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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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\ndeuisdudnieenneluadsduilasnisdnszsidouidunisauunaunisluads saufensfiduuiadu
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 wUsgduduuluwdasianssy wasUseliuAanssunianis
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
Ighensuszgndldszuuundldn lnsaudiagiiiesnuasdnfumelundidudasldszuuunildnlunsssy
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 ansavildineuazageiinnni u

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

durmmenulglatanuliugtulasidAy i U eMLUNFUNTZIS0IAUNULAZ AULEY 99 ouas

#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
fisndounasquadudlfegluaninwdoudmiunsdadedud fudu madidufonssumegsiamiduduiou
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 manduaufudnildunnudend 4 38 (1) nmsvduaududuyn (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
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Integrating Content Creation and Event Management to Enhance Value

in Contemporary Contexts
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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

'
a =

otaiUsEANS A FennsiUasundasiilaSunsmanduainauunsnats e dederusaulatiuas nsiaun
\r30sfioRdvia (Digital Tools) dalemaliindlausausaldmaluladlunisuimsdanismnduseurosiu
é’i”’mwimiawmﬂ'auﬁjvﬁﬁam MsdamseRanssy nsdeansuuuSealniiniuweundiadu luaudmssiusunay
3Lﬂi’]5‘1/?{1}9336Lﬁ@l‘ifjﬂ%}uﬂ‘gﬂm35@&’1141‘149‘14’1?191 (Eventdrive, n.d.) Inglaniznisasisuszaunisaisnnuvane
waznsiidwsmesfitimnasuiladdgueanisindiudlugalva daneluladess seuuiaiiouase

o v

(Virtual Reality) LLazLwﬂiuiaﬁﬁuwa;daLaﬁaumwammuﬁ’daﬂmmLflufﬁa(Augmented Reality) latdnundl
ununlumsaislszaumsaifiiaensiuazinend warlurnsioitu nsldunanleuseulaifidalonia
TiAnmsTdneuwuuLT (Real Time Interaction) 1wy nsieman n1stwan vidomsiadatusiodyn ivioduai
nsitdausiuvesidrsanldiegradugussau (Lancashire, 2025) usnani n1s3iAs1esidoyaainnginss
T anuitanela wazdelausuugsing q Saunsatigligdindnudansauiulsanilvnssiuanudanis
Guaamj:uL{]’mmEJLLasLﬁuﬂizﬁm%ﬂWwiumﬁmmiuﬂ%y’wialﬂlﬁaEJW@LL@Jusiwe“jdsﬁu (Garcia, 2024) Fsiii M5IANS
Srudlugalmidsiesiiefssuifuiunnuddutasmnusuinvousedeny deuanseendunisidenliyani
Juiinsredawandon (Eco Friendly Materia) nsaansldniwennsaudies wu nsvauionarainuuuld
pdadien warnsdnmsueszesnadivsyansnin suludunidumsaienmdnualiifvesesdng uazmeuauasio
auriifuslaegulmilinnudWayeenads (Advertising, PR & Events, 2025)
nsysanmsssnidainsessdidanfunissanisBiaud

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

Wasuuladldesanad Taslamensysannissewitedaiaassdidion (Content Creator) uagn1sdanisd

A (Event Management) leinaneiunagnsuaniiddglunisdivenseduussdniamvesnududuaziiiy

AANNIIUTEAUNTSDl (Experience Value) TiuAdidnsunulunainvangsuuuy Asiumssiuiiesenineunum

q

o v v

Y ool =

eanadl Tlasndnegineswanisussrdunuswingy wadadunssuiunisiaseassauszaunsainanga i

K]
¥

AUNINY aslaaRBNI1TdININEE1IWIRS Ingnngludurenisvenenisiinfuas nstasuassu fauius
Aungudmueld (Meyers, 2025) agndlsfinu fadreassAlemidnenmlunsdrfiangudfnniuanisngy
(Niche Followers) ifiausindgs wazasisanuduiusnlinadndudsuniuyededenuosulailaegiad

Usednsam alls mathdasiassAllendiunfiunumlufanssudiud wu n1slustunnusiiuunanasuves
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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
nuﬁﬂgu‘] 18831 (Social Tables, n.d.) luvaiziieatu sia%’waiiﬁl,ﬁyam%ﬁaaﬁmmmL%aﬁaiuaﬂamwsuaa

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

msysanmadaisassdioniditunssuiunsdanisnudlugeddvaldnaneunagnsitldtunna
Jouograunsvane emnamisafiunisididangudmnsuazensefuuszaunisalvesid1samenlard
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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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NANAT8ENT 911U 400 AU AUINIEY Yamane (1967) Bsldign1sduuuutadey (Accidental Sampling) ad@wldlun1sinsngn

To3a ATIADUANNAFINAIEATALTINTINUN (Descriptive Statistics) 19u AUl Teway Auade uazdrudosuunnsgiu

U

a

ATIVARUANYAFIUAIATALT 981U (Inferential Statistics) A28 F-test Larn133LATI¥YIN150AN D8 (Regression analysis)
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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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uni (Introduction)
dufnileaes (Second-hand Goods) AladuAfii1uNsIdNuILa LAz TR LLaNUABUEN

o I

31 Faonalulaegluan wanysal dudriloaewiedumldiud (Used Goods) dngnasseainiieunazaseunin

Y

vietindmigluneniimaiiy visonazgiuiesnemumenuiesfavesdudbu 4 madenld
duAndleaadliiisausgrsannisldnswenslul uadadunisaduayuasegianyuisulazanniszne
dandenluszezen duddeaemarsUssiamdsasiinuanazanunsoldauldfuiinunsldanunued ns
Bondoaudimaniisdodunadoniiduauanduinsiuannden feghadu idedHumaiieassiifini
narnvaeiaziendnualligilas uenaini nadenlddudrdeansdsatuayussAaruiadnuay
Fusznaunslunaindiientes Juinfidiuslunsaiiiassduazdaaiunisldnineinsegnafiuszansam
uazdidu Inenstedudiioaesnnundiiundefeonasiinnnim fuslnadsanusaiulszaunsainistodud
Aduanazildutislunsinvininensssseinazanuanizannsnanaudiialy (Feraro et al, 2016;
Gopalakrishnan & Matthews, 2018)

a v a

dernuwmaiedss (Vintage Clothing) Mandudusdeassiildsuainufiengeludagiu dindeny

v '
= a

naneUuaziinaumniuseiimansviofaly lngdiulvngndnduluiimasseituuviensuninuu wasdn

¥
1A Y oa

anthnduanldiesannanusnnuvseiendnuwalluniseanuuy msdenaulldidediumatleasslildidunis

Y

1Y

auldderuin wiidumsaulddeififinaamefausssuuazse Yimans dafuilnadnuonamani
Mnduiihunslinuuds lenduvsslendldas mumen wiearussdulunmsldou nistadedniu
watoaesisdeidumadeniiiuinsiuauwndon sarndediumatioaesdioluiiigtuivlatuegiemaia
Tnsawzlunguiuslaafilianuddyiunsnvvineinsuaznsannansznusodauanden suisaugulvgl
i weaviad ulendnwaluazarnuunnn1slunisidend edud (Roux & Guiot, 2008)

matdelunfifazdemarieusznoumsdmiedeifleaoiumansosulalulssmelneanunsoth
Toyaluuszgndldlunismenagnsmsdnauedeya niseenuuuivles waznismununisnaineeulail
annsathdeyadilaluuiuldifewmuinagnsnisnain Uulgamsiiausdudi uasiiivdemisnss e
nssfuanufosnsvesusinaiionsuaussierudesnsvesiuslnasgefivssansnm . fuslnaaanseold
oyadunummdlunisinsanneudndulatodeiiunaioaesriuromsosuled ieliléusslonilums
Fondedud fuilaaldsuamudlafsduuulduwssauavondoiiumafleanssndsannsndenie
dudldegnaiuszansamuaznsestuaudesnis dniseuazininnislddeyaiiiduusslovidons@nw
WanaAefungnssuduilaauaznismanesulativesduiiioans mhsnuiguaresinsiiisadesanunsa
ihdeyalulfusznounmmunuuasimuaulsuefionandnenmesiusznsumssmeidoridumaie
aosoouladluvsemalneldlunisdaaugramnssuunduiidsdunarativayuifussneunisgsisvunnidn
ngusaed

Lifednndafesulssmnsmansidmanonisinauladedofiumatioasseoulatvesmdely
ouluangammamuas
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numYIsINSsuTiAEataa

MnnsAnwdesiladefifinasonisinduladoideiiumesiorssooulavvesiudgatovhaulun

nyawmuues Tnefiseldfnu dunt musuuntn uasteyafifeatostumidoduidendng i
uwurAALAzNquRfusnuMUTIINTAEns

Jadea1uuszsnsmIans (Demographic Factors) ﬁwaﬁi”lﬂ“’zgm'awqﬁmimﬁ%asuaar:i"u?lm R
Usznaulunie 01g (Age) ine (Gender) 578ld (Income) n13Anw1 (Education) wagan unwausa (Marital
Status) (Blackwell, Miniard, & Engel, 2006) J338aulszansmaniaiunsanuasuiuunisusiandun
wazuinsvesuilnalunsiasnguldunnsaty fogiady ndulsjuiniuuliidedudundunasmellad
unnInguigeeny vazfinguiineligeeislinnudidyuiusuduazaanimuesduiuinnitsaives
Aud wonand madsdunumadylunisimundssianvesdudniiguilaaliauanls wu fudetnlsd
AMUAAYAUAUALETLAIINL IummzﬁL‘Wﬂ‘maﬁﬂauiaqﬂﬂsaiLwﬂIuIaﬁ (Solomon, 2018)

HuIRALAENgEENeIRUdIUYsTAINIINNTAATN

druuszaunnanisnatneaulail (Online Marketing Mix) Us¢naunie 4 aaaUsenaunan La A
WARSTE1 (Product) 31A1 (Price) Yoansn1sdndimiing (Place) wagnsaaiaBunismain (Promotion) Felugn
fdvia sULUUYesdNUsEAuMssaanaldlUAsuulasluiilelimnzaudungAnssuvesiuilnaseulad
(Chaffey & Ellis-Chadwick, 2019) nansiaui (Product) w3 enuanuuzvesndndugieaulal 1y n1swans
swandonduduiuam 3ile uazditeingnén dnaenisdndulade san (Price) ifuslnaoaulavin
Wisuifisunamaudanuasunanilesunewsindulate fesnisduaiumnainuarduaninasoussgdlaly
1390 Yosm1ensdasmiie (Place) inuunanvesuooulay wu uledvesuusuduazandifnmaa
(Marketplace) {ugosmmdniiiinadennuayaaniunmstodud mssaasunisnana (Promotion) Hl#ludea
fdey uwazn1snanpuduvigiouges ia:u5&163119@141aaulaﬁmmmﬂizﬁuiﬁlﬁmmsﬁmﬁu‘h%@lﬁ (Kotler et al.,
2021)

wuaARUATVguReRUTiruAR

viruad (Attitude) Wuwnliimedniiyanaiivetng yana vieanunisel Sedsmasenginssunis
findulato lay Ajzen (1991) oSuneiimuefusznaufeatuesdusznaundn Wud fuaruduazemdile
(Cognitive Component) Faifuanuidieveteyaitlisu fuensuaiwazauidn (Affective Component) i
\Aeadasfunnuveunioliveu uazd1ungfinssu (Behavioral Component) &eaziioufisnisnouauss 1oy

o a

nsPervsensuugthaumlvigau Fishbein uag Ajzen (1975) lavimn "guin1snsevinumena" (Theory

= a a

of Reasoned Action: TRA) T,ﬂ853q’iwwqaﬂﬁmamﬂﬂagﬂﬁmumimaLﬁ]mm (Intention) @slasudnsnaain

aa o

ViruaRuazussingunisdeny lugafdia Kotler et al. (2021) Fliiuinludeaiiiie nsiiiesula uas

o

nsnanEuBuglewesiiunumdAnlunsimuairuafvesuilan dwadenisinduladetararuding
Tupsrdualusseven
wuIRaaznguefiunsandulade
Junszuaunsiisadestunisidenteduiuazuinisvesiusing dedidndsnisvatevinuladng
a [ a v a & @ & 1 < 3 v ! v Y
Wertungdnssunisdndulate lnenalunszuviumsilawnsaudsesnidu 5 Tumeu laud 1) n1ssuidym

(Problem Recognition) 2) miﬁum“ﬁaga (Information Search) 3) n15UszLdunistden (Evaluation of
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Alternatives) 4) n156indulade (Purchase Decision) wa 5) WeANIIUNAINTTYD (Post-Purchase Behavior)
(Kotler & Keller, 2016) wananilfifladenansusenisidmanionseuiunisanauladevesduilana laun Jade
AUANINeT (Psychological Factors) Uadeaiuymna (Personal Factors) Yadaaudanu (Social Factors) way

Jaduduiamsssn (Cultural Factors) (Schiffman et al,, 2010) Tnglanizogn98 slugaidadiinaluladdl

unumddglumsiudsundameinssunisdevesiuslan
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*  ANIAN

e WoFnITy

38n1sAnen (Methodology)
5398 idun153Tei39Usunal (Quantitative Research) lagld35n1581593 (Survey Research) 61y

v o

wuuasuaweeulat (Google Forms) Wuaiesilelunisifiusaunudeya Usswnsililunsinudednd i
vi’wmu‘luvumﬂqqmwumumﬁmaé?iuaLgaﬁﬁumaﬁaaaaaaﬂaﬂ ANqUAI08199I1UIU 400 AUAIUIUAIEY
Yamane (1967) lngldnsdudegnanuutadey (Accidental Sampling) a1nguvusaulatuuunanasunedn
naumantiug nduautETiume nauthidemiguiloaes

wuvasunuuUseandu 5 dw liud dwil 1 Maudansessiuau 2 9e Wudeyauuuunudiygd

daudl 2 Aaudtulserinsenansiiuan 5 Jo iudeyanuuwudnaf @il 3 Aaiudiunsuszaunia
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Hudouauuusuninia uavdwd 5 Mawdunisinduladediuau 15 o 1Huteyauvuduninn las
wuvdeualdviinsnageuauiimsadaiiont (Content validity) Ineldsuiinnuaenndassyninede
AU uIAUsEALA (Index of Item Objective Congruence: 10C) lnedasdA1A1u@aAAd 911NN 0.5
(Rovinelli & Hambleton, 1977) uagldvhmaageuninuindede (Reliability) Tngazvinisnageusuiniede
Y9911MTINN13M8AT Cronbach’s Alpha Coefficient Tngfiasiia1 Cronbach’s Alpha Coefficient 11nn31 0.7
(Cronbach, 1951)

afdnltlunsiinsesideyaUseneumeadfidanssann 16un Aanud Arfesas Aads uazdau
\Desuunnsgu naaeuauyAgiufeadfidoyumilasld F-Test wagnslseinisonnes

Nan15Ane (Results)

mMsiTgiteyatadeiuussrinsmans dsuszneulumedeyadiu ey seiunsAne s1olde
Weu dnunImnsansa wazendn wuln daegnsdiulvg dvaseny 21-30 U 1w 174 au Andusesay
43.50 fiszRunsdnuiivsyaniudediourin s1umu 266 au Anludesas 66.50 Freseldsingd 15,000
UM 9w 151 au Anidudewas 37.75 aauninnisausarelan 9w 312 au Andufesaz 78.00 wavdiu
TngiBudniSeusindnen s 151 au Andusesas 37.75

nsvadevaLyAguted 1 fulszrnsmandldin eng n1sfinu 51618 01w anunIwnsausa
wandlumsed 1,2,3,4 uag #1514 5

M50 1 uand F-Test va9angsianisindulate

mssnaulaie . S¥aU
1 dl aﬂm v o U
’mq . . 4 _ AIULUYIUU Uydangy
UIU ALRaY X (F-test)
11m3gU (SD) (Sig.)
fndvsewinfu 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

334 400

*syAUdEaIAYNINaaAT 0.05

A15799 2 KER9 F-Test YpasEaunIsAnwfan1sanaulade

nsanaulage . LAY
= | N ane v o w
A3ANTA . oL~ dudsauy EGRERY
AU AR X (F-test)
11m3gU (SD) (Sig.)

fnIUSeye3 80 3.79 0.85 10697  <.001%
YTy mIviaeLiguyin 266 4.24 0.30
Usgyayv 38 4.01 0.44
Usugyeen 16 4.30 0.19

334 400

*seaulEaIAg N Naan 0.05
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AN5197 3 wa@ne F-Test vasserusglananisanaulade

Mssinaulage . SEAU
YA | a G v o w
1eldraLhau . L dudeauu Wedeny
U ARAY X (F-test)
11M5314 (SD) (Sig.)
s 15,000 U 151 4.12 0.69 2703 0.030*
15,001-30,000 U 102 4.30 0.22
30,001-45,000 U 102 4.03 0.30
45,001-60,000 U 31 4.01 0.55
60,001 U muly 14 4.30 0.15

33 400

*syAUdEaIAYNNaaAT 0.05

AN5197 4 WERd F-Test YBI@IUNINATAUTARDNSANAULYD

nsindnlate . JEHU
' a dnn v o o
A0UNINNTANTE . oL dudeauy Wedfiy
U ARAY X (F-test)

1113914 (SD) (Sig.)

Tan 312 4.16 0.44 2.090 0.125
AU 84 4.00 0.48
duq Wenszy .. i 4.03 0.34

334 400

*seAulEaIAg N Naan 0.05

A15799 5 ka9 F-Test vpap1nsan1sindulade

mssnaulage . AU
a | ~ A v o w
BDIYN . . i _ AIULUYIUU g 3
UIU ALRaY X (F-test)
11M5914U (SD) (Sig.)

Yniseu/andne 151 4.16 0.67 2312 0.043%
thiwms/wﬁ’mméuaq 28 3.86 0.37
SRR
NUNNUUTEN 109 4.25 0.20
AINTAIUA? 88 4.02 0.37
Sudevily 22 413 0.41
u Wanszy .. 2 4.50 0.50
93U 400

*seaUNEF AN INaIaT 0.05
31NA151991 1-5 wud1ene s1eld Msdnen 1w Ausndsiuinasenisdaduladeniunnsieiudu

AnUNNENTANLANANaTY Snasensinaulagealuuananeiu
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dMFUAITNN 6 LansdIn1THENSNavesdIuUTTANNIINITRaInNdNanensindulate Lay Ly
MINNT7 wanafansidvinavewiruaindnen1sindulatelnensmageuauyAgIUMENTIATIEINTanAARY
WwanviAad (Multiple Regression analysis)

A3 6 HANMTIATIZRANANBETINANUBIE LY TEaNN N InAIneeulatNdmaren1sAndulade

Under standardized Standardized
| p T Sig.
dulszauniansnaneaulay Coefficients Coefficients
Std. Error Beta

Intercept 0.216 0.548 2.537 0.12
AUIIAN 0.063 0.213 3.379 0.001
AuNsiuINsdIuyAna 0.073 0.305 4.180 <.001
FunN1sSnEAududIu 0.064 0.345 5.393 <.001

R2 =04143 F=104510 N=121 P<0.05

21nA15997 6 WU N3RAAUlAEe=0.216+0.063*11A1+0.073* N5l UTNsAIUY ARG+0.064% 013
Snwmandudud Tneidviwa 41.43% Taofl 58.57% wandadeduilaly fundndoel 1esmsnsdn
Svineuazmsdaaiunmanann Aszduauidesiu 95% dedrdymieadad 0.05 Innisliuinisduyana
dmaannstenisinauladenniign sesasnfio nisinweududiui uar mandsatiosiian

AT 7 HAMTIATIERANNADRETIN AN IRLARTdNARaNTindulade

Under standardized | Standardized .
NAUAR Coefficients Coefficients ! 8
Std. Error Beta
Intercept 0.206 1.282 6.238 <.001
AUANINIEN 0.070 0.359 5.107 <.001
AUNGANTIU 0.063 0.341 5.385 <.001

R2 =0.3339 F=104510 N=121 P<0.05

a

31NM15°990 7 WU M3ARdAUlATR=0.206+0.070*AUAINTAN +0.063*Fung AN 5T Iaedidnsna

33.39% Tagil 66.61% uantladeduilily sunrwdanudila Aszdunnudesiu 95% oddmnsadind
0.05 lngAuiandamauinnitngingsy
afuTena wazdasu (Discussion and conclusion )
Han3denudn Jadesnudssrnseans laun e sedunisfinw selddewdou uaver@n 18viawa
m'amsﬁmﬁuiaa%aLgaﬁwium'«Jﬁaaaqaau"Laﬂsuaa;:Jm@ﬁaﬁwmiuwmﬂqamwmmmashqﬁﬁaﬁwﬁ’zgmaaﬁa R
aenndosiuLLIAnves Blackwell, Miniard, wag Engel (2006) flosureintladeussmnsmaniiinasionginssu

v

duslam lnglonizegndangueny 21-30 U Afluwildudeuniign eradumsznguauioiidugasengiimds

e

a [

SuAueINNTnY Inelanaunsadunedudiuilesld wazdilinnuddydvundunazaladnisuseda

nsAnwmudn Juslaanfiseaunisd@nuuiyyinstuludvulindeuinniinguidnisfnwainit 33813

q

v '
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Tudumeseldaiou wuigidseldviunatsious 15,001-30,000 v iunduiifuuldute
awan enadumsznduiiisnnatefifiomeuaziingfinssuldieaudvuileslussduilinsenusonisenis
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ansAnwSsdiiiuidulsraumanismanneeulad Tnsameduse msliuinsauyang
waznsinwnnududiud dnasenisinduladoed elidodfy Fdonadostuuwifnves Kotler et al
(2021) Fispyirraidudadendniifnadenisiansundodudooulay nsamslundududussunnundy
iosnnguilaraunsaisuiisunaduiainatsunanesulsdeg1sitene femnoanuiniudi

anunsatauesaiudsduld aziilonadlunishsgeandilaniniu uenanil nsliusnisduyana Wy n1s
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o v A
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uuIARTas Chaffey and Ellis-Chadwick (2019) fiszyiguslaelugaidviadianumanaeusraunisaimsde
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anududiudiegnandudndadeidnadonisinduladeded Iunalieastesulal Weowinduslaali
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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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Factors of Technology Acceptance Affecting the Purchase Intention of
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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)

lugandsiatagUu nisiivlavesgsnanidyd 8idnnselnd (E-Commerce) waznidlydiiofe
(M-Commerce) I¢iUdsundamginssunmstevesuilnrognsmaiuazniiens lnsaniznguguslae
wiwelsiuey Fadunguiivlneugiumaluladuaziinnudunsfunisldouanivinutasueundinduy
Fi9 9 ag19@nTa (Nguyen, 2024)

Mndayavensuianngsnan1sd nsenemndlad (2566) wudi aatamdlvddidnnsedndlulsemea
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(Nawir & Hendrawan, 2024)

ngAnssunslEmalulagvaatuslstiitg MusI8uYed Digital Thailand Research (2024) wuin

= v ¥

Huslamaiuestuneldgunsaifietiolunistedusseulatasfieosay 89.5 uagldiialunisdedudsiu

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
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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
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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)
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nasuiuselewd
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v a
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35n15Rn®1 (Methodology)
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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)
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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
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(Hair et al., 2019)
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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)
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nansAnwandeyaiilianngusiogne 400 au asnsanenmaiauemingUszasinFIse s
fnquszasddof 1 szauihdunisseaiumalulatuazanunclade

Pyl BeanssauIvaIngusiaagig

NNTIATIZRTeYAGINUARATRINGUAIBEIT 400 AU WUTT KRouwuudeunuaulngdumeandgs
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PIUTTAUNISANYT WU daulngaunsfinenseauliegins 91U 263 AU (Fa8ay 65.8) 509a901A8
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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
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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
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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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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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