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Abstract
This academic article aims to study and analyze the impact of the transition to digital justice on the roles and
responsibilities of Thai lawyers within the context of the adoption of modern technologies in the justice process, such
as Artificial Intelligence (Al), electronic court systems, digital evidence, blockchain technology, and remote litigation.
The objectives are to (1) study the legal framework and regulations governing Thailand's digital justice process, (2)

analyze the changing roles of lawyers within the digital technology context, (3) assess the impact of Al on legal practice,
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(4) study relevant ethical issues and professional standards, and (5) propose policy guidelines for the future
development of the Thai legal profession. This study employs a documentary research methodology combined with
policy analysis, examining laws, regulations, research, and academic literature both domestically and internationally.
Content analysis and thematic synthesis are then conducted to explain the dynamics of change in the legal profession
under the digital justice process. The findings indicate that the reform of the digital justice process has significantly
altered the structural practices of lawyers, particularly in electronic litigation, digital evidence management, remote
litigation, and the application of Al to support legal research, data analysis, and case document management. However,
the use of such technologies still faces challenges regarding data accuracy, personal data protection, transparency of
automation, and algorithmic bias. This article addresses the ethical responsibilities of legal professionals by presenting
a new framework: the "Integrated Digital Lawyer" (IDL). This framework describes key competencies necessary for
professional practice in the digital age, encompassing legal knowledge, technological skills, digital evidence
management, regulation of artificial intelligence, and digital ethics. The emphasis is on using technology to empower
legal professionals rather than replacing human judgment, leading to the development of an efficient, transparent, and
rule-of-law-compliant justice system in the future.

Keywords: Judicial Proceedings, Lawyers, Artificial Intelligence, Digital Justice System, Legal Professional Ethics
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LLazé’wmfﬂ“lumsLLr’ﬂGzJ{Jagmﬁﬁamaam%’u (Abbott, 1988) dmSUINIINNUILANN WASIUIIRINEIIATEUARY
msfianunguine n1slidUsny nsdanisdefiny wasn1sduasesdvdvesanainy og1alsinu n1swamu

wirlulagfdviawazdyaussivg (A) lidhuasuudasnuaensufiinumanguuneg lneanizn1sia

3
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flughu dsmalivounnisinuuisdresmusarugnimenmalulafuiniu n1elius undenan
AL nduiesiauaussauziumalulad mlnszideya uaznsiiiuguanadnsaInszuuAdiia
AUANUNSIRATTIN N MUY ITETTTUIVITN

TudniiAinils noufuinnssunandu (Disruptive Innovation Theory) 484 Christensen (1997) 83u1e
1 waluladlwsisnzuduanmadunadenifanuFeuieuazdunue neuazaes 9 siwuiauaiunsatn
sy gusuumssiunusuudaiuld wnAeadandnaonadasfudoiauevas Susskind wag Susskind
(2015) 7T IndTnnguanednadgnizuiunndisunanddlasaine suinannisiiliuinimis
ngneitunasg msdaszuvnuesaduiuuun waznnhszuudaluiBdunlilufenssufiannsouts
oonidudunoudesls eeslsfinny uhinaluladazfiudszansnwlunisufoan uinsfeffedesiunms
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dwiuuiunusemalng madsuriugnszuiumsefsssudiviaidunsussgndltinalulagnneld
spuunuIgaednwaldnus (Civil Law System) dsfimiisauvesigidunalnvdnlunmsimunulouiouas
Fuindounsilasuutas vazidoafudainiuegmeldiamsssdnInilianuddyiunudiiussening
f1a MuneAY wardsErvulTuuins dudu naialulafulilunssuaunisyfsssudlinisfiansun
wefifdulszansamusennusiad uvindy wisasrdefisnugeusienguune audusssuly
n3EUUMIRINTAN MIRNATesTeyaduyAna ALsuAtaonfBrestaya LazA IS URnTOUN 95Ty
voufUsznovin@nngrunenugiuly welinsiauinssuiunsysssuRavaaunsasnwigasninssming
winnssumamaluladiundnifsssldodiedsdu

2) wulARENsIIUSNAMALUTAB YR IMUIEAY

2.1 Wannsvasasznthiidhusussousmanalulad

wurAansenind duanssauzmanaluladvesmuisanuldfunisseusvegrenitaansly

[

ansgoisninigle ABA Model Rule 1.1: Competence @anvualyinuigainudesujuiniifnaieaius

Y
v

vinwy wazmnuseuRsUTivInzas 1ng Comment 8 Tdugnanruiiisdniimneanudesinnuinuinisis
mangrneuazmanalulad sufadilavsslenivarandsweaneluladfifetostunisusznovindn
SuagiiouianuiinumeluladlinaoduduniwomnsgiueuannsomanInlugaddia (American
Bar Association, 2020)

2.2 ABA Formal Opinion 512: Generative Artificial Intelligence Tools

1wl A.A. 2024 gunALLATUTIRBWS AU (American Bar Association: ABA) laaan Formal Opinion
512 Fafuuuvmasiessauieatunisld Generative Al ludndwnguane Tnefldvumslityyssivg ue
fvuslimuneauiinafesiulnveuronadnsfiintuain Al wadeuduniansevhuesaues (American Bar
Association, 2024)
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3) NpufszuvgAsTsuuaznsidifienlugisssy

WIAANISWIT AN ASTIU (Access to Justice) ¥4 Cappelletti wag Garth (1978) afulein
guassAlunsingnszuIunsyfsssudldsidnegifissnsiiavsaungranewiniu widnseuagquiunuma
\ATugA Sruznan AnudutouvesnsEUIUNT uaztedindeantuiidmaliussreuunangulslaansold
avsvesnulaogisiiusza@nsua (Cappelletti & Garth, 1978) aeldnsaunulIAnAINg1? NTUTBEUUNUINTDY

Naa v

walwlagAdvialunszuiunisyisssudliasfinsaameanunasimselssdnsamlunisdniunuves
A1AWILY widIiasaseimaluladtuaiunsaanrseLiingUassasenisnfnnuygisssuvessevvy
JERRGERTEN
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Tusuuan walulaBRdvadieastosfaremnssuiunseisssuuuudaiulfesedideddy seuuiu
nassdidnnsedindrisanlidionazsroznatlunisdniiuad msiasanafindedidnnseinduiiu
Temalidszrmiluiiuiividlnaannsadhinaldazning yaur Aty 1Useiing (A) annsaatuayung
Fuafingune madansosdeyailowiu uagmstinsgiunliudofinvldognediusyaniam aanndasiy
Yoraueues Susskind (2019) Afiuin maseulatimsldiumsesnuuulmiliszvsuannsadila Wi was
avslunssurunsgissaulddisdu snndnaifissdenssuiunsidulugunannesufdva (Susskind,
2019)
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dmiunisuszgndldlyauseAvgiunssuiunsedsssy Jagdu Al gnihanldlunuvainuane
sULUU daudnsdnnisienans maduaiidenguune nisdnnsesteimmibosiu nsdnszsiuuilvuad
naBNIUNITUTMITIANITARYEIAA S18MuYes OECD 80 Al ansniinuszAnSaimuesnszuiuns
yAssuldislussduaugants uadvayunsiTenengrune waznislienesideyaifanianisal
(Organization for Economic Co-operation and Development, 2025) pgglsAnn N5 Al unldlu
nssvaunsyfsssusdudestsoguundnanulusdla arwannsoluniseSuisnadng ausuiinvou way
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usf Al aedidnenmlumsiinsssiteyaduiuummanazaiisuvuirasaiiemanisaiinliiesad
widodrindAyveunaluladdananog isssuvdvesnisdadunianguine Fufeateaiunisuseiiy
forfiaass nisfianunetundngu msdsimiinguamangane usgnsissanuiunmediauvestofiny
wiaznsdl Contini (2024) Fl¥diuin s3UUAINNISalkas Uy IUssAYEwas19a35A (Generative Artificial
Intelligence: GenAl) 813ananeuANNFUTaUTBINSEUIUNMSERTS TR B EsA T IS B atiAvasloya
VT’J@V{Lm'uLLﬁmaamiéTﬂﬁumaﬂgmmaﬁaﬁaqawﬁamaﬂﬁﬁ] ANUSUHAYRU kagn1SHANTaAMAImNIITInLlag
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uywd (Contini, 2024)
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mmu"]L%aﬁamaa%agamwﬂﬁuiﬁ (Royal Thai Government Gazette, 2007)
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2) suifsulszsrumagnidinlenseuaunisdiannseiing nalnvasmagfsssulnelunszuliunis
gRSIINARIR

Formuavesusysrumaginivhontsiiu ds wagiudganuuasienansmastuuiudadiannsedind
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UsgdnSam anusangs wazanuazaniunisdiiauinisvesea (didnduaiununainis, 2566) dwali
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Martschuk, 2024; Royal Thai Government Gazette, 2019)
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UBNAINAIANMUITFUUNNTUIAALAT s2LT8UTI¥NSH8AAINTANEYATITNINAIENSAMULA
J2EaIN1SRTUNRNINYIARTeIMmagRsTTN WA, 2566 Judunalndidglunisenszdudszdnsnimaes
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3) nguuneiieatasiunisldmaluladluivdnnguune: nseuiiugualyyiuszavguas
unwanWasuAINaluuTUNIMINnguuelne

UsemAlneidsiaunseuifugualyaiussiivg (A) ednresluresly Tnesjsaiaunasening
nsduasuuinnssufunsuTmIaudes uwulfoRnsiuliyaiussfviuieni ssey wa. 2565-2570
mvuadvsnglunsiamnssuuiine Al duaSunsdssgndldlunarsvgianasdiny audsenseauann
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Fimvesuszrwu (Al Thailand, 2024) Jagtulsemalnedslifingmneamziimiugua Al ludnuagifeadu
nguinedtsigdgausevivesanninglsy (EU Al Act) (European Parliament and Council of the
European Union, 2024) LLm'ﬁmiﬁmu’ma”ﬂmsLLazLmeaﬁﬁ‘UQLLaﬁiﬁﬂmud’ﬁzyﬁ’um’miﬂiﬂa A
Uaensfs Anuiuinveu wagmsuimsanudssannisiioumaliladisndn
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lududnsdiuynna Audasndevetoya waraUTURAYOUYEE WaILagy 19U (Electronic
Transactions Development Agency, 2023) Lmew‘Tﬁﬂa'nasﬁauuiamamaaﬂssmﬂlmaﬁaiaaﬁuauumi
Warunvalulad Imwﬁm?{mmiﬁﬁuauaﬁw’fmmLﬁuﬂ’nmi”]Lﬂuiuszi’ml,'%'mﬁwuaqrmﬁwm (European
Parliament and Council of the European Union, 2024)
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Abstract

This study aims to: (1) examine the role and concept of social enterprises in business and social development,
particularly in the context of Thailand; (2) analyze the mechanisms for promoting large businesses to operate as social
enterprises; and (3) investigate the models of business collaboration between large enterprises and small and medium-
sized enterprises (SMEs). The investigation utilized a qualitative documentary methodology. We got the right documents
from academic databases and public sources like Scopus, ScienceDirect, SpringerlLink, and Google Scholar. The criteria
for selection included scholarly articles that had been peer-reviewed, policy studies, and other research that dealt with
social enterprise, business collaboration, corporate social responsibility, and the growth of small and medium-sized
businesses (SMEs). The chosen materials were published in the last 20 years and were chosen based on how relevant,
credible, and consistent they were with the study's goals. We used content analysis to look at [insert number] documents
by putting them into groups and putting them together.

The results show that getting large businesses to work as social enterprises needs support from many different
sectors through three main ways: (1) policy and legal mechanisms, such as regulatory frameworks, legal recognition, and
public support measures; (2) economic incentive mechanisms, such as tax breaks, financial support, and ways to lower
the risk of socially oriented investments; and (3) collaborative network mechanisms, such as partnerships between large
businesses and SMEs in the forms of business networking, joint value chain development, and knowledge, technology,
and innovation transfer. This kind of partnership makes small and medium-sized businesses stronger, creates more jobs
in the community, and helps build a fairer and longer-lasting economy. The report indicates that governments should
make clear legal frameworks and support measures for social companies. At the same time, big corporations should
engage with small businesses to build stronger networks to help company growth and long-term social and economic
development.

Keywords: Social Enterprise, Business Collaboration, Large Corporations, SMEs, Inclusive Business
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Introduction

In the last several decades, the way businesses work throughout the world has changed a lot.
It has gone from being based on rivalry to being based on working together and being good for the
environment. This change has happened because of problems that are getting more complicated in
the economy, society, and the environment, such as climate change, income disparity, and the need
for development that includes everyone. Consequently, the notion of social enterprise has garnered
significant attention in both academic and corporate spheres globally (Hussain et al., 2023; Ghosh et
al., 2024). Social companies have two or more aim that work together to achieve both economic and
social and environmental goals. This is commonly called the "triple bottom line" (Defourny & Nyssens,
2010; Austin et al,, 2006). This concept has become an important way to promote sustainable
development by using market-based methods to solve problems in society (Salwan et al., 2025; Mair
& Marti, 2006).

Simultaneously, business collaboration has emerged as a crucial strategic method for
augmenting organizational competitiveness and generating shared value. The relational approach posits
that competitive advantage is not exclusively obtained from internal resources, but also from inter-
organizational interactions and networks (Dyer & Singh, 1998). In this context, big companies have a big
impact on both global and local value chains. They affect manufacturing standards, market access, and
systems for innovation (Gereffi et al., 2005). Ayyagari et al. (2007) and Fajarika et al. (2024) say that small
and medium-sized firms (SMEs) are important for economic growth, creating jobs, and spreading income.
Working together with major companies and small and medium-sized firms (SMEs) through things like
knowledge transfer, technological support, and network integration has been proven to make SMEs
more competitive and encourage new ideas (Audretsch et al., 2023; Guimaraes et al., 2021). Moreover,
this type of collaboration helps to reach sustainable development goals by encouraging inclusive
business ecosystems and the generation of shared value (Sinkovics et al, 2021; Weng et al., 2024).

In Thailand, the idea of social business has been pushed more and more as part of national
development plans to reach growth that is both inclusive and long-lasting. The Thai government has
put in place policies and institutions to help social enterprises. For example, the Social Enterprise
Promotion Act B.E. 2562 (2019) made it possible for the Office of Social Enterprise Promotion (OSEP) to
give money, build capacity, and coordinate policies. SMEs are also very important to Thailand's
economy. They make up more than 99% of all businesses and are a major source of jobs and GDP
(Office of SMEs Promotion [OSMEP], 2023). However, many SMEs still have structural problems, such as
not being able to get enough money, technology, or markets, even though these are important. So,
making it easier for major companies and small and medium-sized businesses to work together has
become a top policy goal in Thailand to boost competitiveness and promote inclusive economic
growth.

Even if there is more and more research on social businesses and commercial collaboration,

there are still certain gaps in the research. First, current research has predominantly analyzed social
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enterprises from either a conceptual or organizational standpoint, with insufficient emphasis on the
systemic mechanisms necessary for converting major firms into social enterprise-focused entities
(Hussain et al,, 2023, Minhas & Sindakis, 2022). Second, whereas previous studies underscore the
significance of collaboration between major enterprises and SMEs, there is an absence of
comprehensive frameworks that amalgamate policy, economic, and network-oriented mechanisms into
a cohesive analytical model. Third, empirical and conceptual research in the Thai context is still not
well-connected. They usually only look at either promoting social enterprises or developing SMEs,
without looking at how they are connected in collaborative business ecosystems.

This study seeks to cultivate a thorough comprehension of the factors that can encourage large
corporations to function as social entrepreneurs through collaboration with SMEs, specifically within
the Thai setting. This research enhances academic discourse by amalgamating existing literature and
policy frameworks, creating a cohesive analytical framework that incorporates various elements,
including policy and legal systems, economic incentives, and collaborative networks. Furthermore, the
study offers pragmatic insights for policymakers and business practitioners in formulating policies that
promote inclusive business models and sustainable economic development.

Objectives

1. To examine the role and concept of social enterprises in business and social development
at the international level.

2. To analyze the mechanisms for promoting large businesses to operate as social enterprises
in a global context.

3. To investigate the models of business collaboration between large enterprises and SMEs
across different countries and their implications for sustainable development.

Research Questions

1. What role does the concept of Social Enterprise play in current business development?

2. What mechanisms can encourage large businesses to operate as Social Enterprises?

3. How can cooperation between large businesses and SMEs create economic and social

impact?

Literature Review

1. Concepts of Social Enterprise

A social enterprise (SE) is a way for businesses to combine social and economic goals (Austin
et al,, 2006). This idea has gotten a lot of attention in both business and academia. Social enterprises
do not solely focus on maximizing profits; they aim to tackle social and environmental challenges
alongside their business activities (Santos, 2012).

Many academics describe social enterprises as "hybrid" entities, combining characteristics of
both business and non-profit organizations (Battilana & Lee, 2014). This means that the organization

still uses market mechanisms and makes money from business activities to stay financially stable, but
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it also puts its social mission first (Doherty et al., 2014). The concept of social enterprise is connected
to the notion of creating shared value, which posits that businesses can generate profit while
simultaneously contributing to social value through product design and value chain enhancement. Or
the creation of a business ecosystem that supports social progress (Menghwar & Daood, 2021). As a
result, Social Enterprise is seen as a key tool for promoting sustainable development and using market
forces to solve social problems (Mair & Marti, 2006).
2. Concept of Business Collaboration

The concept of business collaboration arises from the view that an organization's competitive
advantage does not come solely from internal resources, but also from relationships and cooperation
between organizations (Dyer & Singh, 1998). Such collaboration can facilitate the exchange of resources,
knowledge, technology, and business networks among organizations, resulting in the generation of
shared value. Strategic alliances and networks have become very popular in the world of business
strategy. Many businesses are choosing to work together instead of just competing to become more
competitive and find new business opportunities (Gulati, 1998). The idea of "coopetition" also says that
businesses can have both competitive and cooperative relationships at the same time. This means that
businesses can compete in some markets. But working together on things like making new technologies,
making things, or getting things to customers (Bengtsson & Kock, 2000) has become a very important
strategy in today's fast-paced and highly competitive business world.
3. The Role of Large Businesses in Economic and Social Development

Because of their resources, technolosgical skills, and international business networks, big
companies are very important for economic and social development. Studies on Corporate Social
Responsibility (CSR) demonstrate that contemporary enterprises prioritize not only profit maximization
but also the resolution of social issues and the advancement of sustainable development (Scherer &
Palazzo, 2011). At the global economic level, big companies are often the main players in global value
chains. They set the standards for production, distribution, and business for other companies in the
network (Gereffi et al., 2005). This process enables large corporations to facilitate the inclusion of small
and medium-sized enterprises (SMEs) in the value chain, thereby augmenting their capabilities.
Because of this, big businesses don't just do business. But it also means making a business ecosystem
that helps the economy and society grow in a bigger way.
4. The Role of SMEs in the Economic System

Many countries see small and medium-sized businesses (SMEs) as an important way to boost
the economy. They help create jobs, spread wealth, and encourage entrepreneurship (Ayyagari et al.,
2007).

SMEs are often very strong and can quickly adjust to changes in the market. They also play a
big role in encouraging innovation in their communities. However, SMEs often have trouble getting
enough money, technology, and access to markets. Working with big companies is a great way for them

to grow and reach their full potential. When small and medium-sized businesses (SMEs) join the
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business networks or value chains of big companies, they get access to markets, technology, and
knowledge. This makes them more competitive and helps the economy grow at the local and national

levels.

Research Methodology
This study utilizes a qualitative research methodolosy, applying documentary analysis to
systematically investicate and integrate current knowledge pertaining to social enterprises, business
collaboration, and the advancement of small and medium-sized firms (SMEs). Documentary analysis is
especially appropriate for this study as it facilitates the amalgamation of theoretical frameworks and

policy-oriented ideas from several credible sources (Bowen, 2009).

Data Sources and Selection Criteria

The research employs secondary data obtained from peer-reviewed academic journals and
institutional records. We got the relevant materials from well-known international databases like
Scopus, ScienceDirect, SpringerLink, and Google Scholar.

The criteria for choosing documents were: (1) they had to be published in peer-reviewed
journals or trustworthy institutional sources; (2) they had to be relevant to important topics like social
enterprise, business collaboration, corporate social responsibility, and SME development; (3) they had
to be published within the last 20 years to make sure they were still relevant; and (4) they had to come
from sources that could be checked and were academically sound. To keep the analysis accurate and
high-quality, documents that didn't match these standards were left out.

Data Categorization and Recording Procedure

A structured data recording form was created and used throughout the analysis process to
make sure that data was handled in a methodical way. This tool made it easier to get information from
certain papers, put it in order, and compare it. The data were organized into analytical dimensions
based on the study's goals and theoretical foundations. These included: (1) the conceptual roles of
social enterprises; (2) policy and legal mechanisms; (3) economic incentive mechanisms; (4)
collaborative network mechanisms; and (5) types of collaboration between large businesses and small
and medium-sized businesses (SMEs). We tagged each document based on these categories so that
they could be interpreted in the same way and so that we could undertake a structured analytical
synthesis.

Data Analysis

The research used a hybrid deductive-inductive content analysis methodology. A deductive
framework was initially formulated, grounded in pertinent theoretical frameworks, including social
enterprise models, inter-organizational collaboration, and value chain theory. An inductive method was
then utilized to discern emerging patterns, links, and conceptual connections that were not previously

established within the theoretical framework (Krippendorff, 2018). The analytical procedure comprised
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four stages: (1) an exhaustive review and familiarization with the selected documents; (2) systematic
coding employing both predefined and emergent categories; (3) thematic synthesis of key findings
across sources; and (4) interpretation and integration of results into a cohesive conceptual framework
elucidating the mechanisms by which large enterprises can be encouraged to function as social
enterprises through collaboration with SMEs.
Research Rigor

Several tactics were put in place to make the methods more rigorous. First, we used more
than one reliable data source to get data triangulation. Second, the structured data recording form
made sure that data extraction and categorization were done in a consistent and open way. Third, using
both deductive and inductive analytical methods made the results more reliable by combining theory-
driven and data-driven points of view. These steps all help make the study more reliable, open, and

strong in its analysis.

Results

An examination of scholarly documents, research, and reports pertaining to social enterprise,
SME development, and business collaboration indicated that facilitating the conversion of large
corporations into social enterprises necessitates support systems from various sectors, including
government, private sector, and social sector. There are three main types of these mechanisms: policy
and legal mechanisms, economic incentive mechanisms, and business collaboration network
mechanisms.
1. Mechanisms for Promoting Large Businesses towards Social Enterprise

1.1 Policy and Legal Mechanisms
Policy and legal frameworks are essential in bolstering the involvement of large corporations in social
enterprise. The government can set up policies or laws that make it easier for social enterprises to grow.
For example, it can define the legal status of social enterprises, offer tax breaks, or fund projects that
help social enterprises grow (Defourny & Nyssens, 2010). Many countries have also put in place policies
that help social enterprises grow by combining economic and social policies. For example, they might
support government purchases from social enterprises or set up agencies just to promote and grow
social enterprises. This helps make the business world a better place for social innovation and long-
term business success (Santos, 2012).

1.2 Economic Incentive Mechanisms
Another important thing that can get big companies to join social enterprises is economic incentive
mechanisms. These kinds of incentives could be tax breaks, money to help with social projects, or
access to funding sources for social project development (Austin et al., 2006).
Several studies show that financial incentives can help businesses lower the risk of investing and keep

working on projects that have a positive effect on society. The evolution of the shared value concept
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enables businesses to effectively align their objectives with the generation of social benefits (Menghwar
& Daood, 2021).

1.3 Collaborative Network Mechanisms
Collaborative business network mechanisms are essential for large corporations to function effectively
as social enterprises, particularly through partnerships with small and medium-sized enterprises (SMEs),
which can significantly influence the value chain of larger firms.

Inter-organizational collaboration demonstrates that... Organizations can share resources,
knowledge, and new ideas by forming business alliances. This creates value for both the organization
and society (Dyer & Singh, 1998). Moreover, cooperation between large companies and small and
medium-sized enterprises (SMEs) makes SMEs more competitive and helps the local economy grow
(Ayyagari et al., 2007). In the realm of social enterprise, these collaborative networks can enable large
corporations to assume a more proactive role in promoting small-scale entrepreneurship, generating
economic opportunities within communities, and cultivating a more inclusive and sustainable economic

framework.
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Figure 1: Mechanisms promoting businesses as social enterprises

2. Forms of Collaboration Between Large Businesses and SMEs

An examination of pertinent documents and research indicates that collaboration between
large corporations and small and medium-sized enterprises (SMEs) is an essential strategy for fostering
inclusive and sustainable economic development. There are many ways that businesses can work
together, which can help small businesses grow, give large businesses more business contacts, and
create value for society (Gereffi et al.,, 2005; Dyer & Singh, 1998). The following are some of the most
important types of collaboration:

2.1 Business Networking
Business networks are a big way for big companies and small businesses to work together. These
networks allow organizations to connect resources, knowledge, and business opportunities (Gulati,
1998). They also make organizations more efficient by letting members share information, experiences,
and technologies that are useful for running a business. In the world of social enterprise, networking
between big companies and small businesses helps businesses grow in the community. Small and

medium-sized businesses (SMEs) can use the same markets and resources as big businesses, like
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technology, distribution networks, and management systems. This makes small and medium-sized
businesses more competitive and helps the economy grow in the long run (Ayyagari et al., 2007).

2.2 Joint Value Chain Development
Another way for businesses to work together is for large companies and small businesses to work
together to build value chains. In global value chains, big companies often take the lead. They help
set production standards, quality control, and manage production systems (Gereffi et al., 2005). When
small and medium-sized businesses (SMEs) are part of the value chain of large businesses, they have
more chances to get into new markets, learn about new technologies, and learn about management.
It also makes SMEs more likely to meet production standards and compete in international markets.
This kind of partnership can also benefit both businesses and society as a whole by helping to spread
wealth, create jobs, and support local economic growth.

2.3 Knowledge and Innovation Support
Large companies and small and medium-sized enterprises (SMEs) can also work together by sharing
knowledge, technology, and new ideas. This is very important for helping small business owners reach
their full potential. Big companies can share what they know about how to manage and make things.
Or, business network development projects or supplier development programs can give SMEs access
to a number of standard systems. This transfer of knowledge helps small and medium-sized businesses
(SMEs) come up with new products and services and make their production processes more efficient,
which makes them more competitive in the long run (Dyer & Singh, 1998). Collaboration in innovation
also helps create a business ecosystem that supports the joint development of technology and
innovation among business organizations, communities, and stakeholders. This is in line with the idea

of sustainable economic development.
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Figure 2 Collaboration strategies for businesses and SMEs

Discussion
The results of this study bolster and expand the current understanding of social enterprises
and inter-organizational collaboration. In line with earlier research, the findings show that working

together between big companies and small and medium-sized businesses is very important for boosting

33



NI TIANTIuNEsRakardsrd Journal of Business and Society Innovation) Ui 3 atiufl 8 wawanAu-dsmau 2569

innovation, making resources easier to get to, and promoting economic growth that includes everyone
(Audretsch et al,, 2023, Guimaraes et al, 2021; Ayyagari et al,, 2007). According to the relational
approach, competitive advantage comes not only from a company's own resources but also from
networks and interdependencies between companies (Dyer & Singh, 1998). Additionally, the research
corroborates the notion of shared value, which posits that enterprises can concurrently yield economic
returns and social advantages by strategically incorporating social objectives into fundamental company
operations (Austin et al., 2006; Menghwar & Daood, 2021).

Nonetheless, this study expands upon previous studies in numerous significant aspects.
Previous studies have primarily focused on social enterprises at the organizational or conceptual level
(Hussain et al., 2023; Santos, 2012). In contrast, this study offers a more integrative perspective by
identifying and synthesizing three interconnected mechanisms—policy and legal frameworks, economic
incentives, and collaborative network mechanisms—constituting a comprehensive system that
facilitates the transition of large corporations towards social enterprise-oriented operations.
Furthermore, while prior studies have underscored the significance of global value chains orchestrated
by large corporations (Gereffi et al., 2005), this research enhances the discourse by focusing on the
function of collaborative networks in promoting both economic advancement and social value
generation at the community level. This integrative paradigm enhances the literature by connecting
macro-level policy mechanisms with micro-level business practices in a cohesive analytical model.
The results also show that big companies play a strategic role as "network orchestrators" in business
ecosystems, which fits with new ideas about inclusive business and governance that focus on
stakeholders (Sinkovics et al, 2021; Weng et al., 2024). By incorporating SMEs into value chains, large
corporations can augment the capabilities of smaller entities while concurrently fortifying the
robustness and inclusivity of the entire economic framework. This viewpoint aligns with stakeholder
theory, which asserts that companies should generate value for a diverse array of stakeholders rather
than concentrating just on shareholders (Freeman, 1984).

The report acknowledges significant hurdles and limitations in the implementation of
collaboration models between major firms and SMEs, notwithstanding these contributions. One major
problem is that power is not equal, which means that big companies frequently have more resources,
bargaining strength, and the ability to make decisions. This mismatch might make it harder for small
and medium-sized businesses (SMEs) to get fair terms, acquire strategic expertise, or fully benefit from
working together (Gereffi et al., 2005). Also, disparities in how organizations work, how they manage
people, and how well they can do their jobs can make it hard for people to work together. Formalized
structures and standardized processes are common in big companies. Small and medium-sized
businesses (SMEs) are usually more flexible, but they may not have formal systems or enough
management skills. These variances might cause problems with communication, expectations that don't

match up, and combined operations that aren't as efficient as they could be.

34



NI TIANTIuNEsRakardsrd Journal of Business and Society Innovation) Ui 3 atiufl 8 wawanAu-dsmau 2569

Also, structural problems, including not being able to get financing, gaps in technology, and
institutional impediments, still make it hard for small and medium-sized businesses to join collaborative
networks. These problems show how important it is for the government, the business sector, and
supporting organizations to work together to build an environment that encourages long-term
partnership. To get rid of these hurdles and make sure that small and medium-sized enterprises (SMEs)
may fairly participate in business networks, we need policy changes, initiatives to increase capacity, and
inclusive governance systems.

In conclusion, this study enhances knowledge by introducing an integrated framework that
links policy, economic, and network dimensions to encourage large firms to function as social
entrepreneurs through collaboration with SMEs. The results not only confirm established ideas but also
enhance them by providing a systemic and contextually pertinent viewpoint, especially concerning

inclusive and sustainable economic development.

Conclusion

This study seeks to examine the mechanisms that encourage large corporations to function as
social enterprises through collaboration with small and medium-sized enterprises (SMEs). A review of
pertinent literature, research, and reports was conducted through documentary research. The research
revealed that encouraging large corporations to function as social enterprises necessitates support
systems from various sectors, elucidated by three principal mechanismes:

Policy and Legal Mechanisms
The government is very important for the growth of social enterprises because it makes rules and laws
that help them grow. For example, it defines the legal status of social businesses, offers tax breaks, and
funds projects that help social enterprises grow. This makes it easier for social business groups to run
their businesses.

Economic Incentive Mechanisms
Tax breaks, financial help, or the creation of public-private partnership projects are all examples of
economic incentives that can get big businesses to join social enterprises and lower the risk of putting
money into projects that have a social impact.

Business Collaboration Network Mechanism
Creating networks that connect big businesses and small and medium-sized businesses (SMEs) is an
important way to encourage the growth of social enterprises. This kind of cooperation can happen
when businesses work together to make networks and build value chains. And helping small businesses
learn and come up with new ideas makes them more powerful and makes the economy more open
to everyone.

In conclusion, big companies can help social enterprises grow by working with small businesses.
This not only helps small business owners reach their full potential, but it also supports long-term

economic and social growth.
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New Knowledge

This research is based on a comprehensive theoretical framework that synthesizes insights from
social enterprise theory, inter-organizational collaboration, Resource Dependence Theory (RDT), and
Stakeholder Theory to elucidate the mechanisms enabling large enterprises to function as social
enterprises through collaboration with SMEs.

Firstly, the notion of social enterprise serves as the fundamental framework for this research.
Social companies have two main goals: to make money and to solve social and environmental
problems at the same time (Austin et al., 2006; Defourny & Nyssens, 2010). This is in line with the idea
of producing shared value, which says that businesses may be more competitive while also helping
society (Menghwar & Daood, 2021). In this context, big businesses are expected to do more than just
make as much money as possible; they should also do business in a way that is good for society and
the environment.

Second, inter-organizational collaboration theory says that companies can get a competitive
edge by forming strategic partnerships and network linkages (Dyer & Singh, 1998; Gulati, 1998). When
big businesses and small businesses work together, they can share resources, knowledge, and skills,
which leads to new ideas and value creation throughout the business ecosystem. This viewpoint
endorses the function of collaborative networks as a pivotal instrument for incorporating SMEs into
value chains and augmenting their competitiveness.

Third, Resource Dependence Theory (RDT) offers an essential framework for comprehending

the structural interdependencies between major corporations and small and medium-sized enterprises
(SMEs). RDT posits that organizations rely on external resources frequently soverned by other entities,
resulting in power imbalances and strategic actions intended to navigate these dependencies (Pfeffer
& Salancik, 1978). In the context of this research, large corporations generally have superior access to
cash, technology, and markets, whereas SMEs depend on these resources for their growth and survival.
Collaboration thus serves as a strategic tool for managing resource dependencies, but it may also
engender unequal power dynamics that affect the allocation of benefits within the network.
Fourth, Stakeholder Theory broadens the approach by asserting that firms must provide value for other
stakeholders, including communities, employees, suppliers, and society as a whole, rather than
concentrating just on shareholders (Freeman, 1984). This viewpoint is especially pertinent to social
companies, since it underscores the necessity of reconciling economic goals with social obligations. In
collaborative networks, big businesses are expected to be responsible stakeholders by helping small
and medium-sized businesses thrive, encouraging fair collaborations, and helping the economy flourish
in a way that includes everyone.

This study presents a comprehensive framework for the transformation of large enterprises into
social enterprise-oriented organizations, driven by three interconnected mechanisms: (1) policy and
legal mechanisms that shape the institutional environment; (2) economic incentive mechanisms that

influence organizational decision-making; and (3) collaborative network mechanisms that facilitate
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resource exchange and value co-creation. This integrative paradigm elucidates the structural and
strategic dynamics of corporate collaboration while emphasizing the influence of power, dependency,

and stakeholder engagement in the formation of sustainable and inclusive business ecosystems.
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Figure 3: Enterprise transformation through SME collaboration

Recommendations

From the study results, the following guidelines can be proposed for developing mechanisms
to support social enterprises through business collaboration:

Policy Recommendations

The government should develop systematic policies and measures to support social
enterprises, such as establishing an agency to promote social businesses, developing laws that facilitate
social business operations, and creating financial support measures for organizations operating social
businesses.

Recommendations for the Business Sector
Large businesses should promote the creation of collaborative networks with SMEs by developing joint
value chains, supporting the capacity building of small business owners, and transferring knowledge
and technology to increase the competitiveness of SMEs.

Recommendations for Developing the Business Ecosystem
Collaboration between the government, business sector, and social sector should be promoted to
create a business ecosystem that supports the development of social enterprises, including the creation
of collaborative networks that connect entrepreneurs at various levels.

Recommendations for Future Research
This study is a document analysis concentrating on the examination of concepts and theories derived
from existing research. Consequently, forthcoming research should employ empirical methodologies,
including case studies or field research, to investigate collaborative models between large corporations

and SMEs in the establishment of social enterprises across diverse national and industrial settings.
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Encouraging cooperation between big companies and small businesses is an important way to grow
social enterprises. These businesses can help build an economic system that works for everyone at the

organizational, community, and national levels.
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UIMIgnAvesUTEmnenthdouendnningvian1siu nsdlfinw VT Markets Tugast w.e. 2567 uastiedinssvissduauiu

HIUVDINAIAMIBLUUTIBY GARCH(1,1) TnelseileuisideleUsinmuiutoyasynsuansiedu (Daily Time Series Data)

17U 366 U VOIANMURUKILYRIRTTTIAAUNSNS LAz analiunan laun EUR/USD, GBP/USD, USD/JPY wag XAU/USD

= v o

(o) FefoyannuduniIuduInE e uNnsTn Conditional Variance faeuuudaed GARCH(1,1) wieldiluduseiu
nansmiufmulsauay MmaasygiawazUssrnsmansluvasnuTinunsinaed e usn1sgnAaugeamns Live Chat wag
P ° v A& o s - ¢ v v e d Y vaw 9y aa . . % °

SuwavihmhiduiudsadlunivmsieseianuduiusiUowuiideliadf Spearman's Rank Correlation uaglduuuinass
msanaeewans (Multiple Linear Regression) luipesile wanlunsnageuauufigud@iedn wan1sfinwainnsanaesnngas
WUT1 ANUAUNILYDINAIA Forex dAnuduiusieuinegreliduddymeadinsedu 0.01 deuSinunsinde feuinis gnén
InguuudiasinisannesnyndauauisaluniseduieauLUsUsvesliuunsinseldlussdugenn (Adjusted R? =

0.719) vaugdiduds Mumswgiaddey eldladvvegnd uavyaruiin-deenvesssma Sanuduiusi@auinseUiunimunis

£
o ' Ao a

AasteedailfdAguuiu nan1s3duilteduiu auufgiularaonadosiunguf Information Seeking under Uncertainty @4
Fliituieuliuiusuresmannssduliinasmuuaandeyauas msatvayuangidernauniy Usslonlvesnuide
annsathluuszendldlunisinunuriidseu (Capacity Planning) vesdnauinisgnatethaduinenmans aasnaunisimvun
nasisyRuANRuRaY (Volatility Threshold) ieidaldvuszsuuneundudnlusd@ (Al Chatbot) wazszuu FAQ Tutasiinain
Ty N1y Peak Demand lragnadiuss@nsnm

ANEATY : AUNUNILYBINAIA Forex UTUNN1SAARE GARCH(1,1) LUUTIABINTTIANRENYAM USNITENAT N15UTMITIANT

UURnns

Abstract
This study aims to examine the relationship between foreign exchange (Forex) market volatility and the
volume of customer service contacts at a financial brokerage firm, using VT Markets as a case study during the year
2024, and to analyze the market volatility structural dynamics using the GARCH(1,1) model. A quantitative research
approach was conducted utilizing daily time series data over 366 days encompassing major currency pairs and assets,

including EUR/USD, GBP/USD, USD/JPY, and XAU/USD. The conditional variance extracted from the GARCH(1,1) model
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served as the primary independent variable representing market volatility, alongside socio-demographic and
macroeconomic control factors, while daily contact volumes via Live Chat and email acted as the dependent variable.
Spearman's Rank Correlation was implemented for preliminary association screening, followed by Ordinary Least
Squares (OLS) Multiple Linear Regression as the primary inferential tool for hypothesis testing. The multiple regression
results revealed that Forex market volatility exerts a positive and statistically significant impact on customer service
contact volume at the 1% significance level. The regression framework demonstrated robust explanatory power,
accounting for 71.9% of the total variance in daily contact volume (Adjusted R2 = 0.719). Furthermore, critical economic
news announcements, average client income, and national import-export values displayed significantly positive
relationships with service demand. These empirical findings substantiate the core hypotheses and strongly align with
the Information Seeking under Uncertainty theory, demonstrating that heightened market obscurity shifts investors
towards aggressive information gathering and institutional support. Pragmatically, these insights facilitate scientific
workforce capacity planning and the strategic establishment of volatility thresholds to trigger automated support
mechanisms (Al Chatbots) and FAQ workflows during peak operational demand periods.

Keywords: Forex market volatility, Contact volume, GARCH(1,1), Multiple linear regression, Customer service,

Operations management

Ui (Introduction)
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nan Forex danansenuidalasiasnsauSununisinseveninu Yrewmdevesgnatagaildeddgyniaia
violi uarildedusmdulaiinsdungiinssudanan e wadnsluaauuudiassmeanisaiuaznaloune
N3IRATINMAIAULTIgNGD LY

TgUszaeAnIide

1. Wefnwanuduiudsznineanuiuniureanatn Forex fuuiunanisinsodiouinisgnéives
UTYN VT Markets

2. iileAlnsedszRumufunIuYesganaiulasAduningudnlunain Forex Muuuuiians
GARCH(1,1)

wunAn ngufjuazauiseiinetas
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Autoregressive Conditional Heteroskedasticity) %ﬂﬁ’muﬁﬁu NLUIRATIELLUUSIa8Y ARCH 289 Engle
(1982) uazgnuesdnnuannsalag Bollerslev (1986) nquiiosuisinmnuiusiuvessaduninglu
paamsiulliidnvasasiuay e fatududassrotuuuudy uilwoRnssuiesunasnszansi (Volatility
Clustering) ¥sneAA Mnafinaadimuiurugainazundsnnuiunuiigiegiseiiles uazdisi
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NAROUWNL (Squared Residuals) atlufrmunszasnauiusiulullagdy Fulueios fofududfigelu
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1) Yoyailsnarnnisiiu (Mudsdase): Yeyasiadnsiedu (Daily Closing Prices) wosganaliy
EUR/USD, GBP/USD, USD/JPY wagsimduailaasiag XAU/USD 53U51H9IN514004aN1568u Seauana
Refinitiv Eikon wag Investing.com mﬂﬂfuﬁmmﬂauﬁumamauLmuswi’uiugﬂ Log Return: r_t = In(P_t /
P_{t-1}) nowiluawimAl Conditional Variance ’ulusinsy Eviews
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Funeudl 1: mameaounuTwesdayaeynsuan (Unit Root Test) dasaeynsunansietu dnilvg
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Va2

Regression) N9

Y

IRDWMAEDU Unit Root 2835 Augmented Dickey-Fuller Test (ADF Test) taz Phillips-
Perron Test (PP Test) fisvsfu Level way First Difference

Fupeud 2: MsUszfiuArALRURILABLUUS 109 GARCH(L,1) Yn1snadeu ARCH Effect rau
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fmnasaiminidusiinuiurausi (Forex Market Volatility Index) siteldifusuusdumdn

Fumouil 3: MIIATIERanduiusid oy (Preliminary Correlation) WadAuuuldldwisfimes
Spearman's Rank Correlation Coefficient \ionsaedeumuduiudisusuidediussuing fuds waznsam
dndaymanizsamdunsang (Multicollinearity)

Funeud 4: N5ATIEvinIsanneenyas (Multiple Linear Regression Analysis) 1d5z1deu35 aiii
$edehdsanstiosiian (OLS) lilennaeuauufgiukas Tavuindvdnavesanuiuniuse
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31971 1: NaNIIVIAAEU Unit Root ¢33 Augmented Dickey-Fuller (ADF) Test

fuuseynsunan | sdudeya | svduwasnenssil | wan1sajUamantd
(Level) 1 (First Diff)

USU1uN15RneD -1.842 -14.215* Stationary at I(1)

(Contact t) (p=0.358) (p=0.000)

AUNUNIUTIY -2.105 -16.894** Stationary at I(1)

(Volatility t) (p=0.243) (p=0.000)

wae1-deeen -1.511 -12.043** Stationary at I(1)

(Trade_t) (p=0.526) (p=0.000)

INIATYFNIEIARY -5.841** - Stationary at 1(0)

(News_t) (p=0.000)

1M1 1 NAN1SNAADU ADF Test FLbiudn SauUsUSUIaINISANRD ANURUNIUTIY LA yan

Wnd-dean lnuautalifidusedu Level udillavnsudastoyalvieglugunasianssii 1 (First Difference)
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ANTNT 2: HANITIATIZIAAN

RN eaiRnsEeu 0.01 anlu Yeyaruedediauilauag

NUsEANSANAUNUS Spearman's Rank Correlation

fianus Contact_t | Volatility_t News_t Income_t Trade_t
Contact _t 1.000
Volatility t 0.482** 1.000
News t 0.156** 0.312** 1.000
Income _t 0.092* 0.041 0.015 1.000
Trade_t 0.071* 0.054 0.022 0.033 1.000

afRUszrnsmanfifesiuainszuy CRM Usti gnéwas VT Markets drulnaifutinasyu s1egoe
(Retail Traders) 01 25-40 U ($ovay 68) Wummmedesay 65 uaziwandsiosay 35 figldadesoiiou
513 30,000-80,000 UM wazlleudinsenu Live Chat gedleiosay 72 97 2 wansrnanduiusidosdiu
WU ANUAURILYBIRAIATANNFITUSRUINgwEaiy YSinaunsiasie (r = 0.482, p < 0.01) AUNAILAT
wUsUNNATEENIFIAY (r = 0.156, p < 0.01) s18ldiade (r = 0.092, p < 0.05) wazyardul-deeen (r =

0.071, p < 0.05) IngAnandunus serinenlsdaszda1ainii 0.70 Usaaniaw Multicollinearity
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AN 3: HANTIATIRTENN1INTIAnBENAN (Multiple Linear Regression) #1235 OLS

AuUsBase FuUsdus | anuemaedeunnsgy | AedA | sdutisddny
(Beta) t-stat (p-value)
Al 145.210 12.450 11.663 0.000%
(Constant)
ANURUN LTI 1824.550 142.110 12.839 0.000%*

(Volatility t)

IIATYRIEARY 35.620 8.140 4.376 0.000**
(News_t)

selfiadugnin 0.004 0.001 2.105 0.036*
(Income 1)

yaAniwn- 0.012 0.005 2.400 0.017*

d199n (Trade_t)

’eJ'WEJ‘U’eNQﬂFZﬁ -0.150 0.220 -0.681 0.496
(Age 1)

aﬁﬁmwmmwmﬁ”]aadmmmaawvg@m: Adjusted R2 = 0.719 ; F-statistic = 184.25 (p-value =
0.000) ; ARCH LM Test (p = 0.372)

NannsIAsIEaunIsanneenngaluansed 3 uansliifiugn Avenuaiunsaluniseduieniy
wlsusiuTivesuUInuInLuuIaesnnneenan (Adjusted R2) Ay 0.719 mangaudn yasa
wUsdasyluaumsanunsasiuiuesuisnisdsunlanisgevioanatwes Uinumsansedieuinisgniiues
VT Markets ldusiughiedosas 71.9 Fsiiodnegluinasi geunn uazen F-statistic Ufiasauudgiundnegnedl

HodAgNszau 0.01 Buduanuuens vadlunalaesin WeNansansedads wudwUsAstn R UNIU

a1 W

SUNANAAINIINNLUY 31809 GARCH(1,1) mmawizﬁw%Lf]umﬂqqﬁqmsjmﬁiu%’m (Beta = 1824.550, t =

12.839, p < 0.01) FMNEANNT NN NITAAFITUYDININTINAMUNUNIUAAN FLAWIINANAUTLATIATI

o w

WiSinunssanumansesvesdmiiiiuguegaiidedAny duusinasugiadfey (Beta = 35.620, p <

0.01) fuussoldiade (Beta = 0.004, p < 0.05) uazyar tii1-dieen (Beta = 0.012, p < 0.05) &udl

v
aaa a v Y
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LUAA Information Seeking Theory under Uncertainty T3 UT e m90ane Live Chat uasdsdwaliie

N $%

gounuAUEliusvesTuU Aummduduanudilunsdeinds (Execution Speed) wiaisuniosedayaiaiuy

v Ao o

wisaanau auluwiueulule dlunintu msndadeseldndeuaziruasugiadidgyideddgdeunn g

o

1Y)

o3ureldingugnAidszduiunulunesngeuarinniwaniunisalvnaisunainegslndda (High
Engagement) dgflnnuiuiiuariianudlunisinderimihiigsninguduslefoussdon lunaia daduns
YBTOUIIANTESUBTNUITERALTEY Rahman (2024) lalldseyls

Tunn§nnnsdanisuftinis nansidedvsatuayuuvudaenisinnisanuaniauinig veq
Zeithaml, Bitner and Gremler (2018) 191 ANAAULUTIBIAIINABIN15NAT (Customer Demand
Variability) TugsianisduliléiAntuase q uiynlesegfutiafeanmwndounsuen sruuiidunatn ms
dlanalnamaesivililusninesanunsnenszduainnisuimssnnisiedu (Reactive Management) lugnis

a Y a . 1% 1 &) a s
U31M159MN1313930 (Proactive Management) laagnadu Ineenans

#3U (Conclusion)
mﬁﬁaL%qﬂ%mmﬂ%gﬁﬁajﬁﬂm%w%wamaqmmﬁumﬂuma’m Forex fifisioU3umuniszaiuns Ansio
FeuIN1IgNAYes VT Markets naentl w.a. 2567 (366 TWvin13) Inedeyannuiuniy Yess1dunsngvan
gnafaLazANIMKIUEDNR Conditional Variance fguuudnged GARCH(1,1) nan1snagauauauUReunsy
el ADF Test Budfuindauusudniiauiaiisesy First Difference waaguvnaaiiainnisannesnyaa

o

(OLS) Ust41 anuduriuwesmanaiian duius@uindeusinamsinsosgeitfoddymainnsyiu 0.01
Tnofiduuszansan duusnmaauuiuuss (Adjusted R?) Wiy 0.719 Jadosawduldun nsusznmatnans
add e eldladevenguiinamu wazyarihidin-dieenvesussva sevimiiduusedu tndouds
vingaufulunsifinsrnusvesunisuinisesaditudfay

UolaUDRUBITIUUILLAYNITUTINS

Ya o

iieuUsiasunadnsmsadflugnagnsnmsuftnuaieiifinnaanizieizasgs {330 velausuuy
uwwnadalsnisuazmasiuainusinisuisianistheuinsgndnues VT Markets fai:

1) NMSARUALNUT TEAUANRUNIUINGS (Volatility Threshold Automation): USEA5UNELNT
wenselanuuusiaesnnnesluideusefiuszuu APl e EViews/Python wastnu wieswanan Conditional
Variance (07) vesnaauuuFealvs Tafmunioulyin mﬂmmmﬁummaﬁaiauﬁuﬁaqﬂ“ﬁmﬁuﬂiﬂmmsﬁ

szuuiiadfmvuafe 02 > 0.020 @uduszrugaildsuadafiasnandulilsunamfnnonmeg 500 Asweoiu)
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Iisguuansauwma vinsilaldausyuunsundudnlul@ (Al Chatbot Smart Routing) Wagsyuu FAQ 184307

s v

N9 Live Chat viuil Litednnsosdaunugiu (wu Jywmdndyain, Jyninisiin-aeulugiwann

o

= Y

PUNBUY) FI9LBILARNTEIUDBNINTTUULTUTISaBAY 40

s N

2) NAYNTNITLN

]

uidsauuuuangunuamdes (Risk-adjusted Workforce Capacity): 21nw@
nsfnufiBugiuiinnisussnmaiasusivdAyuagauiumuiinnssanuegsdiloddy deufinnsdes
Fnmsneridany (Staffing Shift) Begn Tnefmuadunasiulouisdn lufuiifiinsuszniadaas Non-Farm
Payrolls, NM3Useys FED waaisledui GARCH Useifiu mnudusnuiuaadsuni lsvhmstiiusiuiuidsau
voadmihitusnsgndnlunswina (Frontline Agents) Tudngosar 30 veadurufidsnugiuund Lo
5895UN1E Peak Demand wazlasiudayymanevigavienalsonogagay

3) MIESUATIVINYEAINIAIUNISRUTEAUE (Financial Capability Training): \flosnnginssu
anditssietanlutsmanafunuaziulufennuelonuazdmanids madasunsiiu Uismasineusy
Tiidmiiiuinsgndnfinnuiaudilalunalnvesnain Forex, Iasaa$na Margin Call uagnanszyuan
Spread 4 flelvanusansuianuay Uasuuselan IninewestnamuldesaduiioonInuazsinda

Torausuuzdrinnsdmiunisfnwadeoly

TugumesmesnsiaLIasdANLMAmMIuaTsRuIemaIANIdu a3in vesnuideiiie
nsanwdayasynsualunseusreziian 1 Uuazidulusninesided msdnwr TueuAnmIsveeveuwnng

uswdeyailuszesian 3-5 U iilolinseinisiuasuudas 1 dlaseadnslussezend (Structural Breaks)

v
Y o=

waNINT AITUNIRANTUNANAUTAWRFATNe N13RUNTANUTNTUTY Wy Fydanudetuveaamu

o faa o

(Investor Sentiment Index) %39n15 U1AMUAUNILTDINAINAUNTNEATVIA (Cryptocurrency Volatility)

3R waglune sedeuiside nmsvenelulduuudnasaasugiAtugs 019 Realized GARCH #3813

U

a

1luna lassneUsvanniisadyayuseivglungy Machine Learning (151 LSTM %38 XGBoost) agaeiiyl

UsgAnSnmanuuugilunisweinsaluinnmuaugesn1suinig (Demand Forecasting) Tdansdeunuuay

WnUsylevtlidadnnisgeen
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UNAnga

N153381389 “NgANTIN N1580UTY wazkansenureIn1sLEdyy1Usehvg (A) vesdliusnislugsianisvieaiiviuas

aa

1y a

aenstulutssmalng” iaguszasdioAnymgAnssunislidyauseivg (A) szummAndiuwaznisseusunisly A
sufmansenuressly Al lugsiansvieaianazanenisiiu ngusedreililunside tiud fldusmsssianmsvisaiieauas
aensuluvssmalng S1uau 400 au Tnglduuuasuauiduniesfiolumsiiusiunudoya wasianevidoyasoadaide
wesaun Iiun drmnud fevay Aade wagdudonuumnsgu

nanAdemud freunvuasuadlnainglivinmsifingi Al unld Andusesas 93.75 Tasgunuunisldai
1#5unufisusniign fio sUU Self Check-in %asn T svuuUan118RTusTR wazssUU Chatbot naunw il faou
wuuaeumudngiingusrasdlunsld Al iefiueuagninlunisliuing dumnudadiuieatuniseeniunsld Al nud
Tasnmsmgreuuvvasuamuiinnudaiiuegluszduanniian (dwde = 4.70, SD. = 0.59) Taewfiuin Al 9reanszaznatiuns
Auflunisaunisees madindu wazn1sliuinisgnd sudiensvaussnusensansynns wazyelinsiwnuns
Aumadieu dmsukansenuresnistd Al wuth TnenmsndpeusuuasunisiiniuAniueglussduiawelawnn (Auade =
3.98) Taguiudn Al freifinarmannsalumsudeduvesysie iunnufmelavesdliuing uastionouaussausiomisves

v

nflaegnelivsyavanin uenanil Al feadenmdnualnflviivesdng uaratuayunisiaungsiansviesdieuaraiunis

3 o2

Ardndty: JayeyUsedivg ganansvieadien gsfiaanenisiu msvensumealulad wonssuguilan

Abstract

The research entitled “Behavior, Acceptance, and Impacts of Artificial Intelligence (Al) Usage among Service
Users in the Tourism and Airline Businesses in Thailand” aimed to study the behavior of Artificial Intelligence (Al) usage,
the level of opinions and acceptance toward Al, as well as the impacts of Al usage in the tourism and airline businesses.
The sample group consisted of 400 users of tourism and airline services in Thailand. Data were collected using
questionnaires and analyzed using descriptive statistics, including frequency, percentage, mean, and standard deviation.

The results revealed that most respondents had experience using Al-based services, accounting for 93.75
percent. The most commonly used Al applications were Self Check-in systems, automatic translation systems, and
chatbot services. Most respondents reported that their primary purpose for using Al was convenience in service
utilization. Regarding opinions toward Al acceptance, the overall results showed that respondents had the highest level
of acceptance toward Al usage (Mean = 4.70, S.D. = 0.59). Respondents agreed that Al helped reduce processing time

in booking, check-in procedures, and customer service operations. In addition, Al was perceived as being able to

nwnsAne pasnaluladannssuans uniineidomaluladsausnanssuns
!Academic Officer, Faculty of Home Economics Technology, Rajamangala University of Technology Phra Nakhon

*Corresponding author: E-mail address: teerarat.sumpun@gmail.com

50



NsasuianssumegsRuazdinu Journal of Business and Society Innovation) T 3 atiufl 8 wewanes-Awnau 2569
provide personalized services and facilitate travel planning more effectively. Concerning the impacts of Al usage, the
overall opinions were at a high satisfaction level (Mean = 3.98). Respondents believed that Al enhanced business
competitiveness, increased customer satisfaction, and improved the ability to respond effectively to customer needs.
Furthermore, Al contributed to creating a positive organizational image and supported the development of tourism and
airline businesses in the digital era.

Keywords: Artificial Intelligence (Al), Tourism Business, Airline Business, Technology Acceptance, Consumer Behavior

uni (Introduction)

s

YagtuinelulagUayauseivg v3e Artificial Intellisence laaniiunuméaiAgsonisaniiugsia
Tuvannuaegnavnssuilan lnslamzgpannnssunsvieniisawazmsdy Jadugramnssuidosendonis
WIATUAIUANAINNITUTANT ANTIAGT kATNITREUANBIsaAINABINTSTRIUTInARENliUsEANnEam
walulad Al Fsgnihandszgndldiieriisdseansamnnssuduny andunu uazensiudszaunisalves
Tnvieaiien LLazQ’I@amﬁﬁﬁmmazmmmauwa?jﬂﬁﬁu (Garcia-Madurga & Grillo-Méndez, 2023)

uanand sl uudnlud@ vusuduins uay Al Sseandununisiuiunuuasiuyssansam
nstusnslugaamnssuvieaiioanaznsunis (vanov & Webster, 2017) 19U szUULUEINYBATE7
\1zyAAa (Personalized Recommendation System) s¥UU Chatbot dwSunaUANNGNAT SEUUILATIEN
Foyangiinssuguilaa msmmuasiaialasansuuunain (Dynamic Pricing) AaondusEuy Self Check-in
wazszuudansdunsyaaozaeluauiudu fedioiinussansamlunisliuins uazanszeznailunis
fufiusu (Florido-Benitez & Martinez, 2025) uonainii Al favatiuayunisiaszideyasiuiuanniile
mansaiunliumginssuvesinvieniien uazilagans silfesdnsannsansunumsnisnatn uazUsuna
qwﬁlﬁashmaiushmn%u (Kirtil & Askun, 2021)

Mondaaniunsainisungszuinveslsa COVID-19 gaammnssunisvioniisauaznsdudoandayi
audsundasaisdidy feludunginssuduilan wagguuuunisliuinig dwaliednasng q 1eth
wallaBidvauay Al ildiloasrsmnuidediusugueunsis annsduifasyvineyana waziiinnnuazadnly

a |

ASIEUINIS WU syuunTIvdeulunti (Facial Recognition) Wayszuuusnsonlusialuauiudu (Tong et al.,

v
a o [

2022) BNYIINTNAIUITEY Generative Al iU ChatGPT aaaNalinITIHLNTAUNNG wazn1stidayanu

¥
] o =

nsvieaiiafirnuviageans uazidudiudanndu (Nicolau, 2025)

wlfumstmaluladfdfaunldlugramnssunisvieufisndinmsfauegwioiies Inglanzszuy
soulatuazmaluladsnsosfitiosnsesulsraunsaiesiinvioadien (Buhalis & Law, 2008) fatiu ns@nwn
519 Al lugsRanisveaiisanaznistuiedauddyegneds wevharudlauuliunsdsuiasues
gNAMNTIN AaenIulauaklIMluN sUsEgndldinalulagiiiinussloniaaanensdns wasyldusnisiy
auAn

wirhagilamAfofertumsussgnflitiyauseivg (A) lugramnssuuimatiunndu winisfng
Mjatiuguesveslivinmslugsianisvieaniivasaenistuvessemalnedalsoudin Insemzlufu
wgfnssunsld Msseusy wazauAnfiuderanssnures Al denuninnsliuing uenaint swidedi
Tngjdajs@nurgnamnsalagnamnssunidawenaindu v'l’ﬂﬁs‘]'ﬂsmﬂaqﬁmmiﬁazﬁaumwsamaﬂms

o

Usegndld Al lurisgsianisviesiisiuagansnistusiuiu dsy guidedi

yefnwludszinudanaiiiois

Winderinmadnnisuavaiisesinnuiiidenndesiuuiunlszmelng
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INUILEIAVDIUTY
1 weAnwmginssunislddaarusedug (A) veulduinislugsiamsviewiganazangnisiuly
Usznelny
A = Y a & o v a & Y a a ' d'
2. \efAnwszauanuAniukaznsgausunslilaaiuseaes (A) veulduinislugsianisvieaiien
wazanenstululssmelng
3. ieAnwiransynuvensiilyauseivg (A) denishiuimslugsianisvesieuazanenisiulu

Usewmdlng

A5n15AnY (Methodology)

v
Ay AY &

MATuiiEBauRn Technology Acceptance Model (TAM) 483 Davis (1989) §1a5unein 333
feszloviuazanuielunslinuduledvdfaiidmasionissonumaluladvesgliving
n3ideatedifun1sifedsusuna (Quantitative Research) Tnafifnguszasdiiednuinisld
Jyanuseing (A) lugnamnssugsianisviendien wazgnavinssugsiaaenisdu udsdadeidmasions
gousy uaznansznuInnsimeluladiindrveslduins dail
1. Ussynsuaznguaiegng
Uszansildlunside Tiud fliusnisgsiamsvieaiiviwazanenstululssalneiiaglduinisidnns

s

Uszgndlitayauszing (A) meluszazinan 12 Woudlinuan wu seuu Self Checkdn 5¥UU Chatbot $3UU
vesoaulay] Wiesvuuuurthnsviensddalul® driudszanm 400 au Taeliisnsduinetnauuuazain
(Convenience Sampling)
2. NMIAMUAYUIANGUUTEYINTAIBEN
3deimunvuinngudegialagldgnsues Cochran (1977) Aszduanudesiu 95% uazA1aa
AaALAdeY +5% Tdvuamegdlitennd 385 au ey §ideTsimunngudiegiadunm 400 au
3. YBUWANSANEN
nsfnwafsdysdnvidlivinislulsemalnefinglduinmsdunsveniivamioasnisdudidnng
Uszgndld Al meluszogingn 12 ieuiiniun
4. wesleldlunside
iwsosdloflilunmsiiusiusudeya fie wuuasuan (Questionnaire) Fauvseentdu 3 @ laun
- doyavhluvesgmeunuuasuay
- woAngsy uaznsufineatunisld Al lugsiansvieadisauaznislu
- puARLiURgIAUUsElT MsBeNsU WazHANSENUVRY Al
Tnsuuvasuasildsnasadiuuszanaan 5 sefu (Likert Scale) leinsziumnuAniiuvesineunuuaouaia
Fatmnnasinislinguu i
5 yanefs Wiusheuniige
-4 el Wiudeun
3 el wiudeuiunang
2 el wuseley

= & v v A
- 1 el quﬂﬁﬂuaﬂmq@
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ImEJﬁ%ﬁaﬁw%’aaﬂaﬁlé’mﬁwmmmmLa?ila wazulanassiunuAniumunasinue Wetlulasizd
wazagunan1yidesaly
5. msnususindoya
Fisesdunsiiudoyaseuitafiou unsiau-fiunau 2569 51y Google Forms agingunsu1ude
FHapuooulayl

6. N5IMIITHAYUA

Y

a a

Toyad livziundiesisilagldlusunsudnsagunieada Tneldadfidanssaun (Descriptive
Statistics) lawn AMANNE Fosay Anade wavd uleuuuNInTgIU TINEEDATIRYLIY (Inferential
Statistics) WU N1SVAABUAN t-test N1TIATIEAANULUTUTIU (ANOVA) UagnIlasiennnuduiug tie

VndeUALNAgINIDINITITesialY

NaN13ANY (Results)
M933589 “n1slY Al lugnaimnssugsianisvieaiien Laggnavnssugsivatenisiu” laed

@

nnUsrasAliiofnwiguuuunisld Al Yademseeniunisld Al uaznansenuves Al siagsianisvieaiied uay

[

ssivanen1stu lned3delddnisdndunisiiusiunudeyannngulszvnssied 199uau 400 AU H1
wuuasuanwesulat uazihdeyailduiinesisnelusunsudidogumsadin lunsiauenamsise §idule
wsmstiauossnidu 4 dau dail
wnagin1sliiazuuuLuUEaUATY

wuvasunuludind 3 uazduil 4 Wansdiuuszata 5 sedu (Likert Scale) Ingfvuninaus
nslvinziu il

A15197 1 Uns1dUsELINAT 5 Seau (Likert Scale)

SLAUMNNAALIY AZLUY
< v a
WAUNILUINTER 5
@ v
WAL LN il
WinsneUunana 3
@ v v
WinmgUae 2
Wi toaiign 1
ngin1sUaNaALRRae
A15799 2 inagin1swUananeds
Aaie STAUAMNAALITY
4.21 - 5.00 WINan
341 -4.20 N
2.61 - 3.40 Junans
1.81 - 2.60 oy
1.00 - 1.80 Weeiian
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daud 1 dayarialuvesnaunuuaauniy
Juswuvaeuanuieriudeyadiuynnavesinouwuudouny tiun we 018 szaun1sfine a3
s1eliadanoLfou warAUAluNITAUNIYIBLen ¥SalEUSA1Ta8N150U SNYAELUUAB U ULUY

71579980U519n15 (Checklist)

M7 3 Toyauanamaanm N = 400
$19az1980 MU Sovaz
N Takiald 213 53.25
LNANEYS 108 27.00
LGBTQIA+ 79 19.75
99U 400 100.00

1NA1517 3 Wy IEmevuuvaeuandulngilumare S1uau 213 au Amdusesas 53.25
sosasundumendgs $1uu 108 Au Andusesas 27.00 uazdesfigadunangumadon e LGBTQIA+

1w 79 au Andudear 19.75 audsu

A9 4 UayAuanIdE N = 400
s19az198n U fovay
fng1 20 I 98 24.50
21-301 151 37.75
31-407 117 29.25
41-50% 29 7.25
111131 50 U 5 1.25
593 400 100.00

[ v

NA159 4 WU greuwuuasuaudulnglenysening 21 - 30 U 91w 151 au Anlusesay

°

37.75 sosmaundudfiongszning 31 - 40 U dhuau 117 au Andudosas 29.25 fAiflongsindt 20 T dauau

o N

98 A Aniluseway 24.50 gAfe1gsening 41 - 50 U §1uau 29 au Anludesay 7.25 uaztosiignAedyidl

Ll 9
<

218117131 50 U 9903 5 Au Asdusesay 1.25 auaieu

319 5 dayausnsszAuntsAnen N = 400
aziden MUY Sovay
NS eyes 52 13.00
Usey ey 164 41.00
Usgyayly 158 39.50
Usgygyeen 26 6.50
374 400 100.00

a o a

3 914U 164 AU AR

1Y = I

M13797 5 WU greunuvasunudiulngiissiunisfnuedluszAuuSyge

<

vaa o

Judeway 41.00 sesawndugidszaunisfnwegluszaud3yailn Sruau 158 au Andudesas 39.50 il

sgdunsAnysndseAuSyes $1uim 52 au Aadudesas 13.00 wavleeiigalugiifssdunsdnuet

£

a [ £%

Tuszaudsaygen 91U 26 AU Antuspeay 6.50 Mua1AU
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a51971 6 JoyALENIDITN N = 400
NYazYn U fowaz
HnFeu/dnfng 132 33.00
nunMUUSENENTUY 201 50.25
1599N15/3538%A9 51 12.75
PEARGINZe 16 4.00
994 400 100.00

NPT 6 WU Frauuuuasunudnilvausznaue@nmiinauuisnensu $1uiu 201 e Andy
$ovaz 5025 soseunduinBew/dndnm S1uau 132 au Andusewar 33.00 UsznouaTndnswniy/Syiamia

dmu 51 au Andudewar 12.75 uastieeiaadulfivsznavan@ngsivdinds dnnu 16 au Anludesay 4.00

PSP
as9i 7 Foyauansseldiade/ ey N = 400
3188LDYN MUY Sowaz
N 15,000 UM 132 33.00
15,001 - 30,000 um 220 55.00
30,001 — 45,000 U 32 8.00
45,001 - 60,000 U 14 3.50
17AN31 60,000 UM 2 0.50
994 400 100.00

RNATNA 7 WU ESI:GIEJULLUU?IEJUmﬁJE‘i’JﬂWLJ'ﬁiWEJlﬁLQaIEJ/LaE]u‘WWJ'W 15,001 — 30,000 UM 1
220 au Andusewas 55.00 iaaaqmLﬂué’ﬁﬁswsJ"Lé’La?{a/Lﬁawﬁ"Wﬂdw 15,000 UM 31U 132 AU AouSesay
33.00 Lﬂu;ﬁﬁiwlﬁl,a?{a/lﬁauszwiw 30,001 — 45,000 UM 31w 32 Ay Anvdudasay 8.00 Lﬂu{g’ﬁﬁﬁdé’
Was/fauszwing 45,001 — 60,000 UM $1uau 14 Ay Andudosay 3.50 LLazﬂaaﬁqmﬂuQ“‘ﬁﬁﬁLﬁLaé"S/Lﬁau
11NN 60,000 UMW 3113 2 AU Anduseuay 0.50 mudeu
dauil 2 woAnssunsld Al Tugsianisiaaiieauaznistiu
Bunuugeunuieatunginssunistiuinmsfifinini Al wnld iwu seuusesiaeeulat suu Chatbot

58UV Self Check-in WaESEUULUTINAIUNYIDaTen

msedl 8 inuagliusmstidnsi Al anludel N = 400
318810YN MUY Sowaz
LAY 375 93.75
HEE, 25 6.25
394 400 100.00

NANS1W 8 WU gmeuuvasunuduvgiusraunisainisingldusnisidinasd Al ly

375 au Andudewaz 93.75 warteeiiandulihiweivsvaunsallunisun Al uild $1uau 25 au Anluiesas

6.25 PUAGU
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msait 9 vinueeld Al Tuzuuuulatie N = 400

NYazYn U fowaz

Chatbot AaUAININ 97 24.25
sEUUewY/finneeulall 45 11.25

J8UU Self Check-in 113 28.25
szuuwuzihanuiiviewdien 21 5.25

syuuuan wonluLia 105 26.25
szuuuzihlusTudu 19 4.75

994 400 100.00

A7 9 wudn greunuuasunudnivajiagliszuu Self Check-in $1uau 113 au Anduesay
28.25 spsasaeld Al Tunsuvan1wdnlwld S1wau 105 au Andusesas 26.25 waeld Chatbot meud1ay
$1unu 97 au aeld szuvaesia/Ainnesulal s 45 au Andudesar 11.25 weldszuuwuihanud
viouflen S 21 au Andusosas 5.25 wartloeiigaingldszuuuugiilusiudu S 19 au Andufosas

1Y

4.75 euaIeu

Ml 10 Snguszasdvaniunsly Al N = 400
EUEGEHRLL) 31U Souay
AINUEATAIN 225 56.25
ATINTING? 51 12.75
Usgndana 49 12.25
ledoyaiiusiug, 75 18.75
33U 400 100.00

o

1NN 10 wud drounuvasumud gl ingUsrasdlunsld Al ilemuazaan S 225 Au
Andusesas 5625 sesauniitelilideyaiiuaiugr oy 75 au Anduiesas 1875 iemnusind sy 51
au Anidusoray 12.75 uaztesiigaileussndanan S1uau 49 au Anlufesay 12.25 muddy
dauil 3 anmAaTuRERUMIBBNTUNSTY Al

WunuvasvamnA satuaruAaiiudensld Al ludiuanuazain anusinis auuiug) A

Unensdy wazAan1mnshiusms lagldinnsianusvana 5 seau (Likert Scale)

M 11 AnuAadiuReafunssausunsle A N = 400
eazden S.D. Aade SZAUANAALIAY
Al fagiiumnuagaanlunsliving 0.66 4.65 wnilan
Al Hrganszeziallunsaiiunis 0.34 4.91 wniian
Al Prgandeiianainlun1sliuinig 0.66 4.62 wniiga
Al a8l FNTINUHLNTALINETY 0.43 4.87 wniiga
Al ildimstesuinsiivsynEnimanniu 0.78 4.55 wnilan
Al @3N3ARBUALBIANNABINTIAN T YAAGLA 0.30 4.90 wniiga
Al freadreUszaunisalfidlunisléuinig 0.72 4.66 wniiga
Al vilvigsiaslauvivate 0.80 4.44 ey
5 0.59 4.70 wnilan

56



o o

Msasuinnssumegsiauazdeny Journal of Business and Society Innovation) U 3 atun 8 wouaeAu-damiau 2569

Nneed 11 wudn Teeamsaugmeuuuuasunuiirnudaiueglussduinniian lnefidtades
wintu 4.70 wazdudonuunasguwiniu 059 uandiifuinglduinsdwlngfinsseniunni Al uilily
gstamavieaieanaznsulusziugs

Fofnsandunete wuih Ussiuidawedegaian fo “Al taganszaznanlumssiiuns” fldads
Wit 4.91 wavdudeuuunpssuvindy 034 sesawn THuA “Al aunsareuaussnnuiBsTiaEyAnals”
firadeninfu 4.90 uay “Al daglimsnausumaiumnsieiu’ Seuadointy 487 Faogluszivanniign
v aviouliisiui giusmauesi Al funumddlumafiumsagain 1057 uasneuaLDIALREINT
Ippghadiusavsnm
d9uil 4 wansznuvasnsly Al Tugsiamsvisailen wasgshvanentsiy

WunvvaeunanisfuamnuAndiudenansures Al degsfanisvisaiisauasmsdu wu msiia
UsrdvBnmmsliusms msandiuyu Msudedumegsia uasnansenusien1sineny ngldunsaiuyssanne

5 ¥aU (Likert Scale)

Aaefl 12 wansevuvaanisld Al Tugsiansvisadien uazgsiaanenisiy N = 400
FaLLIYA Aade Adeuay  sTAUAINAALIY

Al frgfinaufianelalunisliving 4.13 82.50 wawalasn
Al taelvigshaudetuldunniu 4.34 86.75 wanelaann
Al Hrgansuyulunisaniiiunu 3.88 77.50 wawalaxn
Al tgliinsliuinmaringaiu 3.75 75.00 wawalasn
Al fiduteimungsianmsvieiisnaznsiu 3.81 76.25 wawalaxn
Al fagaranmdnualimiuosdng 3.98 73.52 wawalasn
Al tgmeuauasaueInIsvesgnéldfitdy 4.13 82.50 anelaann

594 3.98 79.60 wawalazn

MAM9Tl 12 mamsTieszideyaieiunansenuveansly Al lugsiamsvieadisauasgsiaanenis
Tu wui Tasnmswdreuuuuaeunuiinudaiiueglussdufianelonnn Tnefieadesmwintu 3.98 uwaze
Sowazivindu 79.60 uandliliiudn fmeunuvasundinguesin Al funumddalunstisifisussavsam
mMsfifiunu uaraiuayumsiassianeaiisuaranenistuluvanedu

definsandunedo wui Usaduiiddwadegeiian fo “Al Paeligshaudeiuldfuniy” eeds

1Y

wiriu 4.34 AniduSesay 86.75 aglusyauilanelaunn asviewliiiiuil freuwuuasuniuuesii Al luesealle

'
' a

dAgTeiudnenInNsW el uraIgsa HeluAuMIUTMSIANMT MIna1n waemsliusnsgna

sosaan laud “Al refiseuiianelalunsliuinms” way “Al FiereuausnufiIvesgnA i

'
= o =

f9iu” Bedidnadoniriuil 4.13 Aaduferar 82.50 aglusiufiaelawn uandlistudn ms Alnlanunse
Prelgsiadlannudeimisvesgndn wasliuimslimssiuanumantannddu dualiglivinmafneuiis
walaan1siuinig

wonantl “Al Fasasen mdnuaiiRlituasdng” denedoniiy 3.98 Anduferas 7352 uay “Al 4
ansuyulumsiniiuny” danwedewiniu 3.88 Andudosas 77.50 Geegluszavuiemelasnnwuiu avvioulsiiu
1 Al anansatasiaiueuiuats aAnadefieveesdns swdsandunulusunsdidunuiasnisiams

U Y ] a a a
ninenslaegnediusyansam

57



NsasuianssumegsRuazdinu Journal of Business and Society Innovation) T 3 atiufl 8 wewanes-Awnau 2569
dauusznu “Al fdugeinugsianmsvieaiisawarnstu” dawedewindu 3.81 AaduSesas 76.25
waz “Al Hrelimsliusnssingtiu” danadewindu 3.75 Andudosas 75.00 ulazdidedsninitedu us
fansaglusyauiionelannn wandliiiuii deauiuudeunudsradiuii Al fdwgelumafiuanusinuas

Usgnznmlunsiuing sufsaduayumaianngsialunmsuldegadnny

afUs1ewa (Discussion)
nansAnwideyariluvesmeunuuasuaiy wuin gneuuvuasunnadulvgduneavie deny
59w319 21-30 U fisesunisdinwivSaanes Ussneven@nminauddmenay wasliseldadedefoussning
15,001-30,000 1w Fsazsioulsiiiuiinguiegrsdulngeglufovinuuazdunguifanudueeiv
wAluladidva Juiunliundaiuwazeonsunslinaluladdygruseivg (A) lunisliusnsdunsvesiien
wazaren1siuladne nansAnwisinanasnnasnuuwulIfn Technology Acceptance Model (TAM) U84

Davis (1989) #i85u1891 n155usnsUselovduazanudrglunslidanudutadvddyidawmaroniseeusu

U
¥

walulagvewliusnig uenanil Seaenndesiuauideves Auer, Schlsgl, uag Glowka (2024) wuin Tuga
NATIUTIRILLN uwnuen (Chatbot) lasunissensuuasthluldagqunsvanglunainvanegaainnssu lidnee
Jushuansnsauge msinen 93t mdiuddidnvseiing uezanutuiie ssuulganussAvgludnuaezdina

@

Falnviauuussuuaand dagnihunldlunislivinisgnAinieluauiuduiie egnelsinin nuiddendne

£
N o 1 ' o

yunesvasiiumsdonisliuinisdnuvaiddegesedidn lemnmsimussuudanasing sy
waluladuinniszaunisalvesyldau

Tusnumginssunisld Al wuin greuuuvasunudniluaieglivinmsidnini Al inld Anduiesas
93.75 Tnesyuuilld¥uanuisuinniian 19 szuv Self Check-in szuuLan s 8RlusiRA wagsyuy Chatbot
mouAay axvieuliiiugl Al ladnanfiunumddglunissruneanuazaanbitudldusnislugaaivnssunis
vieaflrnararsnistuseaiau Tnsiameuinmsfivisandunsumsdesdefuntnanuuanduausnily
nsluinig wanmsdnwilaeaadesiunuidbues Syan Uinshv (2566) Anwmuin msfeansnsnain
Advrarudedsausoulay Fuled uazmanmaidadom Saruduiustunisdaduladentiuinsiiinues
tinvioafisanguiaiueisiunsegsiidodiny

uenNaNt wamsAnwdmudn grovuuvasunmandugidenld Ao “arwaraan” wndiga
sosannie “Iddayatiusiugr” uandvidiui guilaaliauddiulsslosiduifves Al filuduni

d2ANauTY AUTINGT wazaugndeeleya Jedanndeiuuuifinres TAM fleduiedn n155usis

'
o o A 1 '

Usglowdvounalulad (Perceived Usefulness) 1utladedidyiidswanenisdndulaldmnumaluladves
Huslan

wansAnwFuALAAiuAgIfuMsEanTUNSIE Al wudt Tnenwsangneunuugeunuiinm
Anviiuaglusziuniniian neiAedesiuwintu 4.70 uazdrudssuuannsgiusindu 0.59 wansliifiui
Flduinsdlngiinssensunisin Al inlilugshensvieadisanazansmsduluseiugs Wefinnsaniduse
10 WU HRBULUUADUAINIININ Al Frwanszezatlun1sAliun1saunisees n1slindu waznishiuinis
anflfunndign sesaunfe Al aunsaneuaLssnMFBINsIRNNEYARE LaztsliNTNUNLNSAUNe
fu agieulsiifiuin fluinsivimuefidauindenisussgndld Al lugramnssunisieaiisawazansnisdu

= \ a a a Y a % saa 139 Y a 1 = &
LUD99N Al Z‘ﬁll"liﬂslﬂﬂLW@J‘Ui%a‘V]Sﬂ"I‘WI‘UﬂWiIW‘UiﬂW3LLa%ﬁiqﬂﬂigaUﬂ7§mmﬂLLﬂfg‘L"UUiﬂq{Lﬂ NANIIANYIU

58



o o

Msasuinnssumegsiauazdeny Journal of Business and Society Innovation) U 3 atun 8 wouaeAu-damiau 2569

aonndeafuaLIdeuss Venkatesh et al. (2003) F9o5U171 AnmmanissuUszansamueanaluladidy
Hadvddnyidmaiensoensumaluladvesildany

Tudunansznurensld Al wudn feevwuvgsuaiuiiaudaiveglusydufianelaun laedl
Aedsswihiy 3.98 uandliiiuin fldusnsuesi Al funumddysemsianngsianisvesiisiuazais
n130u seludunadiindssAnsamnnsliuing nsaadunu waznisadanuanansolunisuted Tae

Uszinunilanadugafian fe “Al Pagligsfaudsduldunniu” sesmwnde “Al Proinanuiianalalunisly

oy
yaa =

U337 uag “Al HrgmeuauesnmfeIsvegnAliRB” avviouliidiuin Al liifestieiiiuuszavEam
Tumssidunuviibgy uidshesnsefuamunmnisuimasasaiuadisadldiuioumenisuisilituesdng
Snee nansAnwidenadestulLIRnues Porter (1985) flosutedn welulatuazuinnssudulladoddnly
nsaseaulasumenisudaduvesesans

og13lsAnY uiimanisAnuazazieulsiviudauuesdauindenisld Al wadsdiseiiudiag
fsufisdy wWu anuinasuauUasnisvesteyadiuyana mstemszuualusifuniiuly uay
NanTENUAENITINLUYBITILLYuslugma M TIIUINS Beussidiufainaniedudevhmedidyiiosdng
aslmrwddymugiunsiaumaluled Al dielfmsdssgndldmaluladiiausslonigegatistoosdng
wagdldusnislussezen

Tagasy nansidoasad uandiiiudt dldvinsd iy ngdnssndafuuassouiunisly
Hayauseing (A) lugsiamsvieafisauazansmsdulusziugs Wewn Al Hieifiummaznin 530152 Ay

o £

LUUEN WATYILENTEAUUTEAUNISAIUNITITUSNNG VI9GIANARABNINENYAIDIANTHALANYAINANTHUITUN

aa o

g3nalugandvialagiu Feasvieuliiutisunumdfgues Al senisiauigaaInnssunIsviosisatazaisnis

q 9 q o

a

Juluaurnegsdnau

&3U (Conclusion)
av A « a @ Y a Y a a
N153981599 “ngFnssu N3eeusU uasnansenuveIn sty 1usedvg (AN) veulduinislugsia
nsvieaiisazaranistululsemelng” Tinguszasdiefnunginssunislilyanuseivg (A) seauanu
Anviukaznsansunisld Al audsansznuvesnsld Al Tugshanisvieuiivauazaianisdu lnatfiusiusy
ToLANNGUAIDE TN 400 AL warliATwitoyameaddlanssaun laun Anud evay Anade uay
dudeauunnsgIu
a v ! £ ! [ a ' A (% = 2
HANTITeNU draukuvaeunudivgidumene fongsering 21-30 U TsgdunsfinuuSayan
3 Usznava@nntnauussnenay waziiseldeassaiiausening 15,001-30,000 U Jsazviouliiiuin
Y . | & o o o 1 o Naa o = Y A w v Y a
naudegndulvgluivvihnunianuqueeiumalulagfdvauwazivwildutasunsld Al Tumsldusnms
AuNiBaiEILazanen1siu
AungAnssunsld Al wudn deevnuuasunudiulvgnelduinisidinsi Al uld Andudesay

93.75 laggunuunsidanuilasuanuieuuiniian lun ssuy Self Check-in svuuudaniwdnlud@ uay

v v
=Y

5¥UU Chatbot naud1anu el HneuwvvasuaudulngyiingUszasalunisld Al eiiuauazaan

sosanfeioilddoyatiuiugl waviioanusiasitunslduinig
HanIsANwIIUAMNANIUAEITUNSERNSUNISTE Al wudn Tnenmsiugneunuuaeunudaaig

a < 1 Y] ::4' a a Y | =i Y v &
ﬂﬂLMuaq1u53ﬂUNqﬂVIqm IWEJN@']LQaEﬁ’JNWHﬂU 4.70 HASFAIULUYIUUNIAIZIUWVINY 0.59 LLaﬂQQ’LML‘V]u’JW

Aldusnisdlugfinissensunisin Al unldlugsivnisvendisawazatenisiuluszduas IneUseiuid

59



NIANTUIANTINNNGINAMALEIAN (Journal of Business and Society Innovation) Uil 3 adu#l 8 wawnaAu-Genau 2569

ﬁWLaﬁaqqﬁqm g Al Frgansreziallun1saidunig 589898nAe Al @U1SARBUANBIAINABINITRINEUAAR
waz Al Taelvnnsnusunsiiumediety Seasouldifiuin A flunumdfnlunsiineuazain $3057
waguseansnmlunislwusnig

uennil wansAnwduransEnurensld Al wud samsugreuiuuasunuianufaiiuey
Tuszaufianalannn TnefAnedeswiiu 3.98 uwandiiuin Al fdntelunsifiudssansamanssndunu
yosgsRanIsvinaivazatenstu Taslamzsnumsiinanuaunsalumsudeiy msadenufieonelaliun

@

Fliu3n1s waznsnevaussauFosNsvesgninldegaiussansain saufsairsnwdnualiialiiy
PIANIwazatuayUNINRILIgINTlULARIYA

Tawagu mahdgyuseavg (A) anltlugsAansvieaiisanazasnisduldsunissensuain
Flusnislusedugs iesantieiiunnuazain anusinds amnuusiug wazisenseiulszaunsainsly

USANS Medaaiiufneninnsuadutardseansanlunisaiiuanuveeedns Jeasviaulimiiuia Al u

wialulagddyiliunumsemsiawgnavnssunmvsaneuasaenistulusuianagatnau

19N&E1591984 (References)

Syamn Unauwite. (2566). nagnsnIsdearsnisaaInadviasumsisaulaldusnisiinveninieuiiinguioe
issuneluasaniunsallae-19 GrendnusuSyanumUadia TuldRau).
anudunaNmuUTMSAERS.

Auer, I., Schlogl, S., & Glowka, G. (2024). Chatbots in airport customer service-Exploring use cases and
technology acceptance. Future Internet, 16(5), 175. https://doi.org/10.3390/f116050175

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 20 years

on and 10 years after the Internet-The state of eTourism research. Tourism Management, 29(4), 609-
623. https://doi.org/10.1016/j.tourman.2008.01.005

Cochran, W. G. (1977). Sampling techniques (3" ed.). Wiley.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information
technology. MIS Quarterly, 13(3), 319-340. https://doi.org/10.2307/249008

Florido-Benitez, L., & Martinez, B. del A. (2025). The disruptive use of artificial intelligence (Al) will
considerably enhance the tourism and air transport industries. Electronics, 14(1), 16.
https://doi.org/10.3390/electronics14010016

Garcia-Madurga, M.-A., & Grillo-Méndez, A.-J. (2023). Artificial intelligence in the tourism industry: An
overview of reviews. Administrative Sciences, 13(8), 172. https://doi.org/10.3390/admsci13080172

Ivanov, S., & Webster, C. (2017). Adoption of robots, artificial intelligence and service automation by
travel, tourism and hospitality companies: A cost-benefit analysis. International Scientific
Conference “Contemporary Tourism — Traditions and Innovations”, 19-25.

Kirtil, I. G., & Askun, V. (2021). Artificial intelligence in tourism: A review and bibliometrics research.
Advances in Hospitality and Tourism Research, 9(1), 205-233.
https://doi.org/10.30519/ahtr.801690

Nicolau, J. L. (2025). When ChatGPT designs your trip: How GenAl adds a cognitive layer to smart
tourism. Journal of Smart Tourism, 5(4). https://doi.org/10.1177/27652157251371101

60


https://doi.org/10.1016/j.tourman.2008.01.005
https://doi.org/10.2307/249008

NIANTUIANTINNNGINAMALEIAN (Journal of Business and Society Innovation) Uil 3 adu#l 8 wawnaAu-Genau 2569

Porter, M. E. (1985). Competitive advantage: Creating and sustaining superior performance. Free
Press.

Tong, L., Yan, W., & Manta, O. (2022). Artificial intelligence influences intelligent automation in tourism:
A mediating role of internet of things and environmental, social, and governance investment.
Frontiers in Environmental Science, 10. https://doi.org/10.3389/fenvs.2022.853302

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information
technology: Toward a unified view. MIS Quarterly, 27(3), 425-478.
https://doi.org/10.2307/30036540

61



13815UIANITNN9gINAUATAIAN (Journal of Business and Society Innovation) 171 3 a1fLfl 8 wosnAN-BaMIAN 2569

Anwanuduiussenimiiauiuauniwdin
11JL°UGIﬂ'§\1L‘VIW8Wi’]‘lJﬂ'i
A Study of the Relationship Between Debt and Quality of Life in
Bangkok Metropolitan Area

nuassa Tesuaulue

Kamonwan Yotinuppamai®’

Received: May 17, 2026 Revised: June 16, 2026 Accepted: June 22, 2026

unAnsa

nsfneildngUsrasAiiedsadneizuarszAUNniEuLel sy aulun eI LA BT s AN TN

1% ¥
= ' Ao

209ullAuAaRNINEIR wazAnEIAHENTUSTEndesEA N Avuge TnafiusumndeyadFunuainngusaating

] !
dszangulungamnamiuas AW 400 AW duLLLAUnNeau ] Imﬂlufiﬂmuﬁqn@mﬁ;Eﬁﬁmawﬁaufimu 279 AU 9
gmiﬂuﬂ%’lumﬁmmw’ﬁmﬂiﬁLﬁﬂﬁmﬁumiwﬁau UATAATIEWAR AT ATINTIUUILATN1TIAT I TTAY UL 31s9UNg
1E9 (One-way ANOVA) wan1sdaanudinguaaatinedauluaiidumands ang 21-30 T 91als 15,001-30,000 1 uazdas

¥

NMIRUATY wifeeaz 39.43 HAuATEAAINNTEUll uazAeen1sliigiiniasnstiniAe nan AR LANNAFIUNLLY

¥ ¥
v o & 1 ° o o g

Andaunilsiaseld wazauansnlunisiiseuiiiannduiusedeliiedAtyiuaningy asfieudinisznisiudana

P ¥
= °

Tnemsasianun AR RTessrruiesuLInuaray Wdeatiiananiurassuimsdnnmiedradussuuuazumum
1091AfFlunsatiusyuulausannseuil ieanszAuAnIN I WEIRUAzanANIB B A ugEN AR B ST T lumLe
Tngianz BN AIATITINGITBINTATNLUIUAT

o o @

3
AdnAny: Yszanaulungamnamiuag nidu uazAnN W6

Abstract

This study aimed to examine the characteristics and levels of indebtedness among residents of Bangkok, analyze
the impact of debt on quality of life, and investigate the relationship between debt levels and happiness. Quantitative data
were collected through online questionnaires from 400 residents of Bangkok. Among these respondents, 279 individuals
reported having debt obligations and were included in the analysis of debt-related variables. The data were analyzed using
descriptive statistics and one-way analysis of variance (One-way ANOVA). The findings revealed that the majority of
respondents were female, aged between 21 and 30 years, and had a monthly income ranging from 15,001 to 30,000 Thai
Baht. Approximately 69.75% of the respondents were indebted, with most debts being bank loans of no more than 50,000
Baht. Most respondents were able to repay their debts on time. Although debt contributed to improved financial liquidity,
39.43% of respondents reported experiencing stress related to their debt burden and expressed a need for government
assistance measures. The hypothesis testing results indicated that the debt-to-income ratio and debt repayment capacity
were significantly associated with happiness. These findings suggest that financial burdens directly affect the quality of life

of individuals in both positive and negative ways. The study highlights the importance of systematic debt management and
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the role of government policies in reducing debt burdens to improve quality of life and mitigate mental health risks among
urban residents, particularly in the context of Bangkok'’s high cost of living.

Keywords: Residents of Bangkok, Debt and Quality of Life
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- X oo g e a . . X X
AnmifyumiladaBeululsanelne usdoulnnfajaiunisinaeifscaunil nsenil aAvuaunsnlunig
. X - 4 e e A e 0 an
152l VizeHANTENUNIATEFAAlUNINIIN T TinsAnEANANTus e nd AU LA IWTIR lUSA
ANUANATLATAINNINe A luTR AgadAuouanTn Tnaan L LT UNT0IN NN BATTINANH LN
- . . ¥ dd Yoo I .

WAL gRALAzAIANUANAAINALNEUIRlszinA A luAuAIATEITNNge AdNUNILUNLeILsEaNg
U ¥ =< 1 a lﬂl dl o o 1 v
sUuuUN1341991% waznisdnDuuaIAdu I Nnanuay adaudinancetadenalilszanauly

= . X o v X ' Aa . & A
ngamnNmuAsigluuunsienll nsfufnisenil uazuansznusannInINTIALANE19aINszang Tuun
4 .z

AU Ai NsAnEANANTUS I ndalAuAuA N NEB R e s Tulun e nEuAsA ldiNesdag

asunsNansznurasnszuillusrAuyaaawingy usdsarunsnin llldidudeyatsenaunisiimuaulaung
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ANBTULAIUNITLINIAANIINH N19AILETNATN1ENINNITEY UATNIIRMBIANINTI R0 seaTuly

waaglaasinellss@nsnin

v
AVLM o

niddtluszALaInaauNING Iiiiiud nansenuvesuiidusannnmalini lfauegiuyas il

a R

WeNat1aReg wassIuetAunisfuiuaraniaasyArasanssuiiinueangyatfon tnaaauian

U o

NAAY ANNAANNIIA LATANIHTUAININNITRUAIN TDANHARBAININAR AVINET wazANAanalaly

q

aa % 1 o d!/dl Y a = d’l a dl o a 1
Famldunndnszauniiuiazeluunensdl uanannil nsnukun N Rununsangsldaudoaanaanu

AenunAAN1TEnlEN UAZiNANNIUAIMIIN1TRLLRILTTTTU (AL ATTNIIIUNT, 2564) Tagyian

1
o a

IHdudinsLdmnadnnimienisiuesefilss@ninwiiludadudr Ay idaanlantaniaifatlymniidaulu

3782819 AU N1TANHI A NANTUEIT I IILAUAL AN INTTRRIAITRANTUNTIRAN AT T A UATHR
a a d’ v o Y 1 o
neARIneasiaunsiLfrestsranauacugiuly

nrunnaniuasiduguanatmiaAsegiaresdsuinandAiaresinuarniszan ldanelu

1%
o

aa o o 1 [ o =KX v dl ! a A o o o aa A
mmﬂimmu@g”lmmu@a UTeaN1 U UILNINAIARINININITAANULNA TN HITEALNTANTNTIAYTATDITL

a

wign1rianiaun1eanisdu nraldusundsnane a1seuilduenadnasierivaanuiiuagniaasuegia

4ININAR ANED uazANAne la ludRnraetszaau Aetiu nnsANEIAMNANAUS T U 1R UL
aa =2 = Y ' ° 'Y o aa

ANNTIATe9lszrmulun gamnEIuAsaIiANg Atysian1sinAnNd lakanse eI 19T nilluNR

' ° = 5 o ° = a o XA

pine ) wazanmnsntnantsAnsn lldidudayadsesnaunisnimuaulaunevdannnsnistiznsdnniaviiie

anseALAnNIWIIRvessc Uitz an

a I3

ILszaIAIRINITANEN

1. eAnmANHIzIATssALTBINeutiAuaslseamuluanngaumnamniuag

2.

o—

AEIAINZUHANIENLTBINTULAUABAUAN 7 TRIATUNINTRR 111 F1uF1anTe Anla

£
a s e ]

AILATTNANITNULDINNENIHRUAR Tz ALANgY UTIMszan T

=

3.

4. WaAnE AMNANR LTIz AW LA WIS Raesl sz TR LA NEN WAT

28n19AN®1 (Methodology)
ae o X ao o o R v o o . Jn o aa
N193eeATdUNNIR T TN N‘Jlﬂq‘ﬂﬁ‘x'&ﬂﬂL‘W'ﬂﬂm:f’]ﬂfl’]ll'&NWHﬁ?ZWQWQMu@HﬂM@MﬂWW‘ﬁQf?’]

109tlszamulungaunnuiuag Inalduuuasuanesuladiduasesiie lunaifiususindayassndnadun

'
o a c v

15 fuEIE - 15 BA1AN W.A. 2568 dayanlagniinidinaizdfaaaimdanssniuw liun aoaud feeas

a

ANLRAE memmﬁmmummifm LAZADATIRUNIUAENNTAATIE AN FUFIUNAED (One-way

ANOVA) NaeauitidNAtyneaia 0.05
NANAIDEY
dszansildlunsidy e Ussamunienduuazineiualungamnamiuas a1y 21-60 1 uasdl

2o

918 16ANN19Y1N9U TNNUATUIANGHEIRENINANATNGRTT8s Yamane (1973) Tanuau 400 Au Taaldnis

v

wanngusnadsuuylsdatAuaaiuinaziidu (Non-probability Sampling) #a838n19LaBNWULAT AN

(Convenience Sampling) tnuutiuasunuaaulal Sadunisdennguatetsuunldanduaonuiiiaziily

' o

(Non-probability Sampling) d9ualdngusqednaanaldanisaidudaunuaestszainsianunlu

Q

a a

npamnaiuaslAadnsanysnl Inatanwizilseanguinldarnsadiiededidnnseindusaldazaanmnau
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wuuaeLnINeauRlad Al Han1sRABAtAYRA N luAN NI AR UL INTBIN gUANBENNANEN uAZAYS

Tipanszinsrdalunisdnsdenalldalszansisnnn nanaiudeyanudn nqustatineaIuam 279 A (Fas

A% 69.75) finnseviian uay 121 AU (5a81aY 30.25) Tifnseuiau Inanisinme ’”ﬂg@ﬁqiﬂﬁﬂzﬁuﬁq@ﬂw

Favaim 400 AN zﬁ'f;umﬁm‘ﬁxﬁmﬂ@c-ﬁ”ﬁumiwﬁauﬁqumzﬁuﬁq@ﬂﬂqﬁﬁﬁﬁauﬁmu 279 AY
ngufegeildlun1sfny annsinaIuInesnguf g9 INgAsA ALY B1u

(Yamane,1973) lauunadieg1awiniu 400 au taenisAamngudietgidagldgnsvemils eauid (Taro

Yamane, 1973 : 727 — 728) iail

N
1+N(e)?
ARUALA N = Gummsuamfjmﬁaasmﬁﬁaqmi

g n =

N = u1aUeaUseuIng

e = ANUARIALAABUTDINITHNMBENBaNTULA

v -

Avuald seduanuAaImAdouvesnIsduiieg1eivensulavindy 5% (szauanudeiumiiiv
95%) TneUszmnsludwmiangunnumuasiienysening 21 - 60 U A91uiuvsdu 3,080,441 Ay (Fridnau

UIMsnsneiden, 2568) YWIAYeINAUAIeEIABINS Wiy

N
1+ N(e)?
~ 3,080,441

"= 1+ 3,080,441(0.05)2
3,080,441

"= 1477011025
3,080,441

"= 77021025

n = 399.95

n = 400 seens

o 1

wiuiangudiognsdiua 400 eussludadufissdndosdafoutussnnslunsannumuasionun

wilduruiadegefidnumuvdnaiafszfuanudesiuiesas 95 uazArANuAaAAdeuFesas 5 3

Wisswodmsunsiesgianuduiusseninsuusaelunguinetng egndlsfiony sansiduasthluldiiie

agviouuualiiuanudeyavsznounistmuaulevisludosiu inndnisasudradaunudsernsioun

JRELE

nMsnTIadaUAMNINIATaTia ATy
wuvasuailllunsifeldsumansnasuanumnasvedomuasanuaesndoswedorin

va o

Auimguszasdnisideneudiluldinusivsiudeya anduideldnsivaeuninudeduvesas oaile

(Reliability) lneldadudszdnsuoanivesnseuuin (Cronbach's alpha) 3ndeyailiivsausiuld nanis

WATILANUT LUUARUNLIAAMAIMTIN 71U 6 U 161 Cronbach'’s alpha winiu 0.587
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NSAULUIAA

Mnanunsnininuiouresssmelneistoglussiugs Ussneudumenuwes SCB EIC fiaziion
Innsgviidswadennuansalunisldine anusuamiainisiu wegauamdinvesssrvu §ifedsale
ﬁmanmmé’uﬁuéiwiwﬁﬁaﬁauuﬂﬂaLLaz{]ﬁlf{Tﬁﬁwwﬁﬁu 1dun mszvitausiy wildudensld Yssvuilau
wazANuansolumstisenil fuaunmdinvesszeeulungammamiues wethlugnsadenseuuunin

NTILUALNAADUALNAFIUYDINTANYIATIL

Aulsdasy
Uadeduyana
-LWeA

-81¢

seladunaLfiou

=l
-B1UN

-SYAUNISAN®N

5 AU sa

AN NI

AUsDasY

Uadsn19ag1uniau

-MSENUFUTIY

yildusasele
UsTLANULAY

-ANUAITAIUNNTENTE N

gﬂ‘ﬁ' 1 NTOLUUIARA
fla : ANNIINLNIUIITIUNI TR AN
Henupauls
ADANINEIG WNNETe NM9FuFresyAnasianiIA T iuEIResRuen e ALTUNYIe ¢ MU TN FEUIL
AAT MmnE ANHAIANGY wazN1nsg1ulun1Ianse i IneAseuAquARAIUuTaNe Audnla d1u

[ o ¥

ANMNANAUTNNAIAN LAZANTUAIWIARAN ANNLUIAATRdRdAN1TRUNNaTan (WHOQOL Group, 1995)

v v
a

uananil Aunmaindeazfieunnnuiduegresyanaiafuinnie anla d3au wazdadeniaAsugia 19

dsnasiopnugauaraitiveglngsnaasyana (naiassd nnzUs@ns uay 11innn wndo1il, 2565)
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A - o o v oo a e XL o 3
NNITUNAN MDY NIFTHNAUNNNTRUNYARARRITIT s AULARNINTE R UALLazAan it Neluszazingn
PnmuaANaINnnTuNITszull uaneds AvuamTnaesyAra lunistssuillansseunuuanal Tag

Usziiuannaels nngenil wazAanuFaiaslunisg1seuil (rananannsneuialszmalne, w.1l.1)

NAaN15ANET (Results)

Namswmaﬂum’mﬁ]uﬂnﬁmmﬁ'@ga (Normality Test)

o

nan1smaaauANiulnAvesdayasanalif Kolmogorov-Smimov uaz Shapiro-Wilk aviliizidnAty

<

N9aDA (p < .001) NNnsal Teuanadndayadinisuanuadlsiiiulng (Non-normal distribution) atinglafinnu

= '

AN ATaRderadendadfinnsanszinnklslsuniaies (One-Way ANOVA) lunisnagday

1% '
a o aa o IS

annAgusiely HesrnauAnguAteg 19990189913 UNAUIUIIN 400 AL WATINBIWUNANNNgNE DY

a

wpasnulsdaszdrulugnwudilauangusnatiei uniaswe (HAN df saus 36 T 116 972) Fadlullan

1 |
= 1 A

mqwﬁ%fiﬁmzﬁquﬂmq (Central Limit Theorem) #1933 118 NguFA0E19HTWIA TURINE NTUANLANTD

a

ANRAtAzidngnIsuaniALLULNG wanainil 49R One-Way ANOVA faflRnianiifiAanuunss (Robustness

of ANOVA) sianisaziindennaailessusuaauiulnfizesdays Inaenizlunsaliizuanguaoating

al

FMUIUNIN NANTIATIZHUATNINAGBLANNAF 1L IFReEIAadiadNgnFee WiTele uazlivinliiinaau

4 4 o e Ao Y
AAALAABULTZANT 1 (Type | Error) Wiundnsesuiniviuals

a

Aaszidayaivenadauauuigy

Anwanuduiusseninsdeyaniiduuasaun1niin

nsAnwANNFNTuSTEnIdeyaviduwaraunmiin Iagldn1siasgrainnnuulsusiuniasen
(One Way Analysis of Variance : One Way ANOVA) Anunseiutisdfgnisadan 0.05

v v

aunfgiuded 1 wildu (0.024) Ussinnnildu (0.085) nildusau (0.141) wilduseseld (0.006)

o 1Y

ANUENIOlUN1ITIsER (0.015) TANUANTUSUANNAUIRIUTEYINT AN TUVNUNILAT

Yo

ansafeuduanufgnunmeadalansl

1 [N o

HO: nidu Usetnmuildu ufldusiy vddusesiele auaiunsatunistisend ludanudunusiu

ﬂ’JWlJ?j‘U?JEN“LJ‘i%GU’]ﬂ{LULEUWﬂEG NNUATUAT

v
a =

H1: idu Usennudldy uldusiy wlausesiela anuaunsalun1sinseni Jaudunusnu

ﬂ’JWlJ?j‘U?JEN“LJ‘i%GU’]ﬂ{LULEUWﬂEG NNUATUAT

M5 1 MsnedoUANLAITUSTEN I mMLAUNINAd0ANNAUYRIUTEA NS LUUAN TNV ILAT

ANGY W | F p
ARNFUNUS Yoy | Yiew | Utunans | wn | wandign
fige
ﬁwﬁﬁu U 65 0 19 15 180 279 | 5.108 | 0.024
‘vﬁjﬁu Sovaz 23.30 0 6.81 5.38 64.51 100
Laisl i 13 0 11 15 82 121
uﬁ%u Sovaz 10.74 0 9.09 12.40 67.77 100
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a o [

1NA1519% 1 wan1smeadeuaNuduiussenInnsiniduduseduaiuguvesdszinsluiun

NTUMNUMIUAT MEEdR ANOVA wudndlan Sig v 0.024 Fafigatilddnnisivildu danuduiusiusedu

o o aada o

ANAY pgliTedANERRNTEAU 0.05 AeiuFaUias HO warseusyu H1 n1siiviiau dnadeseAuauay

VoUsEYNTIUUANFUNNUIUAT

A3 2 NINAFBUANUFUNUSTENINUTBANMLRUNTHARDAINFVURIUTEYINTIUUAN TUVNUNTLAT

ARNUFUNUS AUGY Eett F p
ﬁaﬁl Uag Y AN an
ﬁqﬂ nang ﬁqm
AswA1s | d1uau 33 0 8 5 70 116 | 2.062 | 0.085
Sovaz | 2845 0 6.90 4.31 60.3¢ | 100
Ung U 20 0 7 7 69 103
Uselan | 1ashe Sovay | 19.42 0 6.79 6.79 67.00 | 100
wil Fuide U 7 0 3 2 24 36
dmyera | Seway | 19.44 0 8.33 556 | 66.67 | 100
Bugi MU 5 0 1 1 17 24
Soway | 20.83 0 4.17 4.17 70.83 | 100

A7 2 wanaeauANLdNTUSsEMI TNt Audussuaug resUszrnsluis
NIUNNUNIUAT Aeaid ANOVA wudndlen Sig vy 0.085 ?jqﬁqw‘lﬁfhﬂﬁxLﬂwuﬂfﬁuiﬂﬁﬂaﬁué’uﬁuﬁﬁ’u
sefuATIgY Satuiaufias H1 uazsoufu HO UssinvmdAulalldfnasosefuauauvesUszeinslun
NFUNNUMUAT

A1599 3 MIVPADUANNANTUSTENI1aNTAUTINNINAROANNAYYRIUTEIINT LUUAN FUVNUMIUAT

AANTUNUS AUEY 59 F p
oy og Uy 1N N
ign nang fign
N 50,000 | S 26 0 7 6 65 104 | 1.739 | 0.141
Fouaz 25 0 6.73 5.77 62.50 | 100
50,001 - MUY 9 0 2 3 21 35
wildu | 100,000 Yovay | 2571 0 571 | 858 60 | 100
9| 100,001- 1 13 0 1 0 29 43
150,000 Soway | 30.23 0 2.33 0 67.44 | 100
11NN 91U 17 0 9 6 65 97
150,000 Sowar | 17.53 0 9.27 619 | 67.01 | 100

2
o [

31NA15199 3 wan1InadeuANduTUS SEnI i dusiuduseduaugvreaUszynslulen
NIUNNUMIUAT FEadA ANOVA wudndlan Sig Wi 0.141 FegaladnUszianuilFulddanuduiusiv

sEAuANgY deluisuias H1 uaggousu HO wildunuldlddinaseszduainuguuesuszvinsluian

NIUNNUATUAT
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M3 4 NsnedeuANudITuSIEnImlduseelaniinasienuguvesUsyrnslunnmnamuag

v

ARUFUNUS AUGY Eett F p
g iy Uy 1N N
ﬁqm nang ﬁqm
G?Wﬂ’jﬁ 10% U 21 0 7 2 30 60 3.697 | 0.006
Sovaz 35 0 11.67 3.33 50 100
‘1’15ﬁu 10%-30% U 22 0 5 7 79 113
k) Sovay 19.47 0 4.43 6.19 69.91 100
518l 31%-50% U 13 0 2 3 38 56
Joway | 23.21 0 357 5.36 67.86 | 100
17NN U 9 0 5 3 33 50
50% Sovay 18 0 10 6 66 100
PNA197 4 HansTadeUANNENTEsT Il dusese e £AUAINAVURIUTEYINTLULYA

NFUMNNMIUAT EadA ANOVA wudndlan Sig winriu 0.006 Fafiganledm

ypasrelatanudunusiuseau

ANAY A udaUias HO wazeausy H1 wildusesieldinaseszduadiugvrasuszeinsluiun

NIUNNUAIUAT

A5 5 NMINAFRUANFUNUTIENINANNEIITalun1TTIsEilNdnadeauavue s seIng e

NIUNNUNIUAT
ARUFUNUS AUFY Eett F p
g oy Uy 1N N
ﬁqﬂ nang ﬁqm
d138ATU U 50 0 17 13 149 229 | 3.120 | 0.015
Joway | 21.83 0 7.42 568 | 6507 | 100
mwEn | gasestus | Sy 6 0 2 1 13 22
wsaly Souay 21.27 0 9.09 4.55 59.09 100
M3 | veeditise | Shuu 7 0 0 1 18 26
13l | g fosay | 2692 0 385 | 69.23 | 100
VINEITITE U 2 0 0 0 0 2
UINANBNIA Sovag 100 0 0 0 0 100
NP9 5 HanIAdeUANLERTUS S A ANt luN TS UsEUAT IR

Usgnsluluansaymumuns meadia ANOVA wudndlen Sig winiu 0.015 Jsfigatildinanuanunsalunis

Frsynifianuduiusiuseauauay AuiuIsias HO waseausu H1 Anuaiunsatumsdissniiinase

53ﬁ‘Uﬂ??ﬂﬁ%%@ﬂﬂi%%?ﬂﬂulfﬂﬁm?ﬁLVIWQJWTLJF"Iﬁ

anufguil 2 Meldfianuduiusivanufiswelatvanmanuduegvesuesulegiuvesuszyins

sL“l.JLflJ(;‘]ﬁqu NNURTUAT

ansafeuduanufigiunisadnl

Py

&
AP
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YA ° a I v v sw = 1Y) <, '
HO: Sﬂablmmamau mu’mqﬂﬂawaqhmmgua VLllﬁJﬂ'J']llﬂlquﬁﬂUWQWNWQWBSL"ﬂﬂ‘Uﬁﬂ']‘Wﬂ?qllL‘L]ua%

vasnuedlutagiuvesusznnshuwnniannamiuas

H1: eldsieiion Snuyaratiegluanugua Ianuduiusivanuianelatuan nanuiuegves

sutedlulagiuvesdseansluwansaunnumuns

M13797 6 NsnadeuANFNIUSIEnINglddeRuniinaseauianeladuaninaudueg vesnuiedy

Uagduvesdsznnslulunniaunnumiuns

AAMNTUNUS ANl W | F p
o o Uy 1N T
fign nang fign
founan WU 2 2 22 36 12 74 | 1.870 | 0.134
15,000 Sovay 2.70 2.70 29.73 48.65 16.22 100
15,001 - I 4 3 45 93 40 185
5la 30,000 Sovay 2.16 1.62 24.32 50.27 21.63 100
Ao | 30001 - | $wwau q 2 33 a8 21 108
o 50,000 Sovay 3.70 1.85 30.56 44.45 19.44 100
11NN U 2 1 13 12 5 33
50,000 Sovay 6.07 3.03 39.39 36.36 15.15 100

1INATN 6 NANISNAFBUANUTUNUSTENI18lAsatfauiusEAuAUNInalafuanInAI1y

JuegrewmuwetluiagiuresUssrnsluwansaunnumuns seadd ANOVA wuindian Sig winiu 0.134 34

figuildhegldnadeuluiinnuduiusiuanufisweladuanimanuduegvewedlutlagiu duiuisfias

H1 wazeausu HO seldnaweulildfinasoszauanuianeladuaninanudueguesnuiesludagiuves

Uiz%’]ﬂﬂUL‘UWﬂjx‘]LV}WM%WUF’ﬁ

31971 7 ManedeuanNduiuSse i vuyanafieglunuguaiinasenufianelativaniwanuduet

vawnuedtutagiuveslsennsluunngamnumuns

=
AUNInwala

ARNUFUNUS 394 F p
Yoy Yioy Uy 1N N
ﬁqﬂ nag ﬁqm
Taidl U 4 6 38 78 24 150 | 0.839 | 0.473
U Jowar | 267 4 25.33 52 16 100
yeaa | 1-2au | 97U 4 0 43 67 35 149
flogly Sovaz | 2.68 0 2886 | 44.97 | 2349 | 100
AN 3-dau | 91uu 3 2 19 37 13 74
qua Sovay | 4.05 2.70 25.68 50 1757 | 100
1NN 4 | U 1 0 13 7 6 27
AU Sowaz | 3.70 0 4815 | 2593 | 2222 | 100
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9nMNT9T 7 HansmageuaNudiussEninedunyanatiegluauguaiuszduaufianelaiy
anmanuduegvesnuedlulagiuresussnnslunngimmamiuns dealdf ANOVA wuindia Sig winiu
0.473 Fafiguilldhmeldteeuldfanuduiuiiuaufielatuanmanuduegvesmuadutiagtu fdu
F9Ufias H1 uagsaniu HO Snnuyanaioglurugualilitinadessiuanufisnslasvanimanuiduegves
sutedlulagtuvesszansluuansunnumuns

aunfguil 3 Yeyadruyanaiinnuduiusiununn@iavesussanslulvansanmusuasannsn
Aeuduaunfgiumaadalaed

HO: @18 wiel seun1sAne aaunwausa 918w lilianuduiusivauddasen1mnianisiuees
Usenslulumn amumiuns

H1: 918 wie SgAUNsAn® anunmausa a1 danuduiusivauddasenmmninisiiuves
UsensLulumn JmMEILAS

A157197 8 N1SNAABUANUFUNUSTEnIvog T dnananuddasen1nnian1Tduresusevnslulen

ﬂEQLWWQJMWUﬂi
AruFuRUS AUADATLNNUNIINTRY Eiett F p
tes | ey | Uu 11N 1N
ﬁqﬂ nang ﬁqﬂ
21-30 1 U 3 10 79 24 23 139 | 2.075 | 0.103
Soway | 216 | 7.20 | 5683 | 17.26 | 1655 | 100
31-40 I 0 4 42 9 7 62
91g Sovag 0 6.45 | 67.74 | 1452 | 11.29 | 100
41 -50 ¢ I 5 7 48 18 9 87
Soway | 575 | 805 | 5517 | 2069 | 10.34 | 100
51-60 1 U 5 6 76 20 5 112
Sowar | 446 | 536 | 6786 | 17.86 4.46 100

9151971 8 nanINAABUANNETUSSEMIse Y TUTEAUANTBasTAIMIeNsRuvessErngly
WANTUNNUNIUAT Fadi ANOVA wudndian Sig iy 0.103 Fafigaladnenglddanuduiusivaiud
BATLNINNIINTEU é’dﬂfﬁdﬂﬁmﬁ H1 uwazgausu HO e1glulddnaseseiuaiuiidasen1nn1an1sdunes
Usenslulumn mEmuns

A15199 9 NNSNAFBUAMUAUNUS TENINNAN TNAR BAINNL D ATTNINN19N15. 3 UVBIUTEI NS LULUA

NIUNNUATUAT
AANTNNS AUADATENNUNIINTRY et F p
fYowiign | s | Urunane | wn | anndiga
%18 U 6 12 106 24 14 162 | 3.114 | 0.078
LA Sovay 3.70 7.41 6543 | 14.81 8.65 100
VTN 11U 7 15 139 47 30 238
Sovay 2.94 6.30 5840 | 19.75 | 1261 100

71




13815UIANITNN9gINAUATAIAN (Journal of Business and Society Innovation) 171 3 a1fLfl 8 wosnAN-BaMIAN 2569

NANTNT 9 HANSNARABUANNAURUSTENINUNANUTEAUANULDATENNNIeN1TRUVRIUSEIINT LU

WANTIVNUMIUAT Fealii ANOVA wudndlan Sig windu 0.078 Fefigauladnmelifiauduiusivaud

fasznImnan1stu Auiufias H1 waseausu HO walilalinasiossAunnuddasen1mniinisduees

Usenslulumnsauvmumiuns
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Abstract
This research aimed to: (1) compare consumers’ opinions regarding marketing mix factors in selecting Isan
restaurants based on personal characteristics, and (2) compare consumers’ opinions regarding marketing mix factors
based on consumer behavior. The study employed a quantitative survey research design. The sample consisted of 400
consumers who had used Isan restaurant services in Chai Mongkhon Subdistrict, Mueang Nakhon Ratchasima District,
Nakhon Ratchasima Province. Data were collected using a structured questionnaire and analyzed using descriptive

statistics, including frequency, percentage, mean, and standard deviation, as well as inferential statistics, namely the
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independent samples t-test and one-way analysis of variance (ANOVA). The results revealed that consumers rated the
overall importance of marketing mix factors at a high level (Mean = 4.14, S.D. = 0.59). Among the seven dimensions of
the marketing mix, price received the highest mean score (Mean = 4.45, S.D. = 0.52), followed by product, people, place,
and physical evidence. The hypothesis testing results indicated that personal factors, including age, occupation, and
monthly income, significantly influenced consumers’ opinions toward marketing mix factors at the .05 significance level.
In contrast, gender showed limited differences across marketing mix dimensions. Furthermore, consumer behavioral
factors, including frequency of restaurant visits, service period, dining patterns, and expenditure per visit, did not
significantly affect opinions regarding marketing mix factors. The findings suggest that Isan restaurant entrepreneurs
should prioritize pricing strategies that reflect consumers’ purchasing power while maintaining food quality and service
standards. In addition, marketing strategies should be tailored to different age groups, occupations, and income levels

in order to enhance customer satisfaction, loyalty, and long-term business competitiveness.

Keywords: Consumer behavior, Personal factors, Marketing mix factors, Service, Isan restaurants, Nakhon Ratchasima
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#3U (Conclusion)
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Abstract

This qualitative research aims to: 1) examine the definition of Halal and production based on Islamic principles; 2)
analyze the current landscape of the global Halal market; and 3) propose marketing strategies for entrepreneurs. The
study was conducted through document research, synthesizing primary data from the Quran and Sunnah, alongside
secondary data from relevant academic journals and online media.

The findings reveal that: 1) the definitions of Halal and production processes, particularly those emphasizing the
standard of "At-Tayyibat" (wholesomeness and quality), serve as the cornerstone for establishing business governance
and building international Halal brand equity. 2) The global Halal economy is experiencing exponential growth, supported

by a consumer base of nearly two billion Muslims, which has expanded into comprehensive service ecosystems and
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digital innovations. 3) Marketing strategies for entrepreneurs that integrate the marketing mix (4Ps) with frameworks of
ethics and transparency serve as vital instruments for differentiation and seizing opportunities in new market spaces
(Blue Ocean), thereby fostering sustainable competitive advantages in the global economy.

Keywords: Halal economy, Marketing strategy, Entrepreneurs, At-Tayyibat.
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Abstract
This research aimed to: 1) assess the level of consultative selling skills among employees of the Government
Savings Bank, Region 8, Chiang Mai Province; 2) examine the relationship between digital tool competency, Key
Performance Indicator (KPI) pressure, and consultative selling skills; 3) investigate the problems and obstacles regarding
the use of digital tools to support sales under KPI pressure; and 4) formulate guidelines for developing personnel skills
and the bancassurance sales process in alignment with good governance principles and the bank's image as a social

bank. A mixed-methods research design was employed. The quantitative sample consisted of 197 employees directly

n@nudaudiniveds nguivinisinnns augumsgsia, wninerdevenisiive
!Graduate students in Management, Faculty of Business Administration, University of Thai Chamber of Commerce.
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responsible for insurance sales across 39 branches. The research instrument was a questionnaire that passed content
validity testing and met standard reliability criteria. Qualitative data were collected through in-depth interviews with
three branch-level executives.

The results revealed that the employees' overall consultative selling skills were at a high level. Digital tool
competency demonstrated a strong positive correlation with consultative selling skills, whereas KPI pressure showed a
weak positive correlation. Multiple regression analysis indicated that digital tool competency was a significant positive
predictor of consultative selling skills (p < .001), while KPI pressure had no independent predictive power. Furthermore,
gender and average monthly income had a statistically significant effect on selling skills. Qualitative findings confirmed
that fragmented digital systems, insufficient devices, and volume-oriented KPI pressure tended to distort selling
behaviors from quality consultation toward hard selling. Based on these findings, a policy recommendation is that the
bank should develop an integrated digital system alongside designing performance evaluation criteria that strike a
balance between commercial goals and service quality, in order to enhance selling skills and sustainably uphold the
bank's image as a social bank.

Keywords: Consultative Selling Skills, Digital Tools, Key Performance Indicator Pressure, Government Savings Bank,
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Method USINOHAANSAINATTIN 4 hag #1519 5

M19199 4 aUNaNITIATIEINSIAnRENTANM

R R2 Adjusted R? S.E. of Estimate F p

.61 37 37 0.36 57.60 < .001%**

A15197 5 ANduUsEANSNSanneswazanANadaU

fruys B SE. Bt P Tolerance  VIF
Al 134 030 - 448 <.001 - -
ANUEINITORIYID 0.64 0.06 .61 1021 <.001* .92 1.09
LLsaﬂmé’umnﬁsuﬁ%i’mmamsﬁﬁﬁ’éﬁm (KP) 001 006 .01 019 .85 92 1.09

NATIN 4 WAz A5 5 wud Tueanisannesnvaiiauminzauiudeya lagen Rz = 37

' Y

NUNBANI MUUTAUE WA uENNsaedUIEANLUSUTINTRINYEN1svswuU AU nulasouay 37

o w

uazlumadtedAyveads (F = 57.60, p < .001)

WeRasafmuusihuiesed wuin anuaunsalunsidasediondsia (B = 61, t = 10.21, p <

.001) vusnensainddeddunieadfas wazio1waneinsainuwen1sv1eluieniauin na1ife vl

v Y

o 1 o

ANENTAAURITANLATUY 1 e nwensviswuuliAUTawasiindu 0.64 niie Tuvgiiaasiaus

' v
P ]

Al dauusananuanaeiiiananisujiRa (kP (B = .01, t = 0.19, p = .85) lufidedAynisadd visll

v
B2 v ad o

{38V 18nuNanITLUaANNNgeE195ElinTe T ulusnaduanAv il innansufuReu (KPI) aud

ANFURUSITIUINlUSTAUAAUT N BEN 1598l UTUADUTDINTUATISRANEURUS (r = .19, p < .01) uaiieth
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aa o 1% 1Y '

AUsdaunsanneenyAMLa N TAIUANAILUIAINATOATUAT A nUNUIMSSnARuRNGYY
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A MinwenisvrekuuliaUsnwn = 1.34 + 0.64(A1NENITALUNS AT elaRavia) + 0.01(159NARUINAYT

£
o a wa

Fianan1sufuRu (KP)

aa v A

Ingunlsniunumdnylunsneinsallann anuausalunisidaiediondvaioswaifel Jweu

@

nqUszasdmsideded 1.2.2 91 anuannsalumsliiedosdiefdviadeuduiusuazisiunaneinsaliinug
nsmeuuulidUinwlusedugeenadidoddameadn Tuvnefussnaduandvid ananisufifou (<) 4
anuduiusuinuemsviglusedud waghifdunamensaidassilomuauiuysadvaud wafananiagy
1 avufgud 6 T8sunmsatuayuidludannuduiusuasidesuanensal diuauufigiui 7 165unns
atfuayuamzlugmnuduiug ¢ = .19, p < .01) wilidldsunisadvayulugnanensaldass (p = .85)
AnzvidayaliennnInalg Thematic Analysis ka2n1589LATIZIAEY Fishbone Diagram

Tumsiisesideyadsnanm §33elaldiBnsdunsesiteyannnsdunvalidsdn weseydeded
\Rendesturesionmeinuemsmeuuulisuinm Tasthdeyaildndamnauazuanimalusuuuuunugs
fi1aUan (Fishbone Diagram) avipussmasvasiuimsans i 3 au duuandluzuil 1

(]
JEME

Aarasaaruaiunglusrin —— Help Desk #UFLDIH
nasuIunmTIagnauga

gunsalldifzanedes
wiinuslod @i Hard Sale

l Foyanfannalalswlusuudo ] [ KPI g3 inmanndmmnn ] (L3unemynans ve sounenergd |

susudinaInndmiei fian1y Reatime fmilarings gnfsefsuindaluaddion

daviwines

> MsVIBULY

TWid3nw

Measurement
n150He KB

g7 1 wnfifiean

Tngnanisiagidaindrifumsieudsauam (Qualitative Interpretation) dstlifuinditade
AetosiutesimmainuenmsmeuuulimuIawlu 6 dw léun

A1uyAaINg (Man) kan1sdunsizideyaasvieuliiuimminmnuuidnddidedidnduineenis
euvuliduinw esnlalldsunsiininwensueuuuliduinu dwmalivanusivlalunsiiaue
kAt uonaniussnadunisialannenuinadeauiiuaduondnmavheeslalldmut

AuASNTUGURNIL (Method) nan1sduasizideyaasvieuliiiuiinszuiunsveludagiulasu
Svdwanndmnesensuarsrsrnansianun dwaldminausadunstanisuelussezdunnnn

o [

nsasAuduiusiugnATtussare
v | = . o v v DT Y A A aawv oy i
duasasliauazmalulad (Machine) Han1sdaasievideyaasieuliiuinisidiniosdioddviadall
Wudszansnm dwaliliaunsaihdoyaunliiinszigndiwazaivayunszuiunismeiuuliauinele
1 I3 a a
DYNLAUUIZANDTA N
audaya/dan (Material) nanisdunszideyaaziouliiuiideyanindusivaslusdaslald
segluszuuiied ilindnnudesndeyanuats unas ilindnauuisduneaudulalunisesuy

ReoulvuazanudssvamdndueilvignAdlaegneasuiiu
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Fun1siana (Measurement) nansdanseideyaazsiouliiiuinnisimun Kl Afunadnsids
Uunandundn dwalinidnouduwliuguiunistanisveninniinislisusnwegnseusiu saudnis
AamusenvsuuuSsalniiuszuUARTa Ndusinasuiandnaulaense ud KPI 9zgrendndunanis
ANTUNUYIBIANT Wi INYLduRaansBUTIanAulY endwalinineugadunisdanisuieuinnid
NsAUINEILNgNA1DE19UTIAT

AUENKINADN (Mother Nature) nansduaszideyadzyiouliiAuiinnuuandswesuiun
Qﬂﬁ"]iwdmwﬂu@uénawqﬁﬁ]LLazmﬁuﬂuﬁuﬁiauuaﬂdﬁNasiaﬁﬂﬂmwlumw‘hLﬂ'mmaﬁt,mmhaﬁ'u ey

anmuandenarvindgnardnuruinntudaluasediu ilindnaulddnaniissmedmiunsesuiunsli

AUsnunAsU I

anUs1ema (Discussion)
msfnwnsUssfiussauinusnisveUssfusuuliruineleefiansanannsiieaiediondvauas
usanaduINd it Tanan1sUfTRL (KP) melusumsesudu nia 8 fwindedusl ansnsnofunenaniu
fnquszasdniTelasd
1. szAuTinezn1svIeUsEiunuuliaUinen
Gz’J"aﬁuwuﬁfiwwﬁ’mwﬁﬁzé’uﬁﬂmmisuwLLUU‘Lﬁ'ﬁWU’?ﬂmImEJﬂ']Wi’masﬂuizé’UQﬂ A0nARDINU
NUITVRY ANTAl ASINYS (2565) ﬁLaua’iwwﬂ’ﬂmuﬁmmiaauﬁuﬁmiﬂ%’uﬁamﬂﬁiﬁuwmLﬂuﬁﬁﬂm

o

nan1siiuliioananfivesgndn wazaonadasty usaddnd unily (2566) Ausuinnmdnwaivesniaud
Uinwiiasslanagsuimnsifiedsay (Social Banking) finadsuinsonnussladonaninsinianisdu ogrdlsh
13 HaMTRdoUaNNAgLTinUI TR uwen g sE U svsuuU R I nwgand e g e el
HedAneais enaesurlanisuuifn Service-based Selling wagAuaaInni1ge1sual (Emotional
Intelligence) Tnrmgeuininuldunanainuensisegreidlauazauenlsld (Empathy) Ses1dusionns
afunuilingds aenadesiudeyamadninmsves anzdninet guiasnsaluvinerds (2567) iszyinme
visilinugseninayanagandt Inslamzanuaseviinglusisuaivesdunaznisietlawuldlas dady
osfUsznaundnitiednaiuussavinmlumsnouuuliduinw el niseAumedinarudunisedune
winliu@sadanglausunvengudiegne Tlunsasuinunsiu (Stereotyping) AINANNNTOTERIILNATLYN
anunsel
2. BuBwavesANEINTIINSRRTaNAZULIINAR U NG TY Sanan1sUR TR (KPI) fifiderneznisuns
wuulviddsnm
namsifeiusuitanuansalunsliieeadeddvaifutedonensalidsuiniifianinageanse
Wnweznsvswuulimusnwm (B = .61) aenndesiunguinseeniumalulad (TAM) ¥e4 Davis (1989) uaz
WATeves aunuwy fuana uazlaien 1seda (2568) inuinaussaussuAdviadmaduinseyssansam
mMaUfuie WeRinsarludssiuresussnasunndedd Sananisufoieu (kP) ufuanisiinseving
mmmaa@mﬁmm%%ﬁqLmﬂmé’umné’%ﬁ%ﬁ’maﬂ'ﬁﬂﬁﬁamu (kPN laifi8ngwanensainvaifegruludase
\lemuauiuUsaImEnsanidands uideyadenunimainnisdunivaiviasesuieuunidsdnin
arwduiusisunnlussiumludunouanduiusdu ulslifonalnnsufudsungnssulussduufoting

nandfe WedeunByiuusnefuanmsiamugenrsuuuisealndagliinueinygwiuusunm wiinaud
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wwildunazdadeunginssumsnelugnsdadeanindne (Hard Sale) luanunsaliisediu Jaaenndes

a

AuauAteves Wusnsal yaida (2565) inuinmsineusanusiiussuuRivaaisnnueioaasan uas 59
030 uifoums uay gmfing MWannugaed (2567) ftinanunaduandmaneddvinadonninssunis
UuRnue uanNi nanFIdedsaenndasiunguesaina-nandu (Yerkes-Dodson, 1908) Tiausinau
ﬂﬂﬁ’uﬁquﬁuqmmmxau zdanalviuszdnsandenanin (Msliauine) anas i osnnauitedu
n3AnIEEITIINUUNIARAIY NseAUTed Tudunisesuieanuduiusuaruunlduiiaonadaafiu
wnnansasuanudumeduna (Causal Effect) ognsauysal
3. Uy guassn uazdalauanuiteszuy

HAN1TIATIATIRUA NI UNIN9UAT (Fishbone Analysis) Wuin Yoy mdnAeseuuidviai
nszdnnszeuargUnsniitlifivswe Geesuneldtinuuu@n Strategic Information Management a4 Galliers

& Leidner (2014) 1nsihwalulaguilgaziinnneanuliaennsosdenagns (Strategic Misalignment) %10

v
o

Tnssadaiugiulandon wasdadda (k) luagvioudmaneszoren majlasenumedaudsiuwuamienis
fnmnuduiugsreren 39 oignus werugan Lay 253 VILiuAaes (2567) seyivinwensveuuli
AMusnwdunsifiudnenmanuiausungesinausensyeyseiu uaznsfinnugndmnseseig
windeniu Aesalandnlumsifineenueissdudmiutoms Bancassurance sty dorausuuslisuinng
WAIUNTLUUATTIALUUYTNINTUAEANTAS19UIL " DIUIYN15IanIe" FedenndosiuiulAn Customer
Relationship Management (CRM) ita3osileddviafifluszavamazvrsliminauannsafamudoyauay
sonuuunslrmUInwldnsanuanudeans iennudduresssiauasinunnmdnuaivessunmsiiiodeny
dareuauuzdmiunisimansideluly

1. funsianuasUulessuuAiia sumsmsiannssuuAdauuuysanmsiiteldeslestoya
anfn wansduel wazUsyianislviuinislilussuusien

2. frumsRauinysLagn1sineusy sUIANIIIAITEBNLUUTTUUNIAILYINYE A 5Y Ty
1Sy Fedudausnanid ey mewavdngnsiineusy Digital Consultative Selling og19raLilaq
uananimsfinrsanadiwiums “geuigmaanz” dsdauifioguanarliduinmudgndiuay

Y

winauluiiy

v
v ad v a wva

3. AUNIINUNIULATIATRAE N NN N AvEY Tanan1sU UYL (KPI) Arseentuu KPI Tdadu
aunasenitadmunedueenvskarAMAINNSIUINSanAT waraan1seRudmanendnduaiuseiu
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4. gun1sivuauleung sUIA1TAITRITUININUALIASINALTIOULAIY Digital Consultative
Selling Wiuduvisvasunuiinuyaaing W%’auﬁmumﬁh%ﬁ’mﬁazﬁauﬁgwaé’wémaqsﬁaLLaxﬂmmwm{lﬁ
MU LileamuaugaszriadmnedandvduaznsiunsomaUsslovivogniluszezen
fosriavasmsiseuaznsiseasedaly

1. spuaiiufisfinnsouaquenizsuIAseoNay n1a 8 wadwindedlu vlinsiwaluées
TusgduUszimadioanszyidheeusgiinge Juarenaiideddnlunsdrdamaludaaniumsiulssnndu

2. msfavinuzendunisuszidiunules (Self-Assessment) d9o1alafudvinanaududedunis

AOULUUABUATY (Social Desirability Bias) dwalidneufiuwiliuussidiunuiesginiinnnuiuaie nande
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ANNEUYRITRYA

3. doyanamngniiusununnuasteyaferlutiiaifetu Seenaldsudninaain Common
Method Bias Fadudedrinfimsiansanlunsiinrumaniside

4. mafunwaldsnunmdiiunistuiuimsseduannsiuou 3 au wihdeyassinuusdidou
wazlsinudsziiulviiiands (Data Redundancy) winanisAnudsasagyiounumoaamzvasnguliioya
AINE7
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L )
UNang
nsAnwiiiiinguszasdiiednwtadenissensumaluladviusuduinisidwmadonisdndulaamuvedusenouns
Fuemistuaniavmuiuasuavsuana IneUssendlinguiniseensumalulad (TAM) sauiuesAusenauaudnsnanis
o = ° = Y a1 ¢ a Y Y o [T
fnnuazRoulrdsanuazainannguf UTAUT lnelviruadsevusuduinisidududsdunans nquiietsedusznaunis
N v oa 9 a0 v a v L A ° v ' o A v aa
WIaguIMsseAvgenigwadadulaamuresiuemsluiuifinw d1uau 400 118 (1 usie 1 918) Aaldenmieisianganiu
wakidaiualamauuszianin fiufeyadisuuuasunuesuladuazaiaaun Tinsieidieanduius n1soanesnnaa
wuududiduiu uaznageudninansdensiay Sobel test 33U bootstrapping KansAnwINUIT (1) Msfuiuszleviuazns
suianudrglunisldnuidvinadauinderiauad (B = 0.474 uay 0.266, p < .001) (2) viruaRiidvSnaiaunsdenisindule
AU (B = 0.312, p < .001) wazidududsAunarsunsdiuvisaoaduns (3) dnswanederuuazieulvdruieanuagaani
dvswanmsadanindenisdndulaaau uag (4) m3suivsrleviiitninaganinssuinnudglumsldnuedrsdideddy 6
wUsiimueesuieanuLUsusiwresnsdndulaamuldsesas 50.7 nan1sAnwasiieudnenmidsuloviglunisdenleanisii
Vusuduinsuldiudmangnsiannididu neianie SDG 8 9 uay 12 wirglildindmainnudBulaenss snAdelidaedu
Wingesinanuimuniseensumaluladlussdvesdnsesgsnaiuemsing wandulselevisedusynounsuazdimun
weuglunmsduasunisivdsuriundidiaveseadudlne

o o

AdAgy: n1sgeusunalulad Yueudusns nsdadulaamu nsiawegediduy guseneunsuemng

Abstract

This study examines the factors influencing technology acceptance of service robots affecting investment
decisions among restaurant entrepreneurs in the Bangkok Metropolitan Area and its vicinity. The research applies the
Technology Acceptance Model (TAM) together with social influence and facilitating conditions from the Unified Theory
of Acceptance and Use of Technology (UTAUT), with attitude as a mediating variable. Data were collected from 400
restaurant entrepreneurs or senior managers with investment-decision authority (one respondent per restaurant),
selected through purposive sampling based on pre-specified inclusion criteria and quotas by restaurant type, using online
and field-administered questionnaires. Data were analyzed using correlation analysis, hierarchical multiple regression,

and tests of indirect effects using the Sobel test and bootstrapping. The findings show that (1) perceived usefulness and
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perceived ease of use positively influence attitude (B = 0.474 and 0.266, respectively, p < .001); (2) attitude positively
influences investment decisions (B = 0.312, p < .001) and partially mediates both pathways; (3) social influence and
facilitating conditions directly and positively influence investment decisions; and (4) perceived usefulness has a
significantly stronger influence on investment decisions than perceived ease of use. All predictors jointly explained 50.7%
of the variance in investment decisions. The findings point to the policy-relevant potential of linking service-robot
adoption to the Sustainable Development Goals (SDGs), particularly SDG 8, 9, and 12, although sustainability indicators
were not directly measured. This research helps fill a knowledge gap regarding technology acceptance at the
organizational level in the Thai food-service industry and offers practical guidance for entrepreneurs and policymakers
promoting digital transformation among Thai SMEs.

Keywords: Technology Acceptance, Service Robots, Investment Decision, Sustainable Development, Restaurant

Entrepreneurs

unmin

gnamnssuekaziedssiudunisluniagshefifinnmddydeiasugialne nsludiuvesssna
$ruermsnuinilyadinaingedis 4.8 uauduum dadugudnarmdnlunistuiedounisuilaauaznis
vieuflvesszina (quéisendnsive, 2566) aendlsiny gsfaduemsidundymnuimienaieusznns
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win Tngliaruddyiulssduduguountes audasnds uarguuuunsuimslussuudsludfuniu
(World Economic Forum, 2022)
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Fauduusziud AgvaInisunsseuin (Zhong et al, 2020) 1Mu3dBve3 Kao and Huang (2023) wuingnéndl

2

o v | 3 o

Susupdunusniinanniurueuduinisivnliusuiiviusuiidvssleviwasiviaunfidauindenisidauunn

U U q
v

T Insamgluuiuni e mnsuuuinsULuuInnIwuUIinuinis
nsdndulaamulumalladvusuduinisvesiuszneunsiuemadunssuiunsidudounas
Aertesiunanedade uenmeanduyuuaznansuununansiiunds Jadeduinuaiuaznseouiu
walulagvesdnduladaiunumddsy (Venkatesh et al., 2003) IﬂEJLQW’]Sﬁﬂﬁ%JUQ’UiSﬂE]UmiLE]ﬁLEﬁmaﬁﬁ
n¥nensiiauazanudsslunisamuas nquijnisvensumalulad (Technology Acceptance Model -
TAM) erinnlag Davis (1989) auieimssensumaluladvesyanaldiudvinandnanmsiuiieUsslon

wazssuiiennudelunisléeu Sdmaderiaunfuaziiluganudslaldnuluign (Marangunic & Granie,
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2015) Tuvunvosiusuduinisluiuems nmssuivszleviorasuiansandunulsanuiaznisi
amnudlunsliuins sasfimssuiamudhelunslénuenmuienudsuhelumsdeuag i

Tunsysannisnseuuwain snddeiidenlfianzesdussnousudrinamediny waedoulusuy
ANNALAINIINNGWE UTAUT (Venkatesh et al., 2003) unusenauriu TAM Tnglildunesdusznausiuaiy

Aarnan1suiRnu uaganumanimnuneteuuililusuudiess Wewinawdussneunsaesdiilonii

o

Wudeuiunisiuiussleviuasmssuianudglunisldaures TAM Aeutieunn nsiasuesAusznauaiu
Svswavnadsauuaziioulediuienuaznin duduilidedeiond TAM dudulaildasevaqu Feael
wuuTnaesasUNEdNENaveENMIIRdRNNNEIRNkATAUNToNA U SHENSan1sAndulaamulaAsUaIY
Batulaglisidoutufuusi TAM Snegud il nistinaluladidviauasssuudaluiffuldlugsiousnisds

wInFauUssANAUANMUTUAAYEUVEIBIANT UTTEYOY Wirtz et al. (2023) Fliiuingsiauinisiith

~ = U a

wialuladfdviawazdyaussivgunlddesidsdenusuinvouiuidviavesesing iwnuasesssy A

dawi uwavanudusssulumsinnisdeyagndn Fadulsanuiifusenaunsiiuemsnisiiansanniugiu

nsumuguiuInsuld uenainiifaiiguassasiunisiuiainudes Menunisiiu MsufiRen wasieides

a

(Zhong et al., 2020) wazauITevas Thaker (2021) Flirudannuimeuasloniaver ueudu3nisi
JuindaumedygiussAvglugnainnssunisuinig lneiugianudAgyesusunmsdenunas Jausssuly
nseausumalulad

NuiTeRewnifgiumseensumalulaglugsiausnisdlngfnwiniseeusuvesuilnanie

o

wineudundn 1w $uves Chan and Tung (2019) fnwnavesiuBUAUSNTAOUsTAUNTAINSALATIY

§979159U3 WALIUYBY Kao and Huang (2023) Afn®1N1580u5UY0NAITILRINNT Ve INITANYINIG

q

v a

dadulaamuvesdusenounis Faduniseensumaluladluszdvesdnsidvadeiinunciainsziu
Jalnuana (WU Auu ANUEEMINEINT LarlsanaduaIngaaInnssy) Gun1sfnwmegd1in laganizly
u3unduemsine (Chan & Tung, 2019) wanaIntl MuATeneuntiAiuALARTLUgIUEAILUIAUNAIIN

nageulanIzdninannsssEnitmssuinalulagivanudddaldeu lneddldlansiaasuidunisdnsna

v
[ 1

medeunuiauafiod 1 duszuuiieIsmeadfmuizan uiTeddggaresinsiinailagnsiaaeui

1Y) ¢ a

NFNAVINTATUNUIMTIAUNAVRIALAR IS UNYRINTsRRdulaamuszauasdng Belundilu n1sin

o A

MuguiuInisunldlugsiadwemisdeenadanudenleslul@esdnenmiuidivaneniswaun i gediy
(Sustainable Development Goals: SDGs) ¥8t@9AMIanUszyuF lngianiz SDG 8 (NM53InundnuaLay
nsulamMaAsygia) Hun1senseaunaanIn SDG 9 (aeaivnnssy winnssy wazlasaasneiiugiu) d1unis

deasuuinnssulun1au3nis wae SDG 12 (Mandnwazn1suslaafidedu) iiudneamlunisannisayde

% ~

1MTUAENINEINT (Belanche et al., 2021; Garg, 2025) LLMmmLﬁjamimﬁ%ETaLf]umimgmuL%qmiﬂsmn
! v o S v & Ao g a v S0 v o2
155UATINLINNTIINTIAMTIaAuANuSBulnenseluuITetnay uidTeves Garg (2025) FlAuinne

uinmsensiidneamlunmsifisdsgansamnisaiivny anveude uarufulsinnuwiug fun1siiseuy

anludlf Jayayrsehivg wasviususnunld Jeaenndesludwmnaniudmnensiaunndgadu

Aty ATelfalingUssasdiiefnuladenissensumaluladviusuivinsiidwmasianisdndula

amuvaUsznoun siemislulansannamuasiasysuuma 1ngnsI9aounidnsnan1ansaasunum

WA UNaNavaiALARog 1 dusEUU WS aUIN N5 ELT sl UI8URINaNISANIRBNIS AL a8 199y

nan153 eA1nI 9z dulsEleniissudvinslunmsveienseung el TAM/UTAUT Tuusunuesuseimenids
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Wawn Auniagsialunisiideyalidnungndnuazdusznaunis wagauuleuiglunisivuauinsnis
advayumsihuinnssuddviaunldlugsiaeadudaesing

1Y

IgUITaIAvaINITITY

1. iednwsziunsiuuselond msiuianudelunsldau fauedsevuouduinng vswama
ey Feulvdnnenrwazan uaznmsdadulaamulumaluladvusudvinsvesusznounsiuemsly
WANTANNITUATHAUSUMNS

2. ieRnudvswavesssuiUstleniuaznsiuimnuielunslinuiifiveriruaddeusuduinig
YBIRUTENOUNTT OIS

3. LileAnwdvdnavesviruafrevusuiuinisidrensdndulaamulumeluladvusuduing sad
unumiBsAunansvesiruadsninamsiuussloviuaznsiuianudelumsldouiunmsindulaasu

4. \iieAnwidninavesdvinandinuuaziioulussauazaniiinonisdeduleamuly
wialulagyueudusnig

5. WleFouliisudvsnaveansiuiussloviuasnsuienuielunsldnuiidenisindulaau

Tuwmelulagviueuduinig

AUNAFIUNTIIAY

IINNITNUNIUITIUNTIURBENTOULWIAANO B NT8NTUMALLLAE (TAM) UB3 Davis (1989) uag
noun1svensusarldimalulaguuusin (UTAUT) ve4 Venkatesh et al. (2003) f33uiviunausiigiunisive

H1 n133U3Uselevil (Perceived Usefulness) figvsnwaideuinsievinuafseviueuduinig (Attitude)

H2 nssuianudielunisldau (Perceived Ease of Use) figvswaigsuinsevirunfiseriueudusnig

H3 ViruafsevusuduInsiianinadauandenisindulaasmu (investment Decision) wagyimiii
\Wushudsfunanasgninmsiuiustleninaznisiuimnuiglumsldouiunsdadulaamu

Ha 8vigwansdenu (Social Influence) dBnEwaidsuIndeonisiindulanmu

H5 FeulwdrueanuazaIn (Facilitating Conditions) fidviswaidauinsonisdaduleammu

H6 N33uiUsyleviddvanasenisinaulaamuanitnissuianuielunisldnu

NSOULUIAANISIAY

v
v

MATIYIINNSULWIAAINNE] TAM wag UTAUT laemnualinissuiuselesiuaznissuiaiig

Y
<

Pelunisldanuduiulsduiidmanerirunainovusuiuins Jevihmifiduiudsaunas neudwwananis

Fndulaaauiadudmudsau lneasinaeuunuimnisaunasiimensiinszinsanasenyaauuuduaiu

€

1

YUANLLUINIGTOS Baron and Kenny (1986) $2117U Sobel test Lag bootstrapping YauzLAeINY N5NanIg
Fanunazidoulvdiuisanuazainaiungud UTAUT gammualvd dnswalasnsedonisdnduloasmu
uonantl §Adeldidulsmugu Tdun aundn Yssan$iuens engssia Yszaumsainisliineluladues
Fpou wazanuznsldnujusuduinisludagiiuresu Whiwmasanlumsinesiiieniuqudvsnaves

Tadiausundanany Aauandlugud 1

116



o o

’J’lia’ﬁui’mﬂimmﬂﬁjﬁﬂLLaxﬁﬂﬂu (Journal of Business and Society Innovation) U#1 3 atiuil 8 nawaeu-daay 2569

n1ssuiuselevid

(PU)

PGUEEEE] s | nseimaula
Yueudiuinig (ATT) anu
(FhudsAunana) > (INV)
Ansfugaanadne "2 H
Tunn3ldanu
(PEOU)
Hs.
BNBWANIIFIAL |
(sh
Houlvsune
AEEmIn (FO)
] a Ao
EU‘VI 1 NTDULUIAANITIIY
ad =
15N15Anw1 (Methodology)
sULUUN133RY

au S a av o 2 £ < = A v -3
NATelTuMTAITeRTuu nelduuvasunuluniedenanlumaiutoya
UsEnsuasngulegna

Usznsidmanevesuidell Ae JUTENaunNIIus o uINIsIEAUgevessuemfinseg luin

i a A& A

dulansedidsulaensslunisdndulaamuaumnalulagvesiu

EQ

NIENNUNIUATHATUTUNE NUIUNT

@

TAgNUILIATIENVBNUITY

LY % va o

7
il fie seauguivmns/dusznouns dldseauie s fIdemmuanaeianidily

v
v

fadl (1) WWudwewSeuimsseivaiiisavselidusulunsdnduladunmsamuvesiu (2) 5uemms

v
a

Iasndumsnudiogatios 17 uay (3) Sudslildlfnuiosgseniefinrsanimususiuinsuld #
dietlestudiayadndou (ideimunliurasiuiirouuuuasunuldifios 1 Mewhiy
ﬁummﬂfjméhazmﬁmmﬁmﬁumﬂfgjmsuaa Cochran (1977) dwutsswnsilimsurauviueu 7
sefumdetufosay 95 uasAmunaaindeudonay 5 ldunanguiosnstusi 385 518 §ifedetmun
wWhmnefudeyaiinidu 400 51 iesessudeyaiiliauysal og1dlsinu esaingnsves Cochran gn
fimnTuuuamAgumIduiiegsiseuhandu §ifedddansfnarifiouiioussnamunaiegiedus
Angay Tuifeddeianuranndouduioguivatfoguaiinin
{3Teidennguiiet1siieitnsidendieganuuianzas (Etikan et al, 2016) lngsiusansede
uomnsibesiuangudeyaduszneunisiitunndousumhsnuiiistesuasunaniosuiitiwemns
ooulatilUameseasisny Mniudnnsosmeudsmaudansedluniiusnvesuuuasuauaannasifn
Wndediuy wasimuadadiudmneaudszinniemsiiasmiduiemsivesesay 40 Sruems
unmAdesas 30 wariuesadiiniesas 30 WieliilddeyaiinseunquuaraninsaiUseuiisussming

o
Y Ya o o

Uszaniruemsle J3euanuuuasuniuiedu 460 ya lasusuuasunuiauysaluagiunaeiAnnses

Y

nRUALTIUIN 400 Ya Anidudnsnismeunduiesay 87.0
insasilafldlun1side

WwInsilaNTuAenuvasunuesulatdarwuLasUnIUAIAEUN kUBTU 5 ddu Tewn dwudl 1 Aa1udn

nsesnmantRvardoyanilivesinouluuaaun kA IS @il 2 MITuiusEleviuasnssuianudy

U U
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Tumsldau fauasain Davis (1989) $1uru 10 4o wnsIEUTEINAN 5 SEaU daufl 3 Tiauafisesueus
U313 fiaudadann Venkatesh et al. (2003) $1u9u 5 8 duil 4 SnswansdanuuazFoulvsruininy
a2nIn FauUatan Venkatesh et al. (2003) $1uam 8 49 wagdanudl 5 madnaulanmurdeausdaamulu
uBUAUINT $1uau 5 T nduldinesiduusrnae 5 sedy il Fednaludind 5 faarnarila
amuveaiou fldnginssumaamuaieiifntuud:

mogretamaiulunsazinu lawn arun1sfuiuselovd 1wy “vihuiuinjueuduinisdisansiunu
wssuesdld” fumsiudaudiglunmslinu wu “vhuiuihnmsfnduazguarusuduinisldgsen
Fudou” suiauad wu “vinudviruadiadenisunsusuduinsunldlui dusvisnaniadsau
“$rupnsguisitmusuduinsultiinadenmsiadulavesiu” duleulvdnsmiuagan gy “viiudl
ANUNTouA R ULasNsatvayunsmatiaisanedniunsivueuduInsuild” wasaunisdndula
amu iy “vhudaruddafiazaspluiusuduimanielu 1-2 i

N15ATIVFBUAMAINIATENTID

Fidethuvuasunaligmsinand 3 iuidanudeimysunsinnisgsioiuemsuasivalilad
vimansaasuarunsadaien lasdumadviaruaonadessyrinsdamanuiuingussasd (index of
ltem-Objective Congruence: I10C) Han1smsI9aounuindaraudlviian 10C agluzag 0.67-1.00 Fage
ndunassifieeusuldd 0.50 Suly sniuderon 2 delududeulvgsauaganiiiie 10C Wity 0.33

Faiadulsusuussdosmmudolausuuzvesnsnandneuilunaaodd

Mnfuisiuuuasuauiiviuusudlunnasddiunguiegnaiifdnuuslndidssngutamane
$1u7u 30 18 Lenrndeuanuidesuowudeadulsraniueanivasnsouuiananisnaaasldnuiim
A asiuveusiarsuogluts 0.71-0.85 fauandlumsneit 1 Geyndudedous 0.70 Fulumunasid
ivun Fahwuvasuaivatudeananlvldifivdeyassatungudiegne 400 518 Taglafinsusuuidedinin
NI

{Aeldnsaaouarumsnddasaaiuiudismalinsgioslsznoudsdiimatudeyasses
400 518 NANITIATIZALAAT Kaiser-Meyer-Olkin (KMO) 1vnfiu 0.86 wagAn Bartlett's Test of Sphericity &
WedAyneada (p < .001) wansifeyaminsandmiunisiiasgieduszney nan1sainesrusenauls 6
oafUsznaumlassaimnuiiimualy Tasandhminesdusenouvestornimyndeetlutdag 0.61-0.88 &s
aeniunmst 050 waglifidednulafifidniminesduseneuluiaaiu 040 luessuszneudu wadenan
auayuaTunsadidiinuazanunsndsiuunvoniesdodowu

Yo o

Wenduusmavangninngrevauiieniu Tursiandediu seuuuaeunuyaiediu §33e

U

FmraeulymauAaInAREUINIBNITINTINAIETS Harman's Single-Factor Test Tagiitamniuyianue

wnasesrUsznaulaglivyuiny nan1slasizinuitesdusenaulsnesuisauklsusuliseray 34.2

vocu

Fnndwnuaiiesar 50 Isasuldhdymanuranndeuainisnsintuliunagdmansenuegadidudd
AoraNTIAT Ity

va

{Id8lansrvaeutyniniiesiudunsanyseninadiulsdasealuan Tolerance wag Variance
Inflation Factor (VIF) smmmwaawaammmaamsamﬁwmimaaawmmmmmu Town ANUFURUSIT
LAUNTIA YR UNINAITNTLANEVBIANANIANISUAUAIAIMED N15NSEA8LUUUNRvRIANALAE R IeTalnLASY

uay Normal P-P Plot A2MuuUSUSIUAIMNIUBIAIALNEDAIBLNUNIN Scatterplot AILdudaTEvRIAAIUaD
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| dAaa a a

fYAIEDR Durbin-Watson karn15nsiadaumNiansnagsninun@snigai Cook's Distance Nan1snsiadaulyl

U

wunsaeiiindeanufnnanegditudidny Jamnumnzauniazidoyaluiiasginisanasenmansie

A1519% 1 AANLEREY (Cronbach's Alpha) Y09WUUERUALLARZATY

AU 31Ul Cronbach's Alpha Cronbach's Alpha

(Pretest, n=30) (Yo3a934, n=400)
nssuiusslent (PU) 5 0.79 0.872
ns¥uimnudelunislden (PEOU) 5 0.75 0.854
ViFuARf oYU UAUINIS (ATT) 5 0.71 0.843
dvdnanisdany (SN) 4 0.73 0.861
Foulvdnnoawazain (FC) 4 0.72 0.833
nsanaulanamu (INV) 5 0.85 0.879

AAnudesiunnduiianmannaediuazandoyastedanuinnd 0.70 wanshuuvdeunuda
\Beshulusziufiseusuldmannasifiiivue

mafususudoya

A3Teiiusiusmdeyaseninufouduiauimauniay we. 2569 lnelduuvaeunuseulatniy
Google Forms mugfunisuanuuuasuniuseaueduiiuiinganmmuasuasU3uama fnounniteses
KuudnnsesaiantRmanasidadfeureuLuuasUNLdLTivEe TnKuUaRUNILTikaNTavIN 460
¥ Ifsuuuuasunuiiasysaiuazrunasifansondududiu 400 yn Andusnsinsneunduiesas 87.0
Tasuuvasuawiiivinuresseuladfnidudesas 55.0 uaruuuasuauneausAaduiesas 45.0 vos
ﬂ&jmé’aaéwﬁu’wm

nsAATIvidaya

'
[ aaa

Ya o v £% °o & aa J (Y v o
I’QIJ’J7\]EJ‘U?B&I’JaNa‘UE]iﬂafﬂ’]EJIU?LLﬂiiJﬁWL'ﬁ]EﬁVHQaOG] lgmnuasEautud1AnIe@d@an 0.05 n1g

o

Answiteyautadu 2 da ldun (1) adRiBamssann Tesuednvasihluvesngusiesns o aud Yoo
oz Anads uasdudoavunnsgu Taswanadiadsnuinusivasazuuu 5 sedu G 1.00-1.80 vanes
seiutioniign 1.81-2.60 seduties 2.61-3.40 sefuUILNAN 3.41-4.20 S¥AUZS uaz 4.21-5.00 sefugaiign
wa (2) admdouuu Iiun nislieszdaimnnd esudieduuszaviuearnvesnseuuia n1siAse
ANFNNUSLUUINETaU LLasmﬁm'ﬁwﬁmiamaawmmuwLﬁuéﬁu%u (Hierarchical Multiple Regression)
ANULUINIIVBY Baron and Kenny (1986) \ienpdeuidnsnannsazunuiBsiunansveinuai Tng
PuduludAyre1dvdnanI1wenmeis Sobel Test 5UAUIS Bootstrapping (5,000 ﬂ%?wmmiejmﬁ’aasme&gﬂ)
iiousznatmudoiuvesninansdondaiuizilidesodedoauniisosnisnszaeuuuinives
BvmamsomduiIiuTs Sobel Test wuuAuAY
PAteldiTeuieunuunnsnsssniduussansunnsgiuvesnisiu st leviuaznisiuian
felunslinuiisidensnduleasmu seivaaeuruunnisesduyssansonnosiiduiudiuionnaoy
auufignu He sghamangay ununsssuiflsurnaanuinlaenseiisdegnauied wazladiasigiuuudiaes
nsnanesifisAslanenuANiLys YUy Ussaniiues enggsia Ussaunsainsldinaluladves

Hreu wazanuznsidnurueudusnslulagiuressiu onTIadeUANNAIYILYBNANTIATIEVIVEN
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Nan13AnY (Results)
v o L w '
dayanaluvasngudlagig
NG EUsENaUN s Ive ImsluanTannamuAsarUSuamaduIL 400 518 WuEnay
wuvgeuaudlngidumends Sosar 62.5 Jo1gsenine 36-45 U Sovaz 38.2 509a1WA001y 46-55 U

£

Yoway 27.8 07y 25-35 U Fowaz 19.0 181Inn31 55 U Feway 105 warengrnin 25 U fovay 4.5 sufy
nmsfnwdnlngeglussduuSynnt Sevay 55.4 sesawneuTynln fevay 28.6 AudnwaIU0mMIS
dlvgiluduemnsine Sevaz 42.5 sevaunfeduesunnwd Sevaz 32.0 uwaziuensiadiln Sou
ar 255 suraiue s Surnadn (winnutesndn 10 aw) fanndige fevay 44.3 sesasAeTun
nas (10-30 Aw) Seway 35.7 wazvuabng) (1NN31 30 AY) Feuay 20.0 szeziiaaLiiugsiadiulvguinnii
10 ¥ Savar 40.8 509890 6-10 U Souay 32.6 uavtlosndn 5 U Sevay 26.6

nMsnsesinudesiuvesuuudauny

routhdoyaluTinziavduiusuaznisaanesnwman §ideldnvaeuanudetiuvvesuuuaouan

v
= o v

Bﬂﬂiﬁﬁ]ﬂﬂ%@yjaﬂdmﬁ’m&hJﬂ%dﬁﬁﬁmmﬁﬂuiu 400 578 (wenanAritldanmsmaasslduuuasuauiungy
fet 30 MelutuneunsrvaeunmnaIesile duandumsed 1) nansienesitusuieanderiu
vosuvuasuasmniueglusziuseniuly

32AUVRIUTLANN 9
a51eft 2 Aedsuazdudsauuinasgiuvesiadeing q (nasinsudana: 2.61-3.40 = Urunans, 3.41-4.20 = g9,

4.21-5.00 = gaiign)

Uady Mean S.D. TR
msuduszlevd (PU) 3.89 0.76 a
nssuianudrelunsldau (PEOU) 3.65 0.82 a
ViruARsauguAUINNT (ATT) 372 0.79 GR
dvdwaniedanu (SN 3.58 0.85 GR
Foulvsruisnnuasnan (FO) 3.44 0.88 a
msindulaasyu (INV) 3.67 0.81 GR

JUsEneunsiuemsiinisiudusslovivesjusuduinislusefugeiianlungu (Mean = 3.89)
TeRuNABYIAUARROYUEUAUINTT (Mean = 3.72) m3dindulaau (Mean = 3.67) uazn1sfuianudiglunis
197 (Mean = 3.65) awdsu yndladeeglusedugsmuinasinisudanaiidivue widvinamadsauuas
FoulvdrneanuazmnazdanadsAeuirwiniradudulundy (Mean = 3.58 uay 3.44 Audisv)

MsATIEREndUNUS

AN5199 3 AdUUSEANSAaNdUNUSTENINeAILUS (Pearson Correlation)

fianus PU PEOU ATT SI FC INV
PU 1.000
PEOU 0.542** 1.000
ATT 0.618** 0.523** 1.000
S| 0.387** 0.342** 0.456** 1.000
FC 0.356** 0.398** 0.412** 0.478** 1.000

INV 0.589** 0.467** 0.634** 0.489** 0.425** 1.000

120



o o

’J’lia’ﬁui’mﬂimmﬂﬁjﬁﬂLLaxﬁﬂﬂu (Journal of Business and Society Innovation) U#1 3 atiuil 8 nawaeu-daay 2569

aad

faudsnnadanuduiusidauinegafidudAynieadfifisedu 0.01 lneviruafsneviusuduinid

anuduiusiunsdnaulaamugeiian (= 0.639) sesasnAensiuiusslond (r = 0.589) Bvswansdsn
(r = 0.489) n133u§ANudglunslday (r = 0.467) waziiouludrurgaimazain (r = 0.425) muddy
mf{uﬂizﬁwéawﬁuﬁuéﬁw’mﬁaLLﬂﬁSaizﬁgﬁumaﬁm}aa 0.342-0.542 Fasninnast 0.80 Asnlddudayey o
Woutlymnnesiudunsmyogneguuss (Harr et al, 2019) Saflarumneandowuiiaziluiinseving
ERRIATRIAY

n1sAATIANsanaeEnRaMLUUTUEAUTUINENAFD UBVIEWAKAZUNUIMBIAUNAIVDITIAUAR

a

HA98ANTUNITIATIEYINITOANBENYAMAIULLINIIVEY Baron and Kenny (1986) Lilenadey

AuuAgIu H1-H3 lnedunaulsnnaaaudnsnavesnsiuiussleniuaznsiuianudrelunisldnunise

siaunaR (3197 4) Funouiaemaaoudrinanuvesnisiuiussloviuagnssuimuielumslinusonis
dnaulaasulnedslisuiauailuauns (Ml 6) uaztumeuaninevaaoudvsnaresiulsimuaTIt
ruaRfisironisiadulansu (1597 5)

M519il 4 HansiesesinsanaseweINssuTUstleviuamssuiruielunsldnuifiseriruadsie

YUBUAUINT (DV = ATT)

Auls B SE  Beta (B) t 95% Cl Tolerance  VIF

mssuuszlen (PU) 0462 0044 0474  1053*** [0.376,0.548]  0.706  1.416

msfujanudelunsldenu (PEOU) 0238 0040  0.266 591 [0.159, 0.317] 0.706 1.416

R=0.657 R?=0.432 Adjusted R =0.429 F(2, 397) = 151.05 p <.001 **p <.001
HANTIATIEENUIINITSUSUsElend (B = 0.474, t = 10.53, p < .001) waznssuimnudelunisld
U (B =0.266, t = 5.91, p < .001) A8nFwaifauinseviAuafserusuduiniseg1all dod1dgynisada
aluAuANNAZIW H1 way H2 Tnefuusisanssaufueivisanuuusumuvewinuafldfosay 43.2 a1
Tolerance (0.706) wa VIF (1.416) vassauusiiansoglunasivioonsuld (VIF < 10, Tolerance > 0.10) wang
Nhifdgymangsdunsimyseninduydasy
A5197 5 Han1siiAszvinisanaeenqavesadefidsmanonisdndulaamu (Direct Effect Model,
DV = INV)

Aauus B SE  Beta (B) t 95% Cl Tolerance  VIF
FASl (Constant) 0452 0.157 - 2.876*  [0.143, 0.761] - -
nssuiuselow (PU) 0287  0.055 0268 5.234**  [0.180, 0.394] 0.534 1.873
nsfuanudglunisldeu 0.165  0.055 0.154 3.012*  [0.058, 0.272] 0.617 1.621
(PEOU)
ViruAR (ATT) 0.324  0.052 0312 6.187** [0.221, 0.427] 0.426 2.348
aviswansdeau (S 0.198  0.051 0.187  3.876™* [0.098,0.298] 0.677 1.478
Foulugmneauazan (FO) 0.142 0.054 0.132 2.654*  [0.037, 0.247] 0.706 1.416

R=10.712 R2=0.507 Adjusted Rz =0.501 F(5,394) =81.23¢ p<.001 **p<.01,**p<.001
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fudsdasziia 5 fdmtueiuismuulsunuresnsdadulaamulddesay 50.7 (R = 0.507) 881
Hud1Ayn19ais (F = 81.234, p < .001) L:ﬁ"aﬁﬁ]15mwﬁﬂé’mixﬁwémaaammg’m (Beta) WuviAUARKD
Wuguduinsiidvsnaasaananisdndulaamu (B = 0.312) sesmnfenisiuiusslevi (B = 0.268) dnswa
msdann (B = 0.187) msfuanudrelunisldau (B = 0.150) waziFoulvdrsanuazmn (B = 0.132)
g Tnesudsndaiitoddymeadin uazen VIF sssiauusvianuneglutag 1.42-2.35 dshndunast 10
wanahlaifidgymangsudunsomisuusduiuudiaes
A5197 6 HANT5ILATITENTARABENY ANVBIBNENATIN (Total Effect) noul ustaundidluaunis
(DV = INV, ladsas ATT)

fiauus B SE Beta (B) t R? Ua9lUUT180Y p
ns¥uiuselevd (PU) 0437 0.051 0.409 8.57 <.001
msfujanudelunsldau (PEOU) 0288 0.052 0.269 554  R=0.678R2=0460  <.001
Bndwaniadsnu (SN) 0.221 0.055 0.209 4.02  Adj.R?2=0.455 <.001
feulvdrusanuazain (FC) 0.158 0.057 0.147 277 F(4,395) = 84.05 <.01

dowSeuifleussrinemnsnsd 6 fumsedl 5 nuidefiniauafidnluaunts mdudsedndansgiu
YoM ssuiUselevianasnin 0.409 1 0.268 wazvesnssuinnuielunisléiuanasan 0.269 Wu 0.154
Lwié]’qmﬁﬁﬁﬁﬁmwaaaﬁgwj 55@Lﬂwé’ﬂgmﬁmﬁummwmwLGTJaﬁ”'uﬂmwNdaummﬁ’ﬁuﬂﬁuﬁu’qamLé’umq

NSNAFDUUNUIMLTIAUNAI9VBTTALAR (Mediation Analysis)

NANINAED VLAY UDIDVENAN1900UAI87T Sobel Test dusuldunIs PU — ATT — INV Tvian
7 % 5.34 (p < .001) wazdmiuidune PEOU — ATT — INV Wien z » 4.42 (p < .001) Seflifeddoynnsadi

VIADAAUNN HANIINAADUAILTS Bootstrapping (5,000 ATIwRIN1TANM0E1997) Ivinaaenndosiu Tnagaa

1Y

Audeudeuay 95 v0sdvisnaNIssaLLEUNIg PU — ATT — INV iU [0.098, 0.192] wazidunns PEOU

¢ A o

— ATT — INV winfu [0.048, 0.128] Fevisanagaaliasouaquagud Guduinviauadvimidindududs

Y

AUNaNsUNeEIU (Partial Mediation) Mdluidunisvesnissuiuseleniuaznisiuianudelunisléau aduayu

AUNRFIU H3 g19ATUTIU
3

NISNAFBUAIINBANANIVDIFNUSZENGDN

a

swa (H6)

s
2 [

\WenndeUaNAgIU H6 pgramugay JIduSeuiisumduussansuinsgiureanissuiuselov

(B = 0.268) frumssuianudglunislidau (B = 0.154) luwvudiaenieniu (115197 5) AeIEneaeuniny

¢
a <«

uansavesduUssansannesfiduiusiy ununsUsuifisurnaduuilaensaiissegiaien nansvadey
wuirdulszanateasuanaisuetefidodfaniada (t~ 2,14, p = .033) WAnIIIN1STUIUsEla Ul
avsnasensindulaasugeaninissuianudelunsldnuegiideddgmeata sduayuauuiigiu H6
N15AATITNAUAINUVBINANITANYY (Robustness Check)
doiufuusmuau leun vunniiu Ussian$iuemns enggsna Yssaunisainmsldinaluladuves
Hneu wazanugnsidnuueuduinmslulagtuvesiiu Wwiluwuudiaesmisanaes nuiiianuasiudday

o

Yosulsmanma 5 drldiAsunUategnadiduddy (nMswisuulamesinduyssavsuinsgiueglugis 0.02)

'
aa o

A1 Rz gasuuvesaivtuandeslufosar 51.9 lnefulsmuauiiitedAyvneada e Ussaunisainisld

@

wialulagvesgneu (B = 0.081, p = .041) HAFINATIANUAYLANUAINUTDIUUT RN UNLITET

122



o o

’J’lia’liui’mﬂﬁumﬂﬁjﬁﬁ]LLaxﬁﬂﬂu (Journal of Business and Society Innovation) U#1 3 atiuil 8 nawaeu-daay 2569

aius1ena (Discussion)
1. Indwavasmsiuiustlevduaznisfuianudelunsldaudediauaiderueuduinig

HaNSANYINUIINTTUTUselovtuaznisfusaudelunsidaulidninalauindeinuaise

Y o

VUBUAUTNIS advayuauufigiuden 1 waz 2 WazaennaeIiunssneveanguf TAM 989 Davis (1989) 7

@

aueInssuiussleriuaznssuianuitglumsldanuduladeddyfimnuniauafvesldsamalulad
HUsENoUNMSTSUIIusuduInstiefinyss@nsnmnisaniduany andunuusny wazdiuanusiluns
Tiusms fwnldudviauaddeuindenisiimalulagdunlduiniy waiddemdndidusiudedunuves Kao

Y] '

and Huang (2023) finuitamunmvesJduiusseningnaiuyueuduinsinanenisiuiuseleviuay

LY a ' (3

imuad lnanigluiuemswuuinsuiuuddiufduiusiuiueudunnirfrusuudiianuins uazdifienig

q

' o = s v a

SmfunanIsAnyIveaAfiss nenans wazalgna WuSANA (2569) Timuinnsususelomitaznssudany
selumslirusesgniriuemmslunsummumuasiidvinaderuilalfoumeluladusudidsienns g
Fhnalnnssonsumeluladnunsey TAM fidnunrasnadesiuiilumesasiuslnauaziusznauns i
aduauagmiginsgifin ol nansAnuiinuihnsiuisleniidvinadeviauniganinisiuianm
selumsldinuegnednau Ssoasieuindusznounisvidmiintunadwiidegsiafisudaddinnniiay
agmnlunsldenunelulad ogslsfnm desuiemadeniimsfiansande fussneunslunguiietnadu
Tvgjfivszaunisainsgsiaanudszeznis (nndn 6 T $esas 73.9) Teoeduasiunisuszsidumaluladann
YuLBWanDULIUNISgIRIINN AN IndElunsldnueguddunudn

2. SvdwavawiruaAsian1sfnauleamu uazUNUMTAUNANS

nan1sAnwIUIRUARderusuiUI M BnEnadsundensdnaulaamu wagvhmihidufuds
Funansunsduidludunaveamsiuiusslovinaznsusaudielunsldo atvayuauuigiuded 3
98ATUII WazapAndaiUNTINEYRIMA L] TAM 94 Davis (1989) Afmuslviiruafiduiuuadonles
sewrhsnsiuiinaluladituanuddlaldnu fedasndnieminssiinse friuuudiaes UTAUT atuauysal
Y83 Venkatesh et al. (2003) luldivunlivimuafidududsndnluidunisdninagaiisvoawuuiiaes
NATeiFBsunmmsunasesruaiatnnsou TAM LHundn Tasthesdusznaududviwanisdenuuay
Feulvdruisanuazainain UTAUT snaSalugiusduusiifidvinansmssionisdndulaasyuuensisnn
fosunuivensarudlannaitereunihiiimaaouiiiodvswamanss Tnsuandlidiuimanssnuvasiis

nssuiuseloriuagmssuianudelunmsldaurensdnduliamudiuviafnturwinued augndndiu

a -

wiladnadudninaniense azvoumnududourenssuiunisdndulaasusziussdnsiininniiniseeusy

v
v v Aou Ao ] o

wialulagszauyananiunsay TAM asfx Nellunumvesiruaflugiuziidoulesddgyidsanvaue s

] £

a W

TOAUNUVBIYYNT TUNFITIN (2566) NANYINITEONTVUTANTIUV UBUAUTNITIUEIAALTUIN 5 A1ty

NTUNNUNIUAT ?fﬂ%’l,ﬁt,ﬁudwmsﬂszLﬁmmmwu%miﬂuaqﬁuauﬁﬁmmLéﬁauimﬁuﬁﬂuﬂﬁLLazmiaau%‘u
uinnssuvesiusznaumsluningsiauimalduiiontu ufazegauazgnamnssugosiu ufsmfuuualiy
swiivirueiidunalnddyiidenlosnsiuiimaluladlugnsdndulaidmginssulugsiauinsvedlneg
3. SvswavasBnswanedsauuazteulvsursaruazaindenisinauleauy
Nan1sANYINUIBNEHaNIsdsanLazieulug s uazaINTBnswaLTauandensdadulaau
auayuauuigtudedl 4 uar 5 wavasnndosfunqul UTAUT 104 Venkatesh et al. (2003) fisgyinvisas
Hadvifuaronudalalumsldnalulad wanisfnyinuirdvinansdsaui snswadonisiadulassu

wnndeulrgneanuaznin Yedunuilonvasvisuuiunvesszneunisiuemsineidwinanunioy
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Fulassadiei ugrunaznisadvayunanaiaiifioome litadedunsinadunsdinuiaznssua
gnamnssuddmiinannniesmieudunineins sgndlsfinu dedufugudindndihiifoyadasing
MnnuAteilsesiulnenss (MuATedldldTassiuaundonsulaseseiugulaense) Ssmsfinnuden
sufnszfauazfulssiiuiimmsaaeuifiuidumenuidodmunmiely Waddfiansaenndastutaiaus
299 Thaker (2021) i uunmedanuuay Tausssuinasonisseniumaluladrusuiuing nsanzlu
panafiidnuazianiznainusssuesdnsegUsemealng Lazfiifiamssudurnanisfnvivesalfad
duaeuising (2565) Aidnwiladeiidmarenseauiuuinnssuvusudguagigienglungammumuas Jamui
TaduaiudnunazanunouvesaninwindevatvayuiiunumdAgsenissensumalulagvusudluuiun
Ineuieatu uhsduusuivssandusasngutmematy wiidlffusiuuhaduhdeulundon
msdseudsnadutiadoiimsinsulunsseuumaluladvusudludseilnglne s

4. 3vsnaduninsvasladedng 9 densandulaamuy

definsandiudvina nuiniruafdevusuduinisidvinagegadenisdnduleamu sesasunde
ns3uiuselov Svdnamsdsan mssudanuielumsldan wasfeulvsunemiuazain awddu uay
MNHANTIAFUANLLANABsdLUsEANS a1 Tunens @lRssnsToudisuruinaniugi) wudins

O Y aa

SuiuseleviidvnaainiinisiuianudglunisldnuegrdidudAymnadanmmemswaeniedon aduayu

17

ANUAFIUTON 6 UaLdNANI9ABAAR DINUTBAUNUVDY Maranguni¢ and Grani¢ (2015) 910N15NUNIY

I35UNTIUAL TAM fiszyinnssuiusslenifuiedeiifidunslunsinenissensumaluladgelunide

dulvg) Torunuldalifien1asauiunan1sfnevengnued Julszamdng, S3ANA Ayaunad Lasisnid

a

i (2568) fifnwin1seensunszuIumsvhauiuewisnlui@lunudad Jwmuhnsiuivselevidutedy

q

v
[ ' o

PfimindrAgreniseensumaluladszsuudalud@luusunesdnsuiesiy wiaziluauazanamnssy

o

(utgdiisuiugsfoduemns) wifdlifuwnldufiaeandesiulussduniied luusunvesnsdndula
swduasdnsvadlng Jadedunadniuazusslonidgshaiidudedldindavinamionirtadudunuazain
Tunsldumaluladlassy Jeoradudnvusianzvesnisseniumaluladssuudaluialussduosdns
(Organizational-level Adoption) 7ikangsa1nu3unA1suiumaluladsedutialanyaraniunsey TAM
Sy

5. foideulurgsanisiauniidsdy (SDGs)

a

NuUITeN A IRMITTAAILAMUTIEY 1Y A1591997U HARATN NITIENSNEINT NS aN1TANYBAUEY

v
a v A=

Tngass nswenlesiuidhmnensiaugadu (SDGs) Tunuideidududeaualinen niioyuiuainnsey

WWIRAKALITIUNTINNNEITRY Tludeazunlasunistudunndayatelszdndreinsfinuillaenss naife

U
I3

miﬁﬁﬂizﬂaumiﬁﬁmﬂ@L%W’JﬂLLazﬁmmﬁuﬂ,aaw;uiuvjuaumu’%miqqsﬁu a1dldnenatiuayw SDG 8
HIUNTENTEAUNGRNIMKAZTAAINEINN T UNTUYITUVD9SAT SDG 9 Hunsauasunslduinnssulunia
U3n1s uae SDG 12 rudnenwlunisannisgaidsemsuazvineinslunszuiunsiinig deaenndeddulds
wuAnfudalauaes Garg (2025) uaw Belanche et al. (2021) i3 itudnenmvasvusuduinslunisiu
UsrAvsnmuaransuyulugramnssuuinig ednlsfinu suideluewaneaiutoyafdinduaudby
Taonss ileBudunnudelosfanarideszindsioly

=

6. ToAUNULBMQEfUaiTIUTNITTANS

v
av aa ) a 1%

Tuldangud ddeifiduasuasianudilaieidunalndhunasesinuailuuiunveanis

vausumaluladszivasdns edalinsfnwegrndussuvldundnluuiungsiaduemsive lnsamiznis
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nagoULdUNIANNa1vBInInIsTuiUsEleriuarn1ssuiaudslunisidaunsendu Tuganisusmsdanis

a v

Han1sAnwTIUszneumshihudndunadnsidegsianiudedlauinnitnnuazainlunisldnumealulad
AndauasIviieyusuduinisiemsdearsussleviiBegsivegradususssulunagnsvdn diudeids

Ylgu189ENaNNNALaLLRuA TN UDLEUBLUY

35U (Conclusion)

v
a v =

uATpilAnwdadunisseusumalulagviusuduinisiidwanenisdndulaamuresiusenauns
FuemstuwanjunnumuastasUunna lngdsvendldnsousudfin TAM saufueddAUsenaunudnsna

PedsnukazdaulguIgAINaEAINan UTAUT nanisanwinudn Jadeiauaianudunusidsuinduns

£

Andulaamu lnevinupfderueunuinisiidvisnagen semeunfen sTuiUselevd answaniedau n13sus

3
audelunislou wasdeulusnemiuaznin auddu Tnefudsis 5 saufueSuneauulsusiuves
nsdndulaamulasesay 50.7 Wona il mamsnaaUdIA U183 Sobel Test way Bootstrapping
Buuinimaivinnifidusuusdunansunsduridudumaesmsiuiussloniuasmasuiaruaglunisld
U

$% o w [

JorunudAyresnudeiae (1) misuiuseleviddninadensdndulaamuainiinisiuianudey
lunsldauegraddedidyniadineannsiwazniedon wansitgusenaunisiinnuddyiunadnsuag
Usglgwdlldegsiannnnitanuazainlunisldanu (2) dnswansdsauiiunumdidglunisdndulaau

TgRNIELINARUIINARIIUALINTUARAAIMNTIN T vaRRRRBITULTUNNIdALLas Tausssulng waz (3)

P
oA

nsihusuduinsunlglugsfiaiuemmsidnennlunisaduayudimanensiuufigady (SDGs) Auns

' 1 |
v A £ o v du v o

Wulamaasughe uianssu uesnsndndissdy wiimAdedassslildtamtasumuddulansefinm

dadinauIdy

nuiTeiidedinfimsRnsuszneunsulanadall Usenisusn wifideastmunnasidadiuey
dndumuuszinnienstiaami uwinsidennguiiegisnedBiangadililenisdudiegneneninuuigg
Bu nansfinuisasienludnvazvesuuliuauduiusinninssisdaieadfludmssrnsdame
pgaATansn Usensfiaes uddeilddoyanuudnunsdaivieys w drnanfer Teliaunsadudu
ANNALTUSIT samn sEinadnys et sany sal usfazdnedanseungul TAMUTAUT fifmundienis
arwdaiudlifnm Uszmsfian doyatmnfudiewuuaeuamiidnouUssiiunuesnunaaieatuly
Fraaiien wikan1svaaey Harman's Single-Factor Test axldnutlymanueaisadeuainisnisinsulu

1Y '

seiuTuLS uifdsonafieonfanmneuliiaenadesivdsidenunianimaundesging Usznisia faudsns
dodulaasulunuidediaananuddaamuilingfinssumsamuaieiiietuuda nansdnuisagyiou
wunltiuerudslannniinisiadulaamuiifeduaie Usennsiivh sauammsdnmdidaamedusenounis
Srupnsluangaymuvunsuazyiuama sansanwidsenalianunsnagudedaludiunvesginedu
vosszmAlnevidoUszimaduldlnenss wazUsznsgavine uwifideazvaaeuunumidsiunarsvosinunise
WUIN13 Baron and Kenny, Sobel test kay Bootstrapping S98AULA Lm'mei’waaaé’q@\gqaq'uuamﬁgm
ANUFNTUSIF U UNTIvRINITIATIZYNITaRnBeNY AN FersinisBudunamieuuudiassaunisiasasng

(Structural Equation Modeling: SEM) Tuauidesosean
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dalauauug

1. darauauuigauleuny

MNBNUNATE WU NTENTHAAMNTTN WaznsenTaAIvalalrsusRauardaau msfmumilouis
aduayunaihuianssuRdvauldlugsineadudlne wu Sudaendesi nstinevsudumaluled snsnis
M90S uaznsiaunlasaisiiuguaiva eangUassadudeulsdusamiuazain asarafiansan
ulsuedsnanlugiuznalnfifidnenmaduayudmnensiauniidsdu (SDGs) smumsAvlamaasugia
wazuinnssuauaiuly

2. YolauBuULTIINY

HARLazETIMeuEUAUSNNIATERNKUUNAENSININISRAIun1sHoansUsElevindudedld

eXe

U MsanduuLsINULAE sUsEAvBamnsTEUIMS mugiunsatiuayunanadauasnisiineusudl
Wigawe ufsaunsdlinwanuduie Weladuaiedvinansdieuuaznsziunisindulaasmu

3. dawuauuzdmiunsideluaunnan

msinsfnuidsmunmifisdy Wy msdunvalidsdnguszneums wevhenudlatadoidedn
917 JausssuBdng Mssuinnudes uasiiruaivesiinnusensinusmAuusud mslinisdusiodig
sreminauleresnuuuitedsenuiefuduanuduiudideang msfinsuliuvudassaunis
Taseadra (SEM) itenaanuanunsndslasadiauasBnsnaiddunansaguasaunqudstu nasaaunrsiiy
foyamt ndumnudiulnenss Wy maFeunlameamsdisnu Yinamesdsemns wasnslimineins
ienageunnudoslostuidmnemsiannfiddudassdng wasmsfnvidiouifisuszninaginaves

Ineuarseninalseine
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Abstract

This research aimed to (1) analyze the level of digital marketing strategy implementation and brand awareness,
(2) examine the influence of each type of digital marketing strategy on brand awareness, and (3) prioritize strategies and
provide appropriate recommendations. A mixed-methods approach was employed, consisting of in-depth interviews
with 15 executives and online questionnaires from two sample groups: 200 marketing executives from smart warehouse
businesses and 200 decision-makers from target customer businesses, totaling 400 respondents. Qualitative data were
analyzed using content analysis, while quantitative data were analyzed using descriptive statistics, correlation analysis,
and multiple regression analysis. The findings revealed that smart warehouse businesses implemented digital marketing
strategies at a high overall level, with social media marketing being the most frequently used, whereas brand awareness
among target customers was only at a moderate level, indicating a gsap between the extent of marketing investment

and its actual perception among customers. All four strategies social media marketing, search engine marketing, content
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marketing, and influencer marketing were positively and significantly associated with brand awareness. Among them,
content marketing showed the strongest relative influence, followed by social media marketing, search engine marketing,
and influencer marketing, respectively. The four variables collectively explained 74.3% of the variance in brand
awareness. Qualitative findings from executive interviews supported this pattern, indicating that the key obstacle was
customers perceiving warehouse services as an operational cost rather than a value-added partner; content that
demonstrated concrete, evidence-based results was therefore seen as the most credible communication approach,
while influencer marketing had limited effect on decision-making in this B2B context. This research recommends that
operators should prioritize the creation of valuable and credible content as their primary strategy, complemented by
social media marketing to expand reach.

Keywords: Digital Marketing Strategies, Brand Awareness, Smart Warehouse
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IWAaisIAsemsaunsuaza s lunsduaududusuusn”

1.3 Uadeiignénlaanudrdnyluyunesvasdlsiuzns

Flonnufsdsfignnsinaeuanmielrinnuddyneusindula flidunival 11 viu seysseiudn "nns
figavnadnsiitaaunazauniidefionanaie’ iulssifiudWoiian Seaonndefuimauaiifuszneunis
sunldmananademiftethiauedoyadassdnsiunsdfnuuasdeyaaifnds nninsldgnsadnina
(Influencer) Msnlifnadensdndulalungugnéngsia (828)

2. namsAnw BTN

KamsAnwBsUTinuthiauemaingUusvasdniide 3 4o dil

2.1 doyanaluvasnguiagng

ﬂ&juéf’;aEJ'Nﬁy’namﬂfjuﬁé’ﬂwmzwmﬂizmﬂﬁﬁiﬂé’lﬁ&mﬁ’u TnedulngiJunaviy Anduiosay 59.0

Y

wag 56.0 muawiu Tonesendng 30-39 U (Sewaz 38.0 uay 36.0) Msfnwseiudsayans (Sevay 54.0 uay

57.0) uagduszaunsalvinausaus 5 YaulU (Gesas 84.0 way 86.0) Feasioufsanwar Ve UIMNTTEAUNA1

a ¢

fasgiugelunmgramnssuladaing
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2.2 sziunsldnagnsnisaanafdviauazseaunsiuiuusud (Inguszasdden 1)

A19197 1 szaumsldnagnsnisnainfdviavesgsnanasdundanses (Nguil 1, n=200)

nNagNsNIInAINRATa Aade dauidsauuannsgy s2AUNTS LY
msnanuudedsaueoulat 4.12 0.78 GR
nsaaruAIsla AU 3.85 0.82 GR
nMImaALEeENsY 3.94 0.75 g
NIRANARIUBNTNA 3.12 0.91 Urunang
NINTIU 3.76 0.82 g4

M13199 2 sEAUMITUIWUTUATesSIRandsdumdanserluamengnandming (Ngun 2, n=200)

FFTanssusuusus Aade Foudoauunnsgy FTAU
ANTANTILUTUA 3.45 0.85 Urunana
NNSILANDIUTUA 3.18 0.92 Uunang

NINFAW 3.32 0.89 J1unang

9597 1 way 2 wuhwiifuszneunsasiimsldindesiliennsnaafavialusziiugs (Aueds 3.76)
uiisERunsuduususlumengnindueglusefuiiunans (Aede 3.32) Tneannznnsseaniauusud i
Aad g (3.18) Faaenndesiudefunuidanuaindiingnadinaesuinsadedudduisiununns
Aniluau ﬁﬂﬁ’lﬁmﬁimd’mwdwﬂ’liamumamﬁmmmﬁumﬁuﬁﬁﬁmﬁuﬁd

2.3 BviswavasnagnsnisaanandasensTuiuuTud (Saguszasddei 2)

o

M13190 3 AduUsEAvisavduiusTEnInagnsMInaInRITaiuNTuIUUTUA

fiauus 1 2 3 4 5
1. Msnanuudedsaeaulal 1.000
2. mM3raaruAIoslodum 0.412 1.000
3. mwmmﬁammiz 0.456 0.389 1.000
4. NMINANNHIUDNENG 0.324 0.298 0.356 1.000
5. Ms¥uiuusud 0.578 0.512 0.634 0.445 1.000

p <001

'
1Y aaa

31NA1597 3 wudrdwUsAunndliauduiusigauInAunssuiwusuaeg1elied Ay eadian

s¥AU 0.01 lngnisnanailenianselinnuduiusage (r = 0.634) sesasnaen1snainuudediauesulal

(r = 0.578) NNSAANMEIUATBILDAWM (r = 0.512) KATAITAAIAKIUBNTNEG (r = 0.445) MUAIRY

a4l 4 wams%Lﬂswﬁmimaaswnqmamaqwémsmmmﬁ% “’asiams%’uil,wﬁuﬁ
fans B Std. Error B t Sig. Tolerance VIF
Aaait 0.824 0.245 - 3363 0.001 - -
msnanuFedaueeulay 0.312 0.068 0.298 4.588 0.000 0.742 1.348
mMsmanEnuASeaiiefum 0.198 0.072 0.187 2.750 0.006 0.715 1.399
MsmanALieans 0.438 0.065 0.412 6.738 0.000 0.689 1.451
NTAAIANIUDNEWA 0.165 0.068 0.156 2426 0.016 0.801 1.248

R =0.862 R? = 0.743 Adjusted R? = 0.738 SEE = 0.412 F = 98.567 Sig. = 0.000
wUBLe: p < 0.05, p < 0.01, p < 0.001
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NANTNN 4 W‘U’jﬂuLmamiamaawmmﬁmmwmwvaszumﬁa%mammé’uﬁ’us‘ivwm(31’3LLU'ﬁéfu
wazdausnu dosand F = 98567 Suddmiaadaissdiu 0,001 Tnedudsduis 4 frsmifueiuisni

wUsUTIwesnsiuiuusualadesay 74.3 (R? = 0.743)

a

WiaNa13udvENavesiwlsAuLAaMNUI Nagnin1snaInRaviannUseanidnsnalieuindenis

o

UswusuAed 19l ddAynieais I@Uﬂaqwﬁ‘msmmmLﬂfammszﬁé‘wﬁwaqqq@ (B = 0412, p < 0.001)
59989NABN1IAAIAULE odarueoulay (B = 0.298, p < 0.001) N13AAIARIULAS DI oAU (B =0.187,
p < 0.01) uazn1snaIAEIuENNA (B = 0.156, p < 0.05) Aud iy Teaonndeatufianiad muualily
anufgIun1sITeynde (H1-H5)

og1alsfinnu lesndiudsdunasiuusmuAusiusuangneunuasunuALaznauA B LU
d1579mAfAve (Cross-sectional Survey) Nan151As1zRludud s ersinsludrnuduiudniana

[

(Statistical Association) sgnineseAunsldnagnsivseaunsTuFiusualun sy nninsasulamaunay

9 Y
v

a (Causal Inference) Tuszaudalanyana Mellsgazidunisnsdenluslayaseninaaingudiagiaiiio
saasumsIneiaenanlaguwaslilumdeitnisfnyiuda
2.4 Mm3dadauanudryvanagns (Inguszasdden 3)

o

M990 5 N3IRERUANNAAYVDINAYNENIIAINRITIANTNARDNTTUTIUTUA

aiu NagNsNIINAINRATIA Adulszavs nnnasanAsgIL (<)) seauldAny
1 msearmsdomansy 0.412 p < 0.001
2 msmamuudedinuooulal 0.298 p < 0.001
3 msaaIREATesTaR N 0.187 p < 0.01
4 NI IEIUENENE 0.156 p < 0.05

o

31NA1547 5 N15IRFIIUANNAIAYVRINAENENITNAINATaN INaAaN1TTUTLUTUA NuIINagns
msnatellomanseldvswagean (B = 0.412) sesasnfenisaaiauudednueeulatl (B = 0.298) n13nain

mumiamaﬂum [3 0.187) Uazn1snaInRIuBvsna ( B 0.156) MUARY Faaonndostuauyd gwu%’aﬁ 5

o

1/1fﬁ’mummawamimmmuammiv%vmém%wammmawaﬂivm‘wau 9 Wan15InaIR Ul Y iU

@

mﬂimaumimimaﬁmwsnﬂﬁ‘vmmimmﬂimimmmmﬂmﬂumiaiwLuammi AfnaAndusuiuusn

o o W

sesaunfonisdomsiudedsnuesulall dunsnanriudvinausiaziidudfynsaddudsisninasiian
Faslasunsinsanilunagnsiaiuaunnninagnsvan

3. #3Unan1sAnwITayY IS

1Y)

diawaldenaninuaziBaliuamiysuiniss iy nuiaenadesdululsuifiuddy na1nfe

o

Husznaunsldnagnsnisnanfdvialuseauas wigUassadAgviilinissuiuusundsedluseiuliunansde

o

o
Y o

nsfignAndiasueasunsaddudndudunu ldlvaad e Amlunagnsniseaiailemansednisiiaue

nsflfnwiuaztoyaidausedneiwlaninagean esnaunsaisuyuuesvegnataaniinislawansiy

Anse8vEwaily Faenadesivauuiigiunisidennde

aAus8ma (Discussion)

HANITITENUIINAYNTN1SAAINATVATT 4 Useian lawn msmatnuudediaueaulal n1seainxi

A3 9U0AUNT N1IAAIALLBMIATE UAEN1TAAIAKIUENTHA TENTNALTIUINABNITTUTUUTUAYDITIAD
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AdsAUAIE9R3 BrRYNTBdAYN1NEDs FedanndeeiuIUITEURY Dwivedi et al. (2021) waz Hsiao et al.

o ! v

(2020) MwuIINaENSNIIAINAAANNTTIWATIANNL LT el RLavFRasTa A USs U naluladlviiugnan

Y

Ielognailuszdnsan aenndediu Rose et al. (2024) Ndnwnlugsiadrsulisauasnuinnsna1nfdviadea

v
o v W 1

Fauinegradiduddgnatenisiuiiusuiuaznanilsvesgsia wudeiun1sAnyives Ramdani and Fietroh

(2025) Tungundndueiliamiavuianaisazvuiagen (MSME) Anudvanagnsn1snainidvalagsiy

dedanneaulall wazn1snatanudviana dddvsnaldauineglideddgniaifsensiuiuusudiduiu
nadwsiiaenadeiulunarsusuniddiiiiuindninaduinvesnisnainiidanenissuiuusudliladadn

wnnzuIungshalegsiavllavsevungsialavuianis uiusingaenndesiunslugsia B2B uay B2C

Y o a =

n1sfinagnsnIsaalniileniaseidnsnagge avvieuliiuingsiendidusdeniuzdadussia

UINSNEANUFUdULAEADIDIREANUTEIYIYANIEAIY N15ATIRLOMENTENLRAMAT 19U UNAIINIYINIG

a a

nsldnw viemsnavedeyaldanalia aunsevielignandmnedhlanuauazanuuanaaesusnsle

2819803 Uludnisanduazszantawusudlanniinisieansuuuudu 9 aenndesiu Chaffey and Ellis-

o o v

Chadwick (2022) wenaniinamITeidenmnindsaivayudesunull TngguimslinnudAgdunsdifinw

wazilomiifigaunadnsvnegsia WesnndudafignAlungu B2B Tiaruidetiouniign

nagnsnsnanuudedsnteeulauiidvinasetaun avvieuliiuindedaueeulaufiunumddgly

aw oA

n13as19INssUuUsUAlug AR Wesvinanusadiiinguidimuneldegissiniinasninwng saudsae
asujduniusuaznisiidusiuiugndn Faenndesiunuidefinuirdednuesulauiludomanlasuai
Heugeaalunquidnnisnain B2B uagdenndodnunan sdun1valinuifusenaunisly Linkedin way

Facebook tutesmanantunismeunsdoys nadnsifsdenndasiunisdnuvesivstun fyawinims uaz

v oA

Az (2568) lugsiamuaniugeansesulatl inuiduszneunislianuddgiudedinuesulatiilududiu

o

aa o =

wsntunisafiunagnsniseainfadia Fdliiuindedauesulatiiduesesdiondniigussnaunisienldlddn

auugsiadszanla wlihseaudvnanenssuduusuionauanasiulunuuiunuasnaugnddiving

s '

nagnsnIsraIarueseslioAumiidninaludduiiany wansliiiuinnisilgsiausinglunanis

Aumiianuddy lnsamzdlognAmasdumdeyanesfiuuinsadduidaaioy sgnslsinu vgwailes
AnsRaaLlamkarnisnatnuudedsausaulatsnadumsiznisnaincuas ol afurnddnwazidunis
AenANATATIAUMBEUAY (Pull Marketing) 11nn31N15aT19n155U5 U919 (Push Marketing) @anndas

U Almaqousi et al. (2021)

a o

nagnsn1snatanIuBninaddvinanfige wiinaziideddgneadfnay Medoradunsizgsia
Adadumsaasuzilugsna B2B finsdndulaidenlduinsifertesiudadomanaiauaznanauunuainnig

awu (RON) unnnIdvignadnyarafidteides @enndesiu Kittur et al. (2023) inuinnisaaiarudvinaly

a £ '

53714 B2B §uiluseAvisnatesndigsia B2C uardennsosiunanisdunwaiinuignssdvsnamlulidmane

a a1

nsdndulalungugnAgsia Mhaulafie wiwaluuIungsia B2C eg1ensdedudisiu TikTok N150a1AHIY

' '
£% a v aAaa a o

a < o < = A ) v v oA a v aa = 1 '
NW?Q@‘WﬁWﬁﬂENf’NL‘U'Uﬁﬁ]%ﬁ]‘mN@MﬁwaWWWQQLNaL‘Wﬂ‘Uﬂ‘U{jQQEJ@TN@U (WUAN AUAT, 2569) TID19ALNDUIN

e e

ilnalugataguuliminduuszaunisalnmsidauasuazanuiieiioveiioniuinniinissusesan

e3>

fiveidsafissognufen ldinzduuiungsia B28 w3e B2C finu

e

v a [ a

sEAuNsSURusUATiaglusyAuUunas asvieuliiuingsivnddudidanseglulssmelnedad
Poainslunisasienisiuiuusualiiungugndndmmng Tasanznissedniausuaniaadeniniinisandd

¢ Y o d' P a v a Y o g a v A v
LUTUR d@onRaadnNU Kumar et al. (2019) ‘V]ig‘q’c}"lﬂﬁﬂqﬁﬂa\TauﬂqllﬂQﬂm@ﬂ')"lL‘Uu‘Uiﬂ"ﬁiua’]EJ‘WEN‘V]L‘UULQ‘WWS
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fletunsviinunnndinisaiissndnualuusud wazanndestunanisduatvalinudtgnauesuinig
adsausdusumulumsduiunuunnitdiaiayadifiuniegsia ﬁqﬁmamﬁﬁa@aﬂmmwiuﬂizLﬁuﬁﬁlé’
Lﬂul,ﬁm%agaaﬂuawmaL%ﬂﬁmmwi'nfu uidadieiuienalnidomdsinnalanisnatad omanse3ad
gvisnagaan naIfe LﬁamﬁﬁwLauaﬂicﬁﬁﬂmu,amamauLmumﬂmiamuaﬂwLﬁugﬂﬁiimwmmmu‘lwé
ANNFDINTT "vdngudalszdny' vesgnénngy B28 lélnenss Tuvazideddnvesnsmanminugmssdvina
ﬁwumﬂmié'ﬂ’umwaiﬁaamﬂa”mLLaxa%msJLa%maL‘Tjaﬂ%mmd’]msﬂmmém%wamamaqwﬁ‘ﬁﬁaﬁ’]ﬁqm IGRAR
MaNNSYIUNISToLATIAMANLAZIBeUS NI Explanatory Sequential Design ﬁwm%ﬂ@mmwszhwma

anulanalnvesadeusunu Tldieanistudugn

J231NAVBINTIVY

mAdeiideiafinsfiasanusznaunisficnunaniside Usznisusn msdufog auuuiatzas
uaguuvazmnanaylinguiegliannsadusiunuressssnaitomaldoseauysal Ussnisiides ns
udoyadkUsAuLazAIwUIn NN RO ULUUADUNNANALNANAIE LUUEITITNIARAYINY YTt NaN1S
Ansigianduiusuaznisonnsasounuduiusidadfalussduninsiuvesngudiega u1nnidn
anuduiusiFavauazsalussduiannyana Jsasinuuazinaluldsenuseiasets Ussnnsitany
insesilefuifunuuasunuiiondenssenusonues (Self-report) dso1afionfannissuivesineu uay
Usgmsgavine maiiudeyaluraananifien (Cross-sectional) lsiansnsaazviounsivasuilasesnisiuduy
suanuszezald Nuideluswandsmisiansannisiiudeyanuusseren (Longitudinal) Wiensesnuuy

fanunsadugdeyasevingdiuinisuazgnAnfilduinsesaduseg Weiuanuduuiadessfeuizive

#3U (Conclusion)

N o s A

AOUTZASALN

4 1Y aa v 1Y [ 7

9IATIENTEAUNSIUNAENSNTNAIAAT LA TEAUNTTTUSLUTUA Anw

a s '

ansnavesnagnsuiazUszian uazdnaruaudAynTeuaouuImMinzand msugsiandad ua

o .Y

g9a3yy Han1TIdenud1 ulgsiaveiinisduaieslensnainadiauldlusedugs laglaniznisnainuu

' o [

dedannesulaunlasumnufiougean udsedunssuiuusudluatgamgnAnduegluseauliunas lnenns

v o

IS uusuaildindinissentauusud asviouliiiuindilidesinseninmsamunenisaainiun1ssuia

Antuasslungudmane

a ¢

WI9IAT1LYBVENAVRINALNSUAALUTEAN NUTNNNALNSINALTIVINABNITTUTHUTUA Lagnagns
n1snaeLilonianseiiansnagede sesasnfen snatauudedintesulal nseaincuATelaAUM Uay

NSAAIANILBYENENINEAY FaiulsnsdTiuiuedutenissuiuusudlatedesay 74.3 Han19IT8L3eRn N

P~ v

atvayudedunuillaedliiuinguassadifgyfegnduesuinisadsdudnidusiunuannniauaia daiunis

asuilemnfigatinadnsvnsgsnadaduiiladdglunsfsuyunesvegnen

93AAU T lannuidelviefufuyesinmiivinisiiunisnaiafdvaluuiungsia B2B

= o =

lnganzgnamnssiladafnduazadsduindaaior Fedslinsfnudesluussmelng vaeiivseloviluigs

a 3 [ [y <

5309 JUsgneun1sanusatmanisdnaduaudAgluldidusuimidunisdaassmsneinsmaniseaiale
aghefiuszavsnm Taglimnuddgiunisadailemanseiifinuauazindotiodunagnsudn asugiunsld

dodinueaulatiiovs1onisidnis daunisnaianiudvsnanlaziidedAyuaildnsnanfian saaslasuns

q

fsandunagnsiasuunnninagndndn walinsimndnenmmenisnainvedgsnandduidaaiesdge
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o

@suasenuudansilissuuladafndvesUszma Fadulaswainiugiudidyrenisimuiasugiafiva

o

vaslneagadatiu

darauauuy
ParauauuzBallauneuadeufin
1. fsznaunisgsianddudndansssatsiianuddgiunisasialomanseniinuauazundeto

s W

Dunaensudnlunisadresnissuiuusud Wneinuiilomluguuuuresunanidnnig ndifinufiuaninadns

3

Niudedld gilan1sldau advidlessuramalulad wienisdndunuieeulai (Webinar) Wiauaniisnny

a a

demguazaiuanulindaldtundugnéntmne Wesmnidemiifigainadnsvisgsiadudeiignailu
nau B2B Lirnudiedesnniign

2. mslddedenuesulavifuvemwaaiulunsversnmadfnguidmmsuazairsufjauiug log
Fonltunamiefuianzaniunguitivineg wu Linkedin dmiunguifuimsseiugs wie Facebook d1miy
naugIRRvUIINANsuaz e LHosnidudemaifuszneunisinnldinnigauaziiussansnasosasn
nmanaaiion

3. avsaaulumsaanasuiaesiiodumn (SEO uaz SEM) ilelwigshsusingluranisdumislognén
Mdadumuinsedsdudidanie: muglufumsaiatomiifdquamilefiususulunsdumlnesssuyd

4. pysiansantinagnsnsnainsudnsnasiudunagnsdu q Inedenlddmsdninandany

v
saal

Bernglunanisladaindviegsiagaamnssy snnningnssdvdnaily iesanuamsidenuiinagnéid
Bvinasiign

Forausnuzdmiunmsiseadaialy

1. asfnwdadediuiomvesnisnainddialudedn wu Yssianveadon (Ale unaw
uliing iin) fifUszavnasensiuiuususnniaalugsiandsduisanios

2. msfnwrdvBnaveanagndnisnainfivadediuusnudy q wu auddlade anudnide
wusue viseAulaUTEuNaNITUYe

3. Avsfnw T uisuUseaVENAT0INALVIENITNAINATTATENINTINIARIFUAIIRT 8L Y
uazvnAnans/angey ielilddeiausuusiivnzauiiuusazvnavegsia

a. arsAnwdadudanu (Mediating Factors) n3eiadeusu (Moderating Factors) fienaiidvdwase
ANudNiussENINaNagnnIInaIAATTauazN1sUSIUTUS WU AAAIMNAITUIAT AT Bavaenziiy
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