเว็บไซต์หรือโซเชี...
	ปัจจัยด้านกระบวนการให้บริการ มีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี แตกต่างกัน อย่างมีนัยสำคัญทางสถิติที่ระดับ 0.05 ทั้งนี้อาจเป็นเพราะผู้บริโภคให้ความสำคัญด้านกระบวนการให้บริการ โดยเฉพาะการชำระเงินที่ปลอดภัยและเ...
	ปัจจัยด้านสิ่งแวดล้อมทางกายภาพ มีผลต่อการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี อย่างมีนัยสำคัญทางสถิติที่ระดับ 0.05 ทั้งนี้อาจเป็นเพราะผู้บริโภคให้ความสำคัญด้านสิ่งแวดล้อมทางกายภาพหรือสิ่งแวดล้อมทางกายภาพต่าง ๆ ของร้านขนม...
	สรุป (Conclusion)
	งานวิจัยนี้ได้ข้อค้นพบเกี่ยวกับปัจจัยด้านประชากรศาสตร์ ปัจจัยส่วนประสมทางการตลาด และการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภคในจังหวัดปทุมธานี โดยพบว่า ปัจจัยด้านประชากรศาสตร์ที่แตกต่างกัน มีการตัดสินใจซื้อขนมไทยผ่านช่องทางออนไลน์ของผู้บริโภ...
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