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Guidelines for increasing the efficiency of product storage
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Abstract

The article is to provide guidelines for increasing the efficiency of product storage within the warehouse. The
warehouse has an important role in the logistics process that affects logistics cost and efficiency in responding to
customers both in time and quality in delivering to customers. Therefore, organizations should pay attention and
seriously develop their capabilities in managing this work by considering guidelines for increasing the efficiency of
product storage to elevate the process to be effective for the organization. This article consisting warehouse
management concept; storage; type of storage and guidelines for increasing the efficiency of product storage; which
the author studies, and researches from documents, articles, and perspectives of academics and a summary of
contents according to the author of view guidelines for increasing the efficiency of product storage within the
warehouse is hoped this article will helpful to interested.

Keywords: Warehouse management, Storage efficiency, Logistics optimization
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ﬂixaw%mWLLaxammmL?‘iﬂd@i’mﬂﬁma%dawﬁmﬁ'ameﬂiuﬂﬁqﬁuﬁ'ﬂﬁ, nseinAuazaInlunis
indeuisauduiiesnneluadsduilasnsinszifouduneauuiaunielunds saudannsiduniady
asmelundsegnstalay, msqualudesgudnuniznioluadadud 1wy desan Yosuas HaymiFesannuiy
flu fio1aneliAntgm ﬂgﬁuﬁmqﬂuﬂm‘uaqwﬁmmuazﬂizﬁw%mwmiﬁwmuazmi%’mLﬁ‘uﬁuﬁﬁmﬂu
Adsdudn, gavneidumsaieguideiflunsihaumelundadud wu mssenngsuidoutevinusig Tuns
UjtRnunelupdadud ldinsdunmsiuduseendisanuiigs viensnausoenangludesivdudi ns
vutuasduduenuinaiuas maviumeduinsiuinuuseTuasiud Wy

Wi 4 miU%’Uﬂqwmumiﬁ'lmuﬂwEﬂ,uﬂﬁaauﬁﬂﬁﬁﬂﬁsamﬁquﬁsﬁu st laitasdu

fupounistuuagasada matudud mahaudiduinastedudaiuaud nsguaiuduns daiulie
Tuanmiid laiideuanmvieideyne msvduaumidaiveenunliniewdondumou msdanonuazSoudud
iladnds n1sussqfivsieviefnienaAudeine dusudweuuardsean niouaAsnsAndunuLuy
AanssudifleuSoniudn Activity-Based Costing wUsedusuuluwdasianssy wasUseliufanssuvisenis
UftRnuseg melundsduiitlunsujifsuionssulea fidisasedofiuyadiinndeliogidls dey
annsavlnshaueseddudane fussavsamuarUssansnaniu

wamafl 5 mMsUszendliszuumaluladansaumadimivnuadsdud msldszuumaluladidm
Hglunmsujufausuesdud laud ssuvuslan lnenisinssuvuslan unldiuadsdudasannsaldlalu
wane9n laun nsfunardeduddneenainads nsdnssuuiivduinigluads waznsasiaduduiiniely
ada Wudu Jymaeluedadudlasanzdoianaiafiinanninaiunsiatiu Suadud aunsaussmas
Ighensuszgndldszuuunildn lnsaudiagiihesnuas dnfunglundedudagldssuuunildlunsssy
fAuduazusTatot levudnsuasdaiiu n1sufulsedsdudieTitasilvimainuiuenaisuazms
asrada asratiusineg meluadidudanusavlasnistusastaelndefamannseg ﬁLﬁmmms{]awﬁ'aga
seauansaanadld uenmieainszuuuiilanud Jaguudissuu RAD Fuduszuuifinisiaulas

¢ v

anansaldussleviameaisiuszuunnslan uianduaduingunundunas wazanunsasudeyaluszeglnalag

U a v

Taidnudesduiadua

wumed 6 msdszgnaldinaluladnisdearsdmivauadsdudifiessuy Electronic Data
Interchange (EDI) vi30 szuuuandsuardsdeyamsdiinnsedind meussgndldszuu EDI 4 agvilsinissy
uazdsueudufandwnansieesuazgninanunsaildsing ddyaunsamdennising Hiludomwosiui
gunInikariEN1sTudsduAdiaY taawmin UsznaufiuinldanduneunazdoRananasieg vesnsunazes
NOUAUAT LONEAITAI ﬁmmgﬂﬁamammﬁa?jﬁu N1TRTIINIUANE ansavildineuazaaesianniy

deralvisiunuuaryssavsninaunafunazdaeudumatuy
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w7 damgunsaivudieYaguiegunsaivudnefivmnsaundoui fulBsussuunsdaiv
wazszuumsvuelagldnanudonseniuses Ineiansiagilinnsvhnuresnddudaznin wazsing
Bty nstvestunazadliisduluriweimssuauddnaddudn vieludiwwesnisihdudesnunan
vinadaiu nufmoimssnduitusaussniie aunsovldhowsssini Swdmalissdnsnam

AURAALTEUVDINITUS URNUATUNEN N INTDIRS g9

=

WMed 8 annsiuduyuLdiLaznszmsasuiuadduddusglullagtunaziionaiinan
nsasuluouwan Fensuiuildsunmslivingauvesivnaues dsldiluanuiidnfioTngAutudan
msuanuazdudundunsnaniuiivieadduiaeuenunu misﬁLﬁumwzj'mf%dqwaﬁsiau’%ﬁﬂwma6]
sy lainaiduFewesmsandunuaniinualufuadsdui mssunsuduunsiaiu viedunuguadaiiv

o

durmmenulelatanuliugtulasidAgy i U eMLUNFUATTZIT0IAUNULAZ AULENNY Yoras

#3U (Conclusion)

adsduA U Ry Ul gUusasianuddensovauasn sl U mMaungndn msuinis
Ay AU e UsAvB nmd aluladed g iivhlinsifiumslued dusnidullegwiiussans iwifieneuaues
AuFeIMsvegnAn fufiarsaumlumsUiuUsasimunyseansamlunsdaivaudilosnszeu
nszuaummhauladadndliAnUssniuairouitnian laenmsinnismaifuinumasiinisdaansdudedng
fisndounarquadudliegluanimwdoudmiunsdadedudn dadu maduiufanssumssiandFududaus
msimumdeuts Madidunuazmausunsidunuliussg inguszasdidmuald Tnensiterszuy
nsdnnisvienanssusinsuedladafndunyszgndldazdosdinruduiuduaraenadosiuluusazianssy G
suuuulunsdnivaudduoonidu 6 uun Usznaude (1) szuunsdaifulaglizuuu (nformal System)
(2) szuudaiulaemruasunuaneda (Fixed Location System) (3) sxuunisaaiiulaedniseemusiaduan
(Part Number System) (4) s2Uun139aLAUAUAIMNUSEIANYBIAUAT (Commodity System) (5) SgUUATS
SavAuldldmvunsunyenieda (Random Location System) wae (5) S5UUNISTALAULUUNEY
(Combination System) Tugauszuun1sdafiudud Usznausie ssuunsdniukuugu s3uunIsIaiuiuy
fsuastiumts sruunsTaliukuUR MuAiuT sruumsiaiusuuuneniiui way msdafuluuuiaeg

a v

Junsdaiungududn

Tuvasiinanssunduaudduniduianssundnisniufesintuauslunddud Tneduianssuil
fouyugeiian dafumsiansiieatostuianssunimbuaudimsanduung fesldsunsiauuas
Uiuusiliszuuiivssansnmanniign Seddevans g suiimsuiulssssuuinesaiuayuianssunmsdy
duin Tneanilvgazdunsdamsiuidinmsinivauineluads Weteliionssunsmdvauddullne
fiuszavsnmanniign mandudufudnildunnudend 4 38 (1) nmsvduaudnduyn (Batch picking) (2) N3
vBuAuRuULAAY (Wave picking) (3) msudududniluleu (Zone picking) war (4) msvndududmusd e
(Discrete picking)

o nsusmstaniseddduinsndugedinnuds SyfiuluIIMSNUsE AN mueensiniu
dudlaglimnudfgysionisuinnsnisianisadadud suszinlugnisandununiseindusuuasiiiy

Usgavsnmlunsinuiiensuausniufen1svesgnan

11



o A

NIasuinnssungInauasdsan Journal of Business and Society Innovation) 91 2 atfuil 6 fugngu-5unmu 2568

1@N§1581994 (References)

g
= a

st dnsany, IUNYn Yasalng, Anys NSO, adnins dadud, avSniud mdas uazngun Aenssed.
(2566). NMsUUUTITEUUMAE AWl TEaAvALAIeanarlun Ik rnBUALA v IAd AU
Usgnnusssin nsdlfinwiu3en ABC dhiin. 215a75aumansasUyu ¥ay3 (Online), 9(2), 30-47.

viug lwABedng wagdasiiu nerssIdan. (2564). nisusTgndliiuLasstuneudmIUNsIAnguIAL
n1sszyiLnian1sIeduaatsluadeduaanuduiusiunqundnduet. Thai Journal of
Operations Research: TJOR, 9(1), 92-105.

Arad tanslesn, Fvans Ouaven uasleviuns u1ndn. (2566). N15aRANAANAIALAYARTYEELIATIUNS
NOUAUAT NSAAN®T USEN Eurosia Foods Trading & Agencies Co., Ltd. 2758753ng1a1a050Ua
winlulad unIneaensiseanuiinen, 3(2), 14-31.

Fune efuSwana. (2550). 01399n13AAIFUAT Warehouse management (Rurindadi 2). nganmwe : Tita
iy wouswuAad.

YN Buvmed uay Sayda eatlu. (2567). maliiulsyAvEnimnisdanisadaian: nadiAnwedutowmas
NTUNAIBNTNINGITE. 275875398188 TUTINoLTE, 14(1), 265--275.

lyor lyofuns wasuguius lvetiune. (2550). nagnsladainduassumwaiowu ioudetulunainlan:
Logistics and supply chain strategy : competing in the global market. uu‘l/llﬁ: .0 B9y ‘W%Ju
.

USunsal esugiafios wazngfen ifena. (2562). Msiiinusdnsniwlunsdanisadedudn. 1531535857l
wysad, 13(2), 65-72.

westuina Juside. (2557). mIsiuysEansnImnIsUSIITIANITRAYEURT nTdAnwusey anslar ifunsa
13ad 99749 (nerfinwusUSygrunivadiea, uniine1devenisAnlne) Lib UTCC
https://searchlib.utcc.ac.th/library/onlinethesis/259340.pdf

Al Uviend. (2555). n15UsuUsaUszansnmyeinIsinnisaasaunlulssulntiunas GneninusuTaya
4 U 129 8 A 8, U U 1IN Y1 o8 LT oy alu i ). Lb CMU
https://cmudc.library.cmu.ac.th/frontend/Info/item/dc: 117712

Inen guanenss. (2549). M59amsAdsFUMsEAUlan. ngamwa: Blo wamindudsd.

AuYIE WTBINTY LAz s Ing 1ALYE. (2566). MINMUINTTUIUNITIANTAGIAUAL: NSAANYY USEN 30

Iendadunnvdes 91ie. 1sasiwLIgIIuazgnaImnTIy, 3(1), 12-26.
9UUN IngauNTIaL. (2561). sdadafiuisafulundauAUseinmiadl S, 137157VINITAUNN vaY3,
14(4), 222-231.

Charles, B. (1997). An integrated performance model for order picking systems with randomized

storage. Rensselaer Polytechnic Institute. USA: Elsevier Science Inc.

James, AT., & Jerry, D.S. (1998). The Warehouse Management Handbook. Second edition, Tompkins

press, pp. 823-848.

Septiani, W., Divia, G., & Adisuwiryo, S. (2020). Warehouse Layout Designing of Cable Manufacturing Company

using Dedicated Storage and Simulation Promodel. IOP Conference Series: Materials Science and

Engineering. https://doi.org/10.1088/1757-899X/847/1/012054
Stock, J.R., & Lambert, D.M. (2001). Strategic Logistics Management. (4™ ed.). New York: McGraw-Hill.

12



NIasuinnssungInauasdsan Journal of Business and Society Innovation) 91 2 atfuil 6 fugngu-5unmu 2568

Tompkins, J.A.,, & Smith, J.D. (1988). The Warehouse Management Handbook North. Carolina: McGraw-Hill.
Thomas, LM., & Meller, RD. (2015). Developing design guidelines for a case-picking warehouse. Intemational

Journal of Production Economics, 170, 741-762. https://doi.org/10.1016/}.ijpe.2015.02.011

13


https://doi.org/10.1016/j.ijpe.2015.02.011

o A

NIasuinnssungInawasdsan Journal of Business and Society Innovation) 91 2 atfuil 6 fugngu-5unau 2568

N13YIUININTTEINETIALBNILAENITIANTALIUALNaLWNAIAT TugATag Uy
Integrating Content Creation and Event Management to Enhance Value

in Contemporary Contexts
unge Usznnds' uaglwana asaulyminann?

Noppharuj Prapasiri' and Paisarn Arunchoknumlap?”

Received: May 14, 2025 Revised: May 30, 2025 Accepted: June 11, 2025

o/ )
UNAnge

gaveansiisunUamamaluladednsmags fadassdillom (Content Creator) ldnaneidunalndndeylunisdeans
aa o o o = < R & a : ool
WAZNIINAINEARTTA YETIN139ANT5BLIUA (Event Management) tosilausudinnsuuuuaadulugnisesnuuussaunsnid
Wiunsfdusaunasnisaienuaiiiudemisesulad unauivinisilyalesgiunuimvesgaivassdidonilunssuiunig
Fnn158Laud Taguiuiinsysannsisaesunumiiieiinusgansanlunsidfangudmane afrenmdnvaliadlviiuuusud uas
gnszAvYTEAUN SN IfliSINNY NsAnwIaTeuAguisdnEnaLazdnen nveasea@sIAlont JULUULAzIINL dNYaIN1T
TnnsBudlugafidsia Uszlesduazanuimelunisihnagnsilly eaensunsdfnuiasioutsninudiiavesnsysannis
AINATY UNAINILEUDRININTINALNSNE TaukazeinsansathlUUssgndld Weamiuuaniinsdanuduudiiuaty

denmdasiunginsuguilaa uaganunsnaiesrnuuandslunainegiedady

a o

AdARY: dadeassAiilon N13dnnsBiud MInanddvia Yssaunsaliuilan n1sdeanssinaldy

Abstract

The era of rapid technological change, content creators have become an important mechanism for digital
communication and marketing. At the same time, event management has also adapted from traditional models to design
experiences emphasizing participation and value creation through online channels. The academic article aims to analyze
the role of content creators in the event management process, focusing on integrating both roles to increase efficiency in
reaching target groups, build a good brand image, and enhance attendees' experience. The paper covers the influence and
potential of content creators, formats, and trends in event management in the digital age, the benefits and challenges of
implementing this strategy, and case studies reflecting the success of such integration. This article offers strategic
approaches that event organizers and organizations can apply to develop modern event management approaches that
align with consumer behavior and create sustainable market differentiation.

Keywords: Content creator, Event management, Digital marketing, Consumer experience, Strategic communication
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UnU1 (Introduction)

aa v

4 1NAITTEN mummﬂﬂa gukUainianana (Digital Transformation) Tonateidumsasiiouas nas

FuindoudAniinanlaunagvdveinisdeasuaznagnimenisnainegisdndsvesuyudiduegiann lnsiame

s

TuvsunilmalulagansaunauazunannesuAivalanateiduesduseneviidawiuegluiiTinusedniuves

Y a

u3laa dedunisieansninisaainludagduishionsdefned fuguuuunuiuniiunisieasniuseddnssly

Y

uinsazesUsuldsulugnsdeansuuuiidiusiu (Participatory Communication) wiesiliAnidulonials
Fuslaafiunumlugiuggadraioniies (Nesterenko et al, 2023) faduunumves “fasrsassdiion”
(Content Creator) 3sfimnuddglugmuznalnidenlosszniauusudiuguilng lasendoamnuanunsalunsaing
domiidanuAnadisassed Whiade wezasstuaruadlaveangudmaneiany  FenisAearstinu Content
Creator filddinegifisanisaevendeya uiduddiendmsinusssufiannsodmuaviruai wodnssu
wazn1sandulavesfuslanlunainuaieilii (Andersson, 2024) luvziAgIiu N133AN158LIUA (Event
Management) fl@wamnlulnaniinsdufianssunisnismannd i uil wuus i Tnewuundunisadie
Usgaunsal (Consumer Experience) fiflannuvseuazasisnnuuseiulaliivguslnaies lidnazlugduuy

a o v

aanlay saulad vSelause TnenssiuiAsesllandiainiuwuIAnnIsaeanskuuildus iy tielminnisind

v
o oot = [ A |

nudlugadaquiifingslunisadienudiiusiandauasSaduiugidiamAanssuduogisnn (Kamal, 2024)

i}
dlofiansanlagesdsiu asiuinunuinues Content Creator kae Event Management dauiivzdidnuaziany
Tuusazuunvesmansuinduiiaasinludrunsdears madidiusiu uagnsadrenmaramsunguidivine |
Huegad fedumsysannisssriumsaiisassdilonuarnisdanistiudfafnduiuamadnagnsings
nEwavaInenIEiunmENuiveIeaAn Lauas AL AteuUTLS Tsiadssraunsaififienumane
orusLnAlABE U3 (Nesterenko et al., 2023)

N1SNUNIUITIUNTIU (Literature Review)

v

Ka319as3ALilan (Content Creator): angwauasdnenmlugafdvia

Y

' '
a =

Tugaeanfinisdoasuazimeluladivdsuntasegnesins ﬁa%’waﬁiﬁﬁam (Content Creator) ¢
nanenduisnnsiiddyiia Ummwiumﬂaawé‘[,ummamimsvwmLwﬁumﬂuwuﬂ,mmuuwamﬂasmaulau Ly
YouTube, Instagram, TikTok wagunanwasudy 9 I@mLawwﬂumuwpﬂusimml,miumLUmULuammmmwmm
a¥assd 1hiade wagassiueuaulaamengy Fetenssdunisiidusin (Participatory) uagiasuainanany

o a1

Anfisawusug (Brand Loyalty) leiluegned (Andersson, 2024) viail JasassAtilomdalidvisnasgafidud iy

o

mawqmmimmi‘uﬂm Tagiemzlunguiuslnagalmidilimnuddyfunniidedio (Reliability) wazaduidy
sssuvIAveIsioans lnsnan1sinwinud fesar 33 veslidedsausoulariliviinisteduduazuinisan
mﬂﬁ%u@m%waim&mmmm@a%’wassﬁﬁam (Content Creator) n1elussezianiiswiuiou (Maguire &
Schulz, 2025) %q%IﬁLﬁuﬁwmmwﬁﬁﬁzymaqﬁa%’waﬁﬁlﬁam gﬂﬁgﬂgﬂﬁﬁﬂﬁlﬂﬂwﬂlu@ﬂLﬂi‘lﬂgﬁﬁ)ﬁﬁmﬂﬂﬂmﬁu
Tnvgmanvnssuvesondwiinairsaeumud fuunlihmenefetens wazaainyamvesnainilanazgsds
500 Wuduneaasansgnelud a.e. 2027 (Maguire & Schulz, 2025) Tneinasisnaumudazlgdoanislunis
aseneldfivarnvane wu nslasan (Advertising) n153auiefulusus (Brand Corporation) n13w1e@uA
(Product Selling) wazu3nsHurosmtoaularilaenss (Online Sale Service) uazannlundniu fassassd
demlildgsifaunumifissmamsunsidemidionnutuiimie Wdoyadiiuusslowdvindy unddunum

°

drAglunisadepnuduiiusseninauusudiuduilan dedsnisdearsiiduiing wWhisine uazlalonialiiin
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UfduiusiudRnmusdvsieiios Falunagnsddglunsiasuadinnudeiuwazanudninouusudlusses

] )

[ YY) v

67 (Andersson, 2024) fvtiu nslinnuddfudnnmesasassddenlugatiagtuiaduisidueds
fedmiuesdnsuazusznaunsiidesmstmunnagndnisdomsiiaenadostunginssuiuilaa wazanunsn
Usumilsivinsiufunisasundaslulangaluslle
n153aN38LIuAlugARIYIA (Event Management in digital era)

n133aNsBIaus (Event Management ) Tuifaguulfiudsundasminguuuudais (Traditional) it
mssiunsluaniuiisislugnmsysanmsmeluladuazuianssudifuynnszuiumsveanisinnu laidesdu
M9y Msadueu lWaufensaesraunisalifinnumneuagnssdunsildusmvesgidisimany
Tnsawzlugaiiguslaaiinginssuuazanumanfaiidudoudetu n1sinduiffosfuumnAnanianssums
nsmanadaiuiiienns niduuszaumsaliuuasna (Hybrid Experience) aanssumanisnansslénagns
warTEfmngautuuiazninialumsneduduasuimsfiannsaneuausddiilusuuuveenlatiuarooulad
pe19ilUsEaNSNN (Fakhruddin, 2025) FansiasuntasildsunsmansuananuLnsatsvesdedinuenlati
wazmsauLATedieRdvia (Digital Tools) AMdlemaliiidndiiudannsaldmaluladlunsuimsdnnisyn
Funeuresnu fusnsamandeulidrm msdanmeianssy msdearsuuuFealniiuwoundindu Tuauds
miiwswLLasimeﬁ%’agaLﬁ'awﬂﬁ"wiams'«i’mwuiuamﬂm (Eventdrive, 2025) Taglanign15as19
UszaumsaififanumneuagmsiidusmmesiitrsmnaraduiladWauesnsindudlugalve danalulad
28193 UULALDUATS (Virtual Reality) LLazLwﬂiuiagﬁﬁ’ﬁfaagaLa:ﬁaummauwmuﬁ‘u‘lanmmﬁ]uﬁﬂ(Augmented
Reality) léidsnflununlumsadisszaunsalfinaanziuarinanst warlusaeiientu nisldunanada
ooulatifidelomalfAnnsldnouiuuiiuil (Real Time Interaction) ity nsuvian n1slma viomanadiam
soffwn Avtoduasunistidusmesidrsuildosnadugussan (Lancashire, 2025) wonaini nsiiasesideya

4 G 3
PNNYANTIUFITIU Auianela uazdalauauueng q SansatigliEdndnudaunsausuusenulinseiu
mmﬁaamiﬁuaamjuL{]mmau,azLﬁuﬂiﬁwﬁmwhnWiﬁ’mmiuﬂ%gm'alﬂlﬁasmLLaius]’w?J‘ﬂsﬁyu (Garcia, 2025)
fetu msdantsdnudlugalmidiiosddwssniuiuanudduasanusuiavourodn & wansooniu
nadenlitan i dufinsrodaundon (Eco Friendly Material) nsannislininennsaudes iy nsvanwie
wanafnuuuldadaden uazmsdanisvezeedivssansnm suludumildunsaianmdnwaififvesasdns
uazneuaussenuAfiuslaasulmilimuddyed1sds (Advertising, PR & Events, 2025)
nsysanmsssnidainsessdidanfunissanisBiaud

n154 0@15 (Communications) kagwgAnssug uslaa (Consumer Behavion lutfag Yuaiuisa

Wasuuladldesanad Taslamensysannissewitedaiaassdidion (Content Creator) uagn1sdanisd

A (Event Management) leinaneiunagnsuaniiddglunisdivenseduussdniamvesnududuaziiiy

AAMIaUsEaUNISal (Experience Value) TriuAidsamnaulunainuatg jukuuy dadunissiuilesening

' v
¢ 2

unumisaesil lldinegitesuanisussrduiusiviniu widaufunssuiunsiiadsassdussaunsaifiand
fanumane uasiBosiomsidusiuethuiiads Insawgluduresnisveremsdnfuaznisiesuassufdumiug
funguidmngld (Meyers, 2025) sgndlsfiniu fa¥rassdidomiidnonmlumsdrfanguiiaaamengu
(Niche Followers) fifianusndgs uavadannuduiusilnddndugvusiutemsdedenuesulaiilsotidl

Usednsnm ealls mathdasiassAllendnindiunumlufanssudnud wu nmsluslunausiuunannesuves
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v

au niensadrademiifstestunulugasdeu sewing uasndinisdnnu awhedaasuliiinnisiu
(Awareness) wagn15dausau (Participant) léegnasiaifios

uenanil Msysannsszrisadsassdidemiumatanisdiouiiu Sudalemaliianisnaniden
fifiaumneuazisgaaruaulainniy feghatu msdevenaniomss (Behind the Scene Live Streaming)
AU walUsIENe (Interview) nsasUlalavivesianssu (Activity Highlisht) wsensasviouussaunisaives
Aidnsmnuiupaewesfaduasdiden duhefinussonafidutuesuas fmnmindisnianssuliiitug
nu@ﬁfuﬂ @54 (Social Tables, 2015) luunizifieatu ;Ea%’waﬁﬁn'famﬁ]:éfaqﬁmmmLs?j'aﬁaiumam‘uaq

ARnanuuazdtaunsanenennmanvairesBudludnuueiaida (Sincerity) wavindelio (Reliability) Ja1du

o v a

Hafuddyiidsmaderulindavesngutimne lasamsdefaduassddenniuinnudennamiedunum
TushdeiAutostuiiemussnulnenss (Akshayaa, 2024)

msysamsszrianudsmguesaduadidomsunmstanstioud aunsathlugniseonuuy
Aanssu (Activity Design) fiiBorentsiidrusmmesfidnsmestauiiass wu madelemalifidnsmldasadon
yosuasneluy viomsdafnssuandsuarmAndiussrinedidiriunasdanassdion Fueduai
anufdnildinsin anufianele uazawandideUsraunisaliildsuanaudnudluszezenldiduedied
(Meyers, 2025)

Ustlewiuazarmiiimevasnsligaduassdidomlunudioud

msysanmaisassdidomidntunssuiunisdanisdnudlugeddvialdnaredunagnsildsuay
Jouograunsvane emnamisafiunisididangudmnsuazensefuuszaunisalvesid1samenlard
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doymithauls aenndestuuiunvestiey uaradeuidutuedifunudinudldesnaiusssui laddae
Hurnumadideademdsnuy nsdunualiidiusin viemsiausAMUIIEINAINYNLD VB SYARATIE A

o v Y 3

134l (Social Tables, 2015) fid1Aty Haswassailomdsausaiusyivanuieiioliiunudnudliegig
fidedAty \WosndRnmuvesminidininnudeieluanufndiuiasiuwugtiunnninisdeasniainisman
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v Y oY
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peslsfinu LLﬁmﬂ“ﬁéﬁ%ﬁﬁﬁﬁﬁwﬂumugL’;uﬁ%ﬁﬂidwﬂmmﬂwma upnAeLHTryTuAINTINNE
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ANUTINADAUNINTINVDIU (Meyers, 2025)
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$IDELNUVATA (Social Tables, 2015)

wsnzaziunslfimalulofuazunaniosuddvia Wy mstovenaanmuazidssudumedidntiy
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Foulstudraldegnaiumnnisal wiewisanmsorunudoyauassudunaldognaduszuu Sedusslon

agaBdlunsmaunuaulueuan (C&I Studios, 2024) uagyneiian nasnEsaaunUBIUALEY JUsznauns

v '
= |

viarinveshansmsimvssdiunanisddunuvesaduassfidomlne it afidaou 01f sefumadid
(Access Modifiers) n13ddIUTINVBYY (User Engagement) LazNansEnUTLintusowusus et lul4luns
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ety wuamemsysanmsadsassddenidifunisianisdinud azdeserdenmanaunuiinsounqu
msfndentiusinsfivanzan Msnenagnénisdeanssaudu nmslimaluladednangaain uaznsUssiiunad
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Tneniidunsanuszauanudisaetidlanaufe Revolve Festival lngadnduniugiumanianuniseu
1an Coachella flkusununduoaulaogns Revolve tidgiiidnsnanaledisaiiie (Social Media Influencer)
s wiedliadrailomNasioudinuvewuIuAIUYeNdINAY  NadNSAe Revolve asneyad ded

P

1#5ulaglaifesielaan (Earned Media Value) Idgeiianideiisutuuususduiiiinsuly Coachella ¥ 2025
(Perelli, 2025) G'quLLaﬂﬂﬁLﬁuﬁawﬁwaamswmﬂimQ’a%']aasiﬁl,ﬂfamiumi%’uLﬂ?a'auﬂaqmémsﬁaamwﬂm
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Abstract

Over the past decade, Thailand has become a key destination for Chinese outbound investment, especially as
China's investment strategy shifts from traditional manufacturing toward digital platforms and data-based economic models.
This new wave of Chinese capital demonstrates structural and strategic differences from conventional industrial investment,
exerting influence through platformization, digital infrastructure, and behavioral data control. Despite the growing presence
of Chinese platforms in Thailand—including e-commerce, fintech, logistics, and cloud services—academic studies in Thailand
have rarely explored this transformation in depth. It is therefore necessary to examine how this new capital structure impacts
Thai economic sovereignty and governance.

This article aims to analyze the characteristics of the “new wave of Chinese capital” in Thailand by investigating
the transformation from factory-based industrial investment to platform-based digital engagement. The study examines its
implications across three dimensions: economic, socio-cultural, and digital-security. Employing documentary research
methodology, this study utilizes secondary data from government reports, academic journals (Thai and international),
international organizations, and case studies from Chinese firms operating in Thailand between 2019 and 2024.

The findings reveal that the new Chinese capital embeds itself in the Thai economy through strategic control of
value chains—via acquisitions, establishment of data centers, and use of content ecosystems and influencers to shape
consumer behavior. As a result, many Thai businesses are marginalized, becoming dependent vendors within closed
platforms. The study also identifies significant risks involving user data control, algorithmic influence, and potential threats to
national digital sovereignty if left unregulated.

The article presents four policy recommendations: (1) strengthen legal and regulatory mechanisms for foreign digital
platforms, particularly around data sovereignty and PDPA enforcement; (2) support the development of competitive domestic
platforms; (3) enhance digital skills and capacities of Thai entrepreneurs and workers; and (4) foster international cooperation
to secure Thailand’s economic and technological sovereignty. The article contributes to a clearer understanding of how
Chinese platform-based capital operates in Thailand and offers a framework for policymakers, researchers, and the private
sector to respond strategically to this evolving investment trend.

Keywords: New Chinese capital, Digital platforms, Transnational investment, Data sovereignty, Thai economic policy
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To3a ATIADUANNAFINAIEATALTINTINUN (Descriptive Statistics) 19u AUl Teway Auade uazdrudosuunnsgiu
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Abstract

This research aimed to study the influence of demographic factors, online marketing mix, and consumer
attitudes on the online purchasing decision of second-hand vintage clothing among working women in Bangkok. The
sample group consisted of 400 respondents, selected through accidental sampling and calculated using Yamane's (1967)
formula. Data were collected using questionnaires and analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation, as well as inferential statistics, including F-test, and regression analysis. The
research findings revealed that demographic factors such as age, education level, monthly income, and occupation
significantly influenced purchasing decisions. Elements of the online marketing mix—specifically personalization, privacy,
and price—were also found to have a significant relationship with purchasing decisions. In addition, affective and
behavioral attitudes were found to influence purchasing decisions, with affective attitudes having a greater impact than
behavioral attitudes.

Keywords: Demography, Online marketing mix, Consumer attitudes, Purchasing decision, Second-hand vintage clothing
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(Rovinelli & Hambleton, 1977) wazldvhmaaeuaruddede (Reliability) Insazvhnmsvadeupnuiniede
29911MTIAN15MBAT Cronbach’s Alpha Coefficient Tngfasiif1 Cronbach’s Alpha Coefficient 11nn31 0.7
(Cronbach, 1951)

afanltlunsiinszsideyatseneumeadfidanssann 16un Aanud Afesas Aads uazdau
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NaN15ANYY (Results)

msisgiteyatiadeiuussinsmans dsusznaulumedeyadiu ey seAumsAne s1olde
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nseindulate . AU
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mq . . I _ AULUYILUU uammy
U ARAY X (F-test)
11m3gU (SD) (Sig.)
fndvdewinfu 20 63 3.66 0.91 19.211 <.001*
21-30 ¥ 174 4.40 0.20
31-40 Y 118 3.98 0.33
41-50 ¥ 34 4.11 0.49
51 94y 11 a.24 0.29
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*syAUdEaIAYNNaaAT 0.05
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M3ANEN . oL dudeauy Ay

U ALRaY X (F-test)

111391 (SD) (Sig.)

FNIUSens 80 3.79 0.85 10697  <.001*
YTy n3vaeiiguvin 266 4.24 0.30
ETRTRINY 38 4.01 0.44
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32U 400
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L%Q‘W‘me (Multiple Regression analysis)
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Under standardized | Standardized ‘
drulszaunnisnainesulayl Coefficients Coefficients ! 8
Std. Error Beta
Intercept 0.216 0.548 2.537 0.12
AUIIAT 0.063 0.213 3.379 0.001
AunshiusNsdIuyAna 0.073 0.305 4.180 <.001
AunssnwAududu 0.064 0.345 5.393 <.001
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NAUAR Coefficients Coefficients ! 8
Std. Error Beta
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R2 =0.3339 F=104510 N=121 P<0.05

293197 7 w1 maRadulate=0.206+0.070*FuAnuEAn+0.063* A umnAingsy Tasiisviwa
33.39% Taeil 66.61% u9ntladeduilily sumwianudila Aszdunnudesiu 95% Feddamnsadiad
0.05 lngAusdndanauinnImgAnssu

aiusena wazasu (Discussion and conclusion )

Han193denudn Yadesnudssrnseans laun ene sedunisfinw sieldsedou uaverdn 18viawa
siamﬁﬁmﬁu%%aLf?';ac’iﬁumf\]ﬁaaaqaaulaﬁ%aqﬁjﬁ@ﬁaﬁwmﬂuwmﬂqqmwumumasimﬁﬁaé’wﬁagmqaﬁa B
AOARABINULLIAAYDY Blackwell, Miniard, ag Engel (2006) ﬁa%‘uwdﬁ]ﬁammﬂsmam%ﬁNa&ia‘wqaﬂim

v o w

Huslan lnsanizegdangueny 21-30 ¥ Afuwiliudeniniian onadumsenguauioiilugitengiinge

4

'
a v a

SuAuIINNIY I5elanaunsaduanedudsiuilesls wazdilinnuddgydvundunazaladnisusesa

nsfnwinudn Juslaanidsedunsd@nudsgainsduluivnldudeninninguiinisfnwdinii §9e1a

38



o A

NIasuinnssungIiauazdsan Journal of Business and Society Innovation) U#1 2 atfuil 6 fugngu-5unmu 2568

v '

azﬁauﬁnmmﬁﬂmazmﬁ‘ug@mmmmLgaﬁﬂﬁuLwa]ﬁu’lﬂﬁu sudemslinnuddyfusnnsosenudaiy
wazauduendnualvesdud

Tusuresselasawiou wudﬂﬁﬁﬁsw%ﬂmﬂmaﬁgﬂm 15,001-30,000 U Lﬂuﬂduﬁﬁumiﬁm%a
awan enadumsznduiiisnnatefifomeuaziingfinssuldieaudmuiloslussduilinssnusonisenis
nadunniin definsanduendn wuimdnnuuisnunduiitedeiiumaileassniian oradumse
Snunuznuvesnguiiosmaderniled falad uarannsolfifunsuanseoniyadnnmuesmuies

ansAnwSsdiiduidulsraumanismanneeuladl Tnsameduse msliuinmsauyang
warn1ssnwAnududiud ﬁwaGiamiﬁ’ﬂﬁuh%yaasmg?ﬁaﬁﬂﬁzy FeaenadostuuuiAnues Kotler et al.
(2021) #iszyrsandutafondniidnadomsfisnsantedudesulad Insenglunduaudussunnuidy
iosnnguilaraunsaisuiisunaduiainasunanesulieg1sitene fenoanuiniudi
anunsatiauesafiuteduld awillondlunsiagaanénldunniu uenand msliuinmsdiuyana 1wy ns

Tiduuziifeiudud wienshideyadudfiasudiunazgnsies uladuddyiidmadenisdndulade

v '
| =~ =

Wesnduslaalutlgiudesnisaruagninuazussaunisaliidudiudiunnniu Jawansidelaonndosiu
WWIAAYBY Chaffey & Ellis-Chadwick (2019) Mszyiuslnalugaddvialianumanisteussaunisalnisden
AT wagdeamstisumesuladarunsaliuinmsinsaiuanudesnisvesmulaeg1aise@nsam n1ssnw

anududiuiivegnandudndadeidnadonisinduladeided Iunalieastesula Wewinduslnali

£ o a

AnuddgiuauUasndevesdeyadiuds lnalamedeyatnsinsinuaztayan1sdnseldu nan1sd@nwll
AonAADITULLNIAAYBY Kotler et al. (2021) AT AU LB awazANUUaRSBYaNanNasUN15TD

PeoaulatiinalaunsanonisinduladedusieoulatinanisAnwmdliinindruyszauni1anisnas lnsweniy

o w = 4

nssneanududiudidinanenisinduladeedsdidud iy Jeaenndesiuiwifnvesinu d3na veddndna

q

I o

(2543) fiszyiuilnadalugiidafirnuiog TnsemeiFesenulaonfolumsteduduaruinig Fudu as
fiffuslnalslanunsarunuld dememsteduiiifianmadoniiunndstuilfdmansemuse nsvuaunis
entedudmoafuilnn Teenaduanmgliguilnadnaulalidedud waruinsudunesidn
uansAnyEEliAuhdulszamsmanaineeulay Tasiamzdunandae fusan futemng
nsindming Ssaonadesiunuifeveswivrun udlla (2547) namsisewuin Jedudiuuszaumisnisnaia
filluadenstoauduazuimhussuudumesidnvesfothandrlusuaeitios Smindedl Wud Jade

'
fal Y o o v w 1

PANUNARAUNTNEUSTAAIANUANAUAUAMAIN ANNULTBDD LAZAIUNAINTANYVBIAUA WAL US N1 A

U o q

Wende Jadeausianisimduauazuinisdeaningay AuAiuAuAm wazildiuaavseluslutunige

Yaduiudemianisindmteinnuazanlumsidntaduled anudelunsdde uarausiasivesssuy

o o

Frazdunuiasedaduladvdify Jadedunisdauasunisaainiinislavan nshideyanudessulal uay

TWsludunirviidvananenisdndulate wazdaderuanudasadeiguilaadnafeituaiulasndoves

¥ ]

Toyadwsuaztoyatasiadn viliiuledifszuuinwmenuaendogdlisuanudessnnni lnesuudona
nsAnwdfifiun anudidefiovesiudesuladuasauaganauiglunisigsnssusudanadandu
Hadendniinseduliguilnadnaulatoduiuasinisiudumesialuiuiidnui
namsAnwdlidivindusaumamnaineeulad Tasiamedusan nisliuinsdiuyena uay
nsfnwanududauda Snasonisinduled odsanndostuauidovesfivening udiaoida (2553)

! a o ed

Han193denudn Jadeniinadengfinssunisdedudriuszuveeulay laun Jadedundadaminguslaal

39



o A

NIasuinnssungIiauazdsan Journal of Business and Society Innovation) U#1 2 atfuil 6 fugngu-5unmu 2568

o

ANUEAYAUANNMAINTAI8YRIAUAT AMULMAIZANYDIIIAT WAZAMAINYBIAUAT JaTar1usIA Wudn
fuslandnfinnsaneududrlumstodudidsansiunmnin wavdwanriolusluduiingn Jatedudes
nensdadming loun envazaanlumsiihdaivled nsldanuiie wazszuunsisziuiivasndonas
59157 Jadudinunisdaaiunisnaindinislavansiudessulay ns3Tangldeueis uagnisiaue
TusTuduiinansznuegranndenisiaduladio Jadedummnindeiouazanuiasndoifuilnaliauddny
somsUndesdeyaduiuazdeyansiuuuivledifinnsnsinvenuaendofigs nansdnutlfifu
nsaduladedudriussuussulatvesuilaaldunansenuansiiadeduanuasaintunsldauuay
awsilalummasnsovesssuuesulail.

nansfnwdaliiuindlssaumnisaatnesulal lnsamzdunsliuinisdiuyena uaznis

'
o w =

Snwanududiuda fuadonsdnduladesdrefideddy Jeaenndasiuiunuideves a5un Wayailos

wazAMy (2557) nansivenuidn Jadenisnaaiiinadenginssun1siedufniussuumasddidnnseiind

1Y o

Usznaulume ngnitlianudidydussuuinwanudasndevesgiugnan nguilinudidgyiuainudie

axnIn viuady nauniianudAyiunssuAuduaazaunmdun nquilinnuddgyiunisdeasiiude

lawan wagnguanving Aendunlvinnudidgiuatugdiuagn1snoutoasde

o

luduvesiruaivesiuslan nuiviruaisuauidnuasnginssuiidnsnasenisindulateiden

- W a

Tuaiieaeseeulategiitudfy Saenadesiunguijves Ajizen (1991) iszyivimunivesusinadanase

]

v =

woRnsIuN1sTeduA lnsameiruafsiiuanuidn wu nsuesindediumaiieaeadududndauaivni

q

v
o 4

fausssuuardwandon dwalifuilaaduuliudomndu mesuitidediumaduiudiiiendnuniuey
dumadenilfuiinsfuaunndeueradutiafeddyivilinguiuilaalianuaulauasdnauladodud
UszLanil ngAnssunisdeduay masusiduddelituddufidusit Teddwyuesnnudnfsouusus g
aonAdasfulnAnues Fishbein uaz Aizen (1975) fiszyimnguslaaiiussaumsaiffsoduiuazuins o
fuwiltudeduaruuzilviaudutodudduine manamiulndeaiifowsyihangldnuaiienadunm
ddnylumsdaadunginssunisdetuasmsvendevesgndn Tnsagunamsissilvidedunuiiddgieaty
ngfnssufuslnalunainidediumaiieaesesulat Insuandliifiuintladeussrnsmans daulsvaun
nsnaneaulall LLazﬁﬂuﬂ@SUENQ’U%Iﬂﬂ‘ﬁuwuW‘1/1a‘hﬁ’ﬁgiuﬂﬁiﬁmﬁuiﬂ%aﬁuﬁwaaulaﬁ Feanunsoh 4
wwnslumsiannagnsmeniseanalimngaudunginssuvesiuslaanguidvangliegnadiussavsam
Patauauuzlunisimanisidelulduselevd

a a

Tunsaflugsiveeula nsldnagnsasasunisvedulafeddgiivienseduanudonisdeves

]

€

a a 1

U3lna nagnsndvseansaim wu nshiduan WUsludu vianslavantiugessesulasing o ¥aeuiy

e

mssuduusuduaznseAuliinnsdnduladesgresings fuszneunismsimuiumnsnainlidenndes

funginssuvesuinaidsuwlaslusgnssiaiiio

'
o

dmsunsidelusuian ArsiinswdsunwdasusunvesngustegiaiiotnluAnwladeniidnsnasie

' v
aa A '

nsrndulafisludaiunsalfiunnaesiy wenaindl masiinistiudieg s g NugIuLANA 1A UAINYILIAT LYY
nsenwmgAnssudusinalugisIamianulurIunIRATEgRe s ek liuuaranuduiusvesdady

Pdswaransinduladedureoulal

v A PN

Tugegsia nsfissuuiissluivainvaisuarazaindudsdAyfivisiinsenvisuaradianinudis

o

weolalidugnen sruAesuladaisliauddyivaiiuvasndereinisdiseidu lnedssuudesiuuas

40



o A

NIasuinnssungIiauazdsan Journal of Business and Society Innovation) U#1 2 atfuil 6 fugngu-5unmu 2568

Sulssiumudasademmsduiieasanuiulalitivand wenanil nmssuuseiununmuddedudn

niladadenneasnennuony wu nisliuinisAudunlunstindurityn vsensildsuduailniie

o
a o

Snwianuiianelavesgnd Bnvianisiuinmsgnaneeulailiia iiudeansiiazainuazsiaiiagdiediiuniy

Yy v
& o =

uniefieuaziiliignénnduinaes duduiiladduesnsiivlnvesgsislussezen
foruonurlun1ifeadadaly
1. Adeihladunwinduivdeiitedoi umelleaosseulaluwmnganm Sadundulssensid
Snunzany wu o1y ladalad waznginssunmste nsdnwadadelumsuenenguiedidlinseunaundy
anénfivannuaneuindu iy nqufevhauiiimdiegs nquiniFeu tndnw vienduitondueglusinsdmia
dielildtoyaidsdnifeatunginssunistedunnsaiu uasannsmirluldimuuunmenisnainuasnagns
nsvglimnyanfugninusasnguliiiussavsnmennty

2. MsfnwInguiegidudazaudediumauenmiieainnisinwinguduilaailunds msfinw

¥
Ty S v

naugazaudedIumnzhislilitoyadadniieiunginssuwazisdlalunms@enuanseanluainngud

9 Y

o v W

waioauldluiinusedniu daraudediumadnlvaudAgyiuvladeane 1wy 8% anumein Ynkan

v A

anmauAn uaziiossvondeduras iy S'TfaLf]usﬁ'aaﬂaé’wmwmmmﬁwlﬂlsﬂuﬂﬁﬂ’wmLmeamﬁmmm
dmsungugnénamenidldnmsfnmaielumseonuuuitnafutoyadmansautunaudazay Wy n1s
dunwaldedn msfnwnsdifedns wienisdunanginssulundupmuosulafinaniuds deve vidonang
Rerdudednium deyaitldanmsfnmidannsndunldlunsimunagnsnnanain mafmuasaaud
waznIsopnuUUUsEaUMIainIstomefinevaussamdesnisveanguiavauldibedu Snviedanunsagaelif
dilafauwltuvesmmadeiumalusydutnasay Sso1vdsmariefiameniaifivlavemarsluouian

'
[ a a & Y a A

3. NM3vgenqualegalusingunaviy NuIdelladufnuingu g ideidedIumniliods s

soulay wadildldnseungunaugndtnaye Fadunguitduuiliilianuauladediumamauinduly
Taqtu lneamelunguivgu Joviou wastnagandediunanianvaulaanizinu nsAinwiaswiolunis
f1sanveenguitegludingumaneiiassuiisunginssunisde anutuvey uarladeiidnsnase

Msenaulate

1ONE15919949 (References)

fve13ng wdliaeda. (2553). JadenidnanonginssunisteaunIvessuslnasiussuveeulal (meriinus

Yy daudinliladfan). unminendeeiunsunsilsa.

A3na veadngna. (2543). AIINHBINITaFUA AT UIMITHIUTE UUBUMe ST ve sl B umeTiTaluy s ine
(TnordwusUs gy ruurv’ el m). unidnera o1d e9luy . Lb CMU.
https://cmudc.library.cmu.ac.th/frontend/Info/item/dc:97334

asvan \@ayniles, 35 neeuusylau uazdans ndmney. (2557). Jadunmsnaiauaznginssunistedudn
iuszuudeddidnseiind veafuslaalulwansauvmumuns. 2153750y, 5, 76-91.

witowun wdlla. (2547). SedeaautsyauminsaainiiduasonsioausuazusnIssszuUSumesITnve i
doUnsinsanluginaeilioy 99uingealn (nerdnususyyiumuda). umineaoidediul. Lib

CMU. https://cmudc.library.cmu.ac.th/frontend/Info/item/dc: 103739

41



NIasuinnssungIiauazdsan Journal of Business and Society Innovation) U#1 2 atfuil 6 fugngu-5unmu 2568

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211.

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2006). Consumer behavior (10" ed.). Thomson South-
Western.

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: strategy, implementation and practice
(7" ed.). Pearson Education.

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika, 16, 297-
334. https://doi.org/10.1007/BF02310555

Ferraro, C., Sands, S., & Eckhardt, G. M. (2016). Second-hand fashion: Economic and environmental
motives for acquisition. International Journal of Consumer Studies, 40(5), 563-571.

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory
and Research. Addison-Wesley.

Gopalakrishnan, S., & Matthews, D. (2018). Environmental impact of the fast fashion industry.
Sustainability Journal, 10(7), 2401.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15" ed.). Pearson Education.

Kotler, P., Keller, K. L., Goodman, M., Brady, M., & Hansen, T. (2021). Marketing Management
(16" ed.). Pearson Education.

Roux, D. & Guiot, D. (2008). A second-hand shoppers’ motivation scale: Antecedents, consequences,
and implications for retailers. Journal of Retailing, 84(4), 383-399.

Rovinelli, R. J. & Hambleton, R. K. (1977). On the use of content specialists in the assessment of criterion-
referenced test item validity. Tijdschrift voor Onderwijs Research, 2(2), 49-60.

Schiffman, L. G., Kanuk, L. L., & Kumar, S. R. (2010). Consumer Behavior (10" ed.). New Delhi: Pearson
Prentice Hall.

Solomon, M. (2018). The role of technology in modern business. Journal of Technology & Innovation,
10(3), 45-60.

Yamane, T. (1967). Statistics: An introductory analysis (3 ed.). Harper & Row.

42



o A

NIasuinnssungInawazdsan Journal of Business and Society Innovation) 91 2 atfuil 6 fugngu-5unmu 2568

aa o

nsmanaRdfiafidiaranuinAuazanufiswslavasduilnaduaidndites
TulwangammwamuaswazUsuama
Digital Marketing Affecting to Customer Loyalty and Customer Satisfaction
for Pet Café in Bangkok and Vicinity
f3ims 29dmend! dyeain niala?uazgiiuaiu Tadaadu®
Sirapatara Wongkaroon! Chanyanat Krimjai? and Thananwarin Kositkanin®"

Received: August 15, 2025 Revised: September 8, 2025 Accepted: September 16, 2025

UNANED

a dyﬂ
N13I98U

aa o

noUszasdileAnwinsnaandviaiidssadenuinduasauiimelavesduilnasuaidndidodun
nsamuAsuazUiuama msifudunuudaiina MHuuvaevanudueiedielumsifudeyaainndusets 400 au fitae
Hu3n1siuaidndides Tnsnisguiaesauuuueaiing (Snowball Sampling) Hiuuwasosuesulalutadouduay-
WOWAIAY 2567 AATIEVUaYaRIgal AN TUNLILAENMTIATIEIAANDENAM HANTITENUI n1saARIviaTa 5 HR (N3
a$19n153u§ mavilfaule nsadssesmsasuaiy niaidifanisiadula uazmsilided/vense) dewaldsuandeanudng
(R? = 0.672, F = 163.45, p < 0.001) uazauiawala (R2 = 0.589, F = 115.23, p < 0.001) etsiidudrdgniseda Inedfnisvin
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AdAgY: NMInaInRIYa MNANE Auianela Anidnddes

Abstract

This research aimed to study the effects of digital marketing on customer loyalty and satisfaction for pet cafés
in Bangkok and vicinity. This quantitative study employed questionnaires to collect data from 400 respondents who had
used pet café services, selected through snowball sampling via online platforms during March-May 2024. Data were
analyzed using descriptive statistics and multiple regression analysis. The findings revealed that all five dimensions of
digital marketing (awareness creation, interest generation, inquiry channel creation, decision access, and repeat
purchase/advocacy) positively influenced customer loyalty (R = 0.672, F = 163.45, p < 0.001) and customer satisfaction
(R2=0.589, F = 115.23, p < 0.001) with statistical significance. The repeat purchase/advocacy dimension had the strongest
influence on loyalty (B = 0.408), while the inquiry channel creation dimension had the strongest influence on satisfaction
(B = 0.412). This study provides practical recommendations for entrepreneurs to develop digital marketing strategies for
enhancing customer engagement.

Keywords: Digital marketing, Customer loyalty, Customer satisfaction, Pet cafe
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Abstract

This research aims to (1) examine the level of technology acceptance factors and purchase intention for
sportswear online, (2) investigate the relationships between technology acceptance factors and purchase intention, and
(3) analyze the influence of technology acceptance factors on purchase intention among Generation Y consumers
through mobile applications. The study employs the Technology Acceptance Model (TAM) framework using a
quantitative research methodology through online questionnaires. The sample consists of 400 Generation Y consumers
aged 21-37 years who have previously purchased sportswear through mobile applications, selected using convenience
sampling method. Data analysis includes descriptive statistics and multiple regression analysis. The findings reveal that
(1) Generation Y consumers demonstrate high levels of technology acceptance factors and purchase intention across all
dimensions (mean = 3.89-4.12), (2) all four technology acceptance factors show significant positive correlations with
purchase intention (r = 0.625-0.756), and (3) Perceived Usefulness ([3 = 0.412), Attitude Toward Using ([3 = 0.264),
Behavioral Intention to Use (B = 0.215), and Perceived Ease of Use (B = 0.187) significantly and positively influence

purchase intention at the 0.01 significance level, explaining 71.8% of the variance. These results provide valuable insights
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for developing digital marketing strategies and application design that effectively meet the needs of digital-era
consumers.

Keywords: Technology acceptance, Generation Y, Sportswear, Mobile application

uni1 (Introduction)
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waUnArtuLds 4.2 Tlusdadunii Insdudnwwasidarneenmdiniadunrnedusmalasuanuiougaan

Y 9

[

sudu 3 (Sewaz 67.8) sasnnidedundunazgunsaididnvselind

v

aeamnssudeinfwndunislunguiudinfimaduinedesieifiedunainesulal Wewnduilaa

galuilirudAyivavnmiagniseeniidanie Yseneuiuauasainauiglunisidendeniuweundiadu
{lafie (Statista Research Department, 2024) mﬂsﬂyaiﬂa%& Euromonitor International (2024) FIMAUIN

Y

pardernAweeuladluedony fusenidesldiivinfesay 23.4 Tud 2567 Tasdlyadn1sdevreniiu
weundinduiiofioAnduseuas 78.6 veswenuesIm

oeslsfiniu s uslnaasdnauladofudviunoundindutiy Juegfunansdade Tasiamens
gousunalulad (Technology Acceptance) vala1u wiAnkuuIaeinsuansumalulad (Technology

Acceptance Model; TAM) fiwamnlag Davis (1989) 1uvildunguiiildsuniseousvegisninaunddunis

a o v

asurengAnssunseensukarnsidnumalulagvesuilng lag TAM wWiudadendn 2 Usen1s Ae msfud

U

¢ a a

Usglewnl (Perceived Usefulness) uagnisiuimnudglunislden (Perceived Ease of Use) Midswasiavinuni
wazausslalunsldanumalulad
wiinazlimsfnwiieiunginssuduslaneeulatduazniseausumalulaguiudivaisisos usinsfnw

wnziazanfgiudideniseensumalulagndmasennudsladeideinfivesulativenguiauaistunely

= |

vsunvealseinalnedalidnde nsfnwdulugyaiududmiluniawmalulaglaesiu Inglildlaizasds

'
aa v a

ngfAnssuamzrasnguidinaned fdnwas iy uonaind nuIdglugiinnaelfensTueanidedld 1y
Ms@ENWIV Jinarat (2022) Tunawde wag Stocchi, et al. (2022) TuRauTud Fwnnisidenlestuuiunmig
TausssukazngAnssunsustnavesuslaalne

fadu MeiteedsiFafieuddlunsfuiurerinnudfngn lnensussandliuufauuusiass
nsvenfumelulagluuiuniewizvesnsd eidedrAweeuladvesnguaueisdunslulssmalny ua

o

nsfnwazludseleviddeduszneunistugnamnssuded1in dnimuikeundiedu waztdnnisnainndva
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TumsWaunnagrduazueundiatuiineuausinuieinsvesiuilaanguidmngldegieiiussansamann
fu ravadsesdaudlmludunginssuduilneddvaiiaunsadesonmsideluouan
IngUszaeAvaIn1ITY
1. iefnwisziutiadonssensumelulad (mssuiusslovd ammdelunsldnu fmuadsenisldom

uazanutlalinn) wararudilatoderiniwosuladkinueundinduuuiiofievesiuslnaaiuaistune

2. Wefnwanuduiusseninsdadoniseeniumealuladiuaudsladoidodiweeulaviu
woundlnduuuiiofiovestiuslnalaiuelsduane

3. i adnwidninavesiiadunissensumaluladidsmananuislad el ol Aweaulatny
woundnduuuiiofiovestiuslnalaiuelsduane
AUNAFIUYDINTIY

H1 ns§u§usslend d5vswadeuandennudsladodorinfmosulatiuoundinduuuiiedoves
Fuslnaaiuaisdune

H2 audielunislinu Tvenadeuandernuidlatodernfmesuladiueundinduuuiledeves
Fuslnaaiuaisdune

H3 siauaRsionslfonu Tavswadaindernudiladeidiornfmeeulatkiuneundieduuuiiofenes
Fuslnaaiuaisdune

Ha audslaldau Fvsnadeuaindeausdadodeininesulaiuweundinduuuiiofioves
Fuslnaaiuaisdune
nsauLkLIANlUNTITY

nseUNUIARNTITEE AL a1 sBeusUMALLTAE (TAM) 184 Davis (1989) Tnedsgnild
luuiunnistedernfmeslatvesiuslnaaweisdune Ussnoudeiuusdase 4 i Ao avudielums
1#371 (Perceived Ease of Use - PEOU) Fanuneieszduanuidovesdlidnnisldueundinduliidedliany
weneman M33uFUselend (Perceived Usefulness - PU) fivanefsnnuidovesdldinnisldueunainduay
Proifinuszaviaimnistedudn ruadsonslinu (Attitude Toward Using - ATU) Safiunnufdnieun
vi3enufiflidroueundindu wazaudilaldan (Behavioral Intention to Use - BI) fluansdsnnusidlalunis

Tdwaunantusg1enaiins sanUsimaitardmanafminlsniy Ao ANuRsladaLdeninwieaulal (Purchase

Intention - PI)

AuUsdesey Audsnu
nasuiuselewd
H1
anudwTunisldau h2 anundlagadaifivooulail

ruLaUnAnTuULilaiovas

v a
auaRranisldau H3 B‘J'U‘J‘i.nﬂl,‘ﬂl.uﬂlﬁ‘ﬁu’)’lﬁl

Z N H4
Anuaslaldeu

JUN 1 NsaUlIARNITITY
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35n15Rn®1 (Methodology)

Usensuasnguflagi

Uszyns Tunsfinwinsdl Ao fuslnaneisdune Aflengsewing 21-37 U fiesiiussaunsninisde
dehAwshuseundinduilefioluuszmalne

nguAlagne 1935n1sdudaeg1suuvazaIn (Convenience Sampling) 31171 400 AL AINFATNIS
furnivafioE19wes Yamane (1973) fiszfuanuidosiufesar 95 wazAanunaiaiadeu 5%

nauein1sAnLaaN

919589711 21-37 T (L5t

\netodeiniwikiiueundinduiledootation 1 afilutag 6 ieufitiuan

fausninunazannsaldnuweundindula
YBULUANTTANYN

vouaduion Anwiladunssensumaluladmunuusiass TAM WWud nesuidsslend anude

TunsTdau ruafnensitaun anuasbaldnu wazenusddadeideriinwissulad

'
a

VaULUARIUUSEYINT uslaaielsduine a1y 21-37 U Nenduluusewmalne
v 1 = =
YBUAATULIAT FEWINLABULUIAY - LYI18U 2568
4 4’!’ cl' @ v 1 't
vauladuinui Ussinelne (Audeyanuuuvaeuniueaula)
1A5893IaN Y IUN1SIY
w3aslleflluniside fe wuvasuauwUseandu 4 dundn il
(1) Yoyadruyana Usenaudie lna 81y seAun1sany) 813 uazseld

v

(2) Yadenisvauiunalulad 1na1n 4 ssAUsznavvesiuudiaesniseausuinalulad n13¥u3
Uselowid (Perceived Usefulness - PU) Audelun1slaanu (Perceived Ease of Use - PEOU) YiAiupfsons
19U (Attitude Toward Using - ATU) aauaslaldaiu (Behavioral Intention to Use - BI)

Y a

(3) anunsladiaidarinfineaulay (Purchase Intention - PI)

(@) wqﬁnssumieﬁaLgac’hﬁmchuumlwam%'u

yndoransludnd 2 uag 3 1HunasTauuy Likert Scale 5 5ediu (1 = laivfiudeegiads fis 5 = 1y
sheeede)

nsMAsBULATBsile

wuvgsualFumInsaaouauassaLon TaefiFervgydmau 3 i nanisussdiudanded
AwABARAed (10C) BE5e1INa 0.80-1.00 Fegsninnasifieensuldil 0.50 (Turner & Carlson, 2003)

ntuldmndeuninudesiu #2835 Cronbach's Alpha Coefficient (Cronbach, 1951) fungufaegng
30 AU KANINAFBUNUTT NFAuUsTANAIT o usEnIng 0.82-0.88 Fegandunausifisousuldd 0.70
(Hair et al., 2019)
nsiiusIuTIndaya

sudumaifiuteyaszrinafiousiunny - wwieu 2568 iunuvasuauesulatfiueunsiuTe Mg
Tudeailifosns q wazduledAedesiunmstonadedim
nsAasvidaya

Tflusunsupeuiiunslunsinseideya Usenaume
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1. afABawIIINU AN Sogay ALY wavdrudouuunnTg enauTnguszasdden 1
2. NMFAATIBAAMUETUNUS F2835 Pearson Product-Moment Correlation tienaunguszasddan 2
3. 1193ATILIN1TARRBENAM (Multiple Regression Analysis) livenaaeudnsnavesiiuusdasysie

MuUsn litereuingUszaiaton 3 uasnadeuannRgIunTide H1-H4 Tngldszaududdgmieatia 0.01

wan15Ane (Results)

v

nansAnwandeyaiilianngusiogne 400 au asnsanenmaiauemingUszasinFIse s
fnquszasddof 1 szauihdunisseaiumalulatuazanunclade

Pyl BeanssauIvaIngusiaagig

NNTIATIZRTeYAGINUARATRINGUAIBEIT 400 AU WUTT KRouwuudeunuaulngdumeandgs
$1uau 234 au (Govaz 58.5) inAwe S1uau 166 au (Fosar 41.5) Iasflengeglutas 25-30 T wnfign $1uu
169 au (Fouaz 42.3) 799a911A0 ¥1901g 31-37 U 9117 142 Ay (Feway 35.5) wagtiseny 21-24 U 97u7u
89 AU (Faway 22.2)

PIUTTAUNISANYT WU daulngaunsfinenseauliegins 91U 263 AU (Fa8ay 65.8) 509a901A8

Uyl 97uaU 89 AU (Faway 22.2) kagi1nUTYe1ns 97UaU 48 AU (Ssaz 12.0) d1UTUa1TN WUl

drulngUsznauaninniinauuievnenuy 99uu 189 Al (Fovaz 47.2) 599a4u71A191UA1T/ NN

ae

3D 910U 98 AU (Seway 24.5) LazUsenaugsnadium 91uiu 68 au (Seuag 17.0)
suseldladedeiieu wui1 nquiegieiingld 25,001-35,000 vivsniign S 154 au (Gevay
38.5) 599RIUNAB 35,001-45,000 U 91U 112 AU (Fevay 28.0) Wag 15,001-25,000 UM 91U 89 AU
(Souaz 22.2)
sriuiiadenssansumaluladuazanunslade
N ATziALedsLard I ds UL ILYITILUTH o LaRIRIIT1eT 1

@159 1 seaudadeniseeusumaluladuarAiumalade

U3 Anade () dnudeauunnnsgiu (SD) mMswlana
ns¥uiuselend (PU) 4.12 0.68 4
Anudrglunslda (PEOV) 3.98 0.72 4
Viruasian1sldau (ATU) 4.05 0.65 R
anusdlalnu (8) 3.89 0.75 4
anuilate (P) 3.94 0.71 4

=

21119197 1 wuin uslaatameisdune fszdunisseniumalulafuasaudsladoiderinfin
ooularfluszdugmninu Tnonssuiusslevifidadogean (<= 4.12, SD. = 0.68) sesauNAeviAuAfisions
4911 (< = 4.05, SD. = 0.65) Audrelunisldau (< = 3.98, SD. = 0.72) AuAslage (X = 3.94, S.D. = 0.71)
waganuislaldann (< = 3.89, SD. = 0.75) MUY

\defiansaunnisnszanevesteya wuin mssuiussleviinsnszaefiuauiign (SD. = 0.68) uandli

@& 1 v oa ) = 2 o w = o a ) ¢ ] a o a & v
AU Q‘Uiiﬂﬂlf\]l,u@Liﬂ]u’l’]ﬂllﬂ’nlll,ﬂumﬂa']EJﬂaQﬂULﬂEJ’JﬂUUigi‘EJSU‘UGUE]Qﬂ']{[fULL'E]UW@Lﬂsﬁu ‘Umw/lm”mmﬂﬂﬁj
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aufinsnsznesnniiga (S.D. = 0.75) s fanuusnivesarudaiivlungusogaieatuausdlaly
msldnuseliles

InquszasAdaf 2 annuduiussznineiauys

NaNTIATIEiANEITUSLUU Pearson Product-Moment Correlation Landfian1s797 2

A157199 2 AdUUSEANSaNAUNUSTE NI LU

s PU PEOU ATU B P
nssuuselen (PU) 1
Anuglunslgau (PEOU) 0.612** 1
iAuafsansltau (ATU) 0.689** 0.594** 1
ausslaldau (8) 0.658* 0587  0.721% 1
anustlade (PI) 0.743*  0.625%  0.756* 0.698* 1

e ** Ideddgynisadansedu 0.01

v
v A U v ¢

1NA159T 2 WU AwUSNSEBUSUMALULAENY 4 67 TANUALNUSITIUINAUAIUAILITDLEBHNAW

o
s 1Y (7

ooulavogeiidoddymnaadafisedu 0.01 Tnsimuaddenisldnuianuduiusgegaduanudlaie
( = 0.756) s09aaAoN15USUsElomi (r = 0.743) arwsislaldan (r = 0.698) uagarudrelunisliany
(r = 0.625) AU

Andusravianduitusiamuneglutag 0.587-0.756 uandliiufsarmduiuslussdutiunanadegs 3
donndesiunguiuuudiasiniseensumalulad anuduiusseninsiaulsdaseaeiulialiiu 0.8 F9lidl
Uy Multicollinearity

[ 3

Tngussasaden 3 answavasdadeniseeniumalulad
HANTIATIwRNTAARBENYAN (Multiple Regression Analysis) iienagaaudninavestadunisueusu
waluladneaunslateiderifineoulal Lansnnsem 3

A1919% 3 mamﬁmiwﬁmﬁamaawmm

AuUsoasy B Std. Eror  Beta (B)  twalue Sig. VIF
AnAsil (Constant) -0.245 0.189 - -1.296 0.196 -
nsfuiuseleni (PU) 0.430 0.052 0.412% 8.245 0.000 1.89
Anudglunslidau (PEOU) 0.184 0.048 0.187** 3.862 0.000 1.65
NAUARABNTITU (ATU) 0.288 0.053 0.264** 5.423 0.000 2.12
audalaldau (B) 0.203 0.043 0.215%* 4.678 0.000 1.98

aumsnennsal Pl = -0.245 + 0.430(PU) + 0.184(PEOU) + 0.288(ATU) + 0.203(BI)
a8@Nn1571AS12% R = 0.847 R? = 0.718 Adjusted R? = 0.715 F = 251.345, Sig. = 0.000 Durbin-Watson =
1.982

a o o o

nuele  dvvdrAgneananszau 0.01
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NP15197 3 uansliiiiuin daudsdaseie 4 7 dnansaesuieanuLUsUTIuYeIALG e aid i
Aneeulaldfesay 71.8 (R2 = 0.718) wauleuuudranunsaeduielddosay 71.5 (Adjusted R? = 0.715) A
F = 251.345 fifodfameadanisziu 0.01 uanvindaulsdassnmunannsasauiuinneausdladels
agslitpdAy

e ansandviwavesdnusdasrurazia wudn nssuiustlendiidniwagaan (B = 0412,
t =8.245, p < 0.01) 599a911A8 VAUARAoNITIdU (B = 0.264, t = 5.423, p < 0.01) Auealaldeny
(B = 0.215, t = 4.678, p < 0.01) wagarmdrglunisldau (B = 0.187, t = 3.862, p < 0.01) AU Ly
FauUsiien VIF sndn 3 uaneinladfifiemn Multicollinearity

NAN1SNAUANNAFIY

PNHANTIATIEINTOANBENVANM mmsaasﬁﬂmamswmaauamagmﬁﬁqﬁ

H1 ms3uiussloniiianinadaindonnudsladodeinimeoulat (B = 0412, p < 0.01) seuiy
AUNFFIY

H2 esdnglumsldanuiidvisnadsuindeanundlateideinimesulal (B =0.187, p < 0.01) gawy
AUNFFIY

H3 siruafsensldnuiiBvsnadanndernuadateldesimeaula (B = 0.264, p < 0.01) gouIU
AUNFFIY

Ha pnusslaldauiisnsnadeuinseaudalad oldedAuneeulay (B = 0.215, p < 0.01) gau3Y

AUNFFIY

aius1ena (Discussion)
nsefuMeHanuinguszasadan 1 szauladenisuauiumaluladuazainunslage

Han1sAnw U duslnaiuesiunelissiunmssensumealulaguazaundladeideriiimesulatily

1Y

szivgamnau lnen1ssuiusslenidinadegean natlazvouliiuimaudnvaziennzveanguaesdued
\Ju Digital Natives afiulndunnsauiunisiaunvewnaluladfida vlidanudunsuazidilaysslow

veansiueundinduiletelunistedumesulatiifuse1ed (Nguyen, 2024) Msiviruafdensldnuilaade

¥ v '
=] = =

galududuaes uandliiuin nquiuslaaiiflenuidndaindenisldueundindudaded i aonnden

' ¥
a

Aunsnwes Jinarat (2022) Tunnalde finudn nguiaiuelstuneiviruaiiifidenistedudundussulat
ilesanarmazmnauisLazAIaINansYesduiiansaLinadls

asfAuslnifldannnsiss nsfnwiddlmiiuin nuaweisdunelneiuuldunissensumalulad
gendnimanisally nstarzlusunsiuiusslovd Faumnsinsainnisinuluuiuneg fusniisnnuin e
delunslFmuduiafvddyian nadoreasieuisimusssunisuiinavesnu nefiduaududiuay
Usgloviidusiodls

nmseiuTeNanuingUszasddan 2 aAnuduiussvinediauls

nanFaszdanuduiusuansliiiui Jademseeusumaluladyndifianuduiusidauanduany

1Y

Adlateeg1eiidedAgnieada Ineiruaidenislidauianuduiusasgeduanunilede nadlaenndaiu

o

9] Theory of Reasoned Action (TRA) 481 Fishbein & Ajzen (1975) fioSure seundusaivunddy

o

Yosa1uRlalunIsuanangAnssy n1ssuiusslevidanuduiusaeiuanuddlade Feasviouliiiui e
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Huslansusinnisldueunfinduaslivseloviunnues wu Ysendaan wWrddualdvainvats way
Wisuiisunaildde wdmaronnudsladelufianiafisatu wadaenadestunsfinuves Stocchi et al,
(2022) TuiEUTud finuin mssuiusslovhidudedoddalumsldusundinduim

FodunuiBedn nsnwimeliiuin asduiusseninatauaidensldnutuanudsladedionm
wdaunsannndrfinulunsfnwinountnd dsenvastioudsssuvifvemansaeidedAwfguslaald
anudfyiulsraunsaimsteiiaynauuuasiinela

nmseiunenamuingUszasddail 3 Sniwavesiiademssauiumalulad

nanTieTeinisaanesnguuandiifiudn dadenseensumealuladiis 4 faanunsneduienia
wsnuresausiladoldferay 71.8 dsdotudugunaniseuisiigeunn munasives Cohen (1988) wail

wansliuiuiAaluuiasinseeusumalulad aunsassurenginssumsisladoderiiwiseulalves

saa a '

nauaualstunelfedivssansam nssuidssloniisvinageandennudslaie (B = 0.412) wail
denndesiunsAnwlugiiniptelieny Tueanidesld 1Wu nsAinwives Kachawangsie & Paengkesorn (2022)
uaz Jusoh et al. (2023) iyt mssususslomifuiiadeiiidviwanniiandenuilatodudooulad

asdAudlnifiededy nsfnwidldaddlaamaihusenudilatedeifmesulatiiameaizag
dnsuuiunlne Taewuin msfuiusslemiftminnisiusgeniiadedu fuandsanuuusans TAM
Faduiiganud arwdelumsldnuiidvinaunnd nadazioulfiiuisiausssunisuiloavesaulnedii
AnuAuAUazNanoULMY Truaddensldnuiidvinalusuiuass Seaenndaaifunisfinyives Won et al.
(2022) finuin Fauafidsuanseweaundnduimianuddyionisidnudeios miﬁﬁﬁuﬂﬁﬁﬁwﬁwaqq
wamdlsiiiiuin msadauszaunsalfliia mssenuuuiiansan wasnsliuinsidanniw axtieaiavinruad
\dauinuazdamasiomarindulade

NAN1SNASUANNAFIU

mamﬁmaauawagmﬁ”’q 4 9o wansliiuin auuﬁgﬂuﬁwmlﬁ%’umsaaﬁu Featfuayunmgnie
vosuuIAnuuuassmasensuimelulasluuiunvesnistededioulatvesuslnaaweistunely
Usewelny miaau%’uamﬁgmﬁ%mmﬁﬁué’udw wuIAA TAM mmm‘dﬁsqﬂ@ﬁfﬂm%wms%ﬁjﬁuﬁwLa‘ww
mnaldegelivsgdnsnm

dadnfiauazdatauauurdmiunisidesialy
w1 AnuagatuayuunAauuuSaenissensumalulafossdnan uinsdnuiddesidaug
Uszns lawn msldnquenegraanzlulsemelng msleisnisdudiegianuuagnin waznisyatiuaniy
Audnideiniun maldeluewanesvesveualinseunaunduoigdu 4 Vssmadu 4 luglimeaeudou way
Ussnndudnfivannuansanndu uenaini msiasaniadefiuiuiionsdmasonisseusunalulad wu
Aalinela (Trust) anudaeadevesdeya (Security) avsnaniadsnu (Social Influence) uagauiianela

Tunsldeu (User Satisfaction)
g3U (Conclusion)

msfinwassillivszendlduuifnuuuinaenissausumalulad (TAM) lumsesunenginssumnussla

Foiderinfuesulatnuueundinduiietovew uslnalaiuelstuine Inefnwiainngudiedns 400 Ay
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= v o o (%

wamsideuandifiuin fuilaamueistuneiissdumasensumaluladuazaruslatelussfugmndu
Tnons3uiuselomidutiadoniiissfunuddygean

namslasgiarmdiiusdliifui Jadenisseutumalulads 4 dflenuduiusidauantuany
filatoagnaditfoddny lnefimundronisldrudimudiiusgean malinmesinsonnssngauandiidfiui

(%

Ja3en1sgausumaluladng 4 dlanunsaeSuigaukususiuvesnunaladalansesay 71.8 lnen13sus

Y

Uselevdldvinaasan sesasnmerinuafdenisidanu anuadlaldnu wazaiudglunisldnu muddu

(%

msfnwildaiuesdarudlmilugunissensumaluladvesiuslnalue Tnsimenisdunuinnaius
Ustlomifidviwageanimnudiglunsldou uensmannnsnuluuiunesfuan senisfnwiiguduni
gnifesesiIRnuUUaesnssenumalulaBluuiunnseAudameing warausntluussgndldly
MsiALINAgNsININsRAIALaE1seankuULeUnAdulApgsliusEAvEnm

nsthluldusslovd

wansAnyiannsnilldsslonddvanedu fil

dmiudusznaunisuazinnisaananddia

1. mswamInagnsnisiesns Wunisdeasuseloviidaouuasfudeslduaaeunaindu 1wy Ay
agnnlumsiSeuiioudui msdndslusTuduiias wagmsusevdanam

2. mseanuuukaUwdIAdy fimun User Interface ildanudne e uazaiissvaunisaliitniis
wala

1%

3. nsafreiAuaAleuan diunisliuinsgndifiinunin nsneuauesednesIng uaznisaing
YUl

dmiutnwauaunaiadu

1. nsUFulgeleed Wunsianilwesifiuyselosdlild wu szuuFouisvdudi svuu
Fuuzih uaznsudaioulusludu

o

2. mseenuuy UX/UI TinnudAgyiunisasnsussaunsalgldng iunisesnuuuiiatsnuuwagldanu

fuTuinIYINIsHasindvy

1. mssegenauide 1 lugumnuilunisinvimginssuguslnandvialuuiundu 4

2. nswamged Uszgndlinanisdnuilunsiamiuunaslmifeafunssesiumalulagluieide
nzIueendedls

dmsuniieausguazulaung

1. nsduasu E-commerce Tidoyalunsosnuuuulouisduaiunisididnnsedndivunzandu
weAnssuguslaalng

o

2. MsfnwmaZineust MaumangnsnMsfnyaunsnanAdviakasnsiau ke Unandy
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Abstract
The objectives of this research are to enhance the efficiency of the document verification process prior to
shipment, with an emphasis on accuracy, speed, and service quality measured by the Perfect Order Fulfillment (POF)
index. The POF index is assessed based on the time taken for document verification and the number of discrepancies
among purchase orders, tax invoices, and delivery documents. This applied research adopted a practical problem -
solving approach by collecting data from high-volume customers under long-term contracts and conducting in-depth

interviews with logistics personnel and end customers who experienced document inconsistencies. Analysis was
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conducted using the 5W1H tool, and improvements were developed through the PDCA quality management cycle
within the framework of the 13 core logistics activities.

The study found that order details were frequently unclear, including incomplete contact information and
missing product-related documents, which contributed to failures primarily in customer service, order processing, and
logistics communication activities. Systematic process improvements led to significant performance enhancements. The
delivery success rate improved from a range of 96.5-97.2% to 96.6-98.9%, reflecting an average increase of
approximately 2%, while the failure rate decreased from 2.8-3.5% to 1.1-3.4%, representing a reduction of about 1.5%.
Specifically, order cancellations declined by 38.5%, delivery delays by 51.6%, and data mismatches by 52.4%.

Importantly, these failure rates should be reduced to zero, indicating no order cancellations, delivery delays,
or data errors. The results demonstrate that applying systematic analytical tools in conjunction with logistics
management concepts can effectively enhance the quality of the document verification process prior to shipment.
Moreover, this approach can be successfully extended to the management of customer orders under long-term
contracts.

Keywords: Document Verification, Delivery Process, Perfect Order Fulfillment, Courier Deliveries
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