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Abstract

This research aims to 1) study consumer opinions on marketing innovation
strategies and the decision-making process for purchasing electric vehicles in Bangkok,
and 2) examine the influence of marketing innovation strategies on the purchasing
decisions of electric vehicle consumers in Bangkok. The study was conducted with a
sample of 400 consumers residing in Bangkok who have purchased electric vehicles, using
a convenience sampling method. Data were collected through questionnaires and
analyzed using descriptive statistics, including percentages, means, and standard
deviations, as well as inferential statistics through multiple regression analysis.

The results showed that the majority of the respondents were female, aged 31-40
years, held a bachelor's degree, worked in private companies, had a monthly income of
30,001 - 45,000 baht, and were single. Overall, the level of opinion on marketing
innovation factors affecting the decision to purchase electric vehicles was very high.
Moreover, product innovation was found to have the greatest influence on the decision
to purchase electric vehicles among Bangkok consumers, followed by service innovation

and organizational innovation, all with statistical significance at the .05 level.

Keywords: Marketing Innovation Strategy, Purchase Decision, Electric Vehicles, Bangkok
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AINADINITVBIRNAT (Gupta et al., 2016; Kotler et al., 2021). #an153dedagarunsainluly

Aa o ¥ o w w

ieRuINaENsMNIN1sRaInNusEansamundy sudadudeyaddgydmiuiusenaunisly

o
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nsusuiiliaenadesiuanudssnsveduilaalugaimaluladiinisiisulategagns,

(Trott, 2021)

TUIZAIAYaINITITY

1. ilefnwuiefuseiuauAnfiudenagnsuinnssunsnainuaznszuaunisindula
iesasusindsnulnihuasuilnaluanniurmmiuns

2. \ilofnwdvEnavesnagnsuinnssuminmanaaiidsmaienisindulalidesasud

nasulihvesfusinaluwansaunnumiues

a o
VAULVAVDINTTIY
1. Aguiag1e Ns3Teastilidunsfinuinguiieg e uslnandanuaulavsernetosaeud
wasulihluwansannumues ngldnisduuuuasain (Convenience Sampling) lu
= U L% ! o
NsLaeNNAuAIRE19T LY 400 AY
2. gnuillan MIelladunis@nwdadenaniseainiiiiertesiunagnsuinnssumig
N39A1N FaUTENOUMELIANTTUMUNEATMI WIRNTIUAIUUINT WINNTIUAIUBIANS
[ 1% A 1 Y a dy (3 v
g InNTINAUNTEUIUNNT Ndsradensinduladesaeundsaulni
3. grwaan nsiudeyadmsunsidedandunisludieszezia 6 Lhou faudifiou

UNSIANREUIEY W.A. 2567

1%
o

4. sudaui n1sdedandunisluwansannumiuas Fadununndédnenmadlunisld

wardasnuuURNaIIuld

av o4 v

EDNATIILLATITUIIYNLNYIVDY

WUIRALAYINUNAENSUIANTTUNINITNATN

¢ v & A4 A o o A I3 a A

nagnsuinnssuninseaaduasedledfyiiesAnsidlunisiiudnanuaiunsalunis
Wit laen1sasieassanazysulianssuiunsnalned1esiowtiod e liaunsanauausse
pnussansildsundadilvesuiinaliagasiasuasiiusednsnin (Kotler & Keller, 2021)
winnssulalmnetaienishndundndaeinivinty uwidsamdnmsimuinseuiunisyingy
U3N13 uazlassainaesdns LitelvidenanesiuaniznainiaraufeIn1svausinalulagiu
msUsuasunagnsniinisaainegvdellieaduddnluielesinsaiunsoedsonuaziiuln
IpluganniswdsuwlamavaluladuazngAnssuiusloaietueg 1959057 Fanagnsuinnssy

Mensnatntuansawuseanduddiunan o fall
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WINNIIUAUKEAAUIN (Product Innovation)
winnssusnundniasiiunsianiwesy fuugdudvdeuinailelinssiuanudesns
fdsuuladlivesiuilng Georasiuiansimealuladive q uldlundnsios niseenuuud
vivade msiufaddunsldauln 9 n3onsusuugenunmLazaEnuNILYeIdY A
feghaty MaauuuameI s usneusnd sl snnsalfisatu Sanugndsny
a9ty uazflongnisldauiisnuuniuiy fadudefiifnalasnswiomaindulatovesuslnad
Fosmsanuazmnauisiazanaiulalunsldon @lsa naaunges, 2558).
WINNTIUAIUUINT (Service Innovation)
winnssusuuinsfetosiumsimuiisnsliuinsianingy lnensifiuauelii
Uszaunsalvesgndn mslituinsiifinuginiis agein LagnsanuANaFnsvesgnAnae
asnanuianelakaganuinalusseze1 fregrudu msliuinisvsalwindmsusosud
n&lainidanusnguarazninauis Sanidnsafinseunqulunaneiud nionisld
AU nwsuweUnaduitannsodiddldie Sududiegresuinnssuiiannsoaisnny
LLG]ﬂGi’]\‘iLLEwLﬁuyjaﬁﬂﬁﬁUU%mi%@ﬂmﬁﬂi (Setianingsih & Nursaidah, 2021).
WINNIIUVB999ANS (Organization Innovation)
uinnTTUv0489AN TN FIN13IUE sulUasmT ewaurnglueednsies 1wy n1sUfu
lasaasieeedng maimuinussstasdnsivaduaunisadeassAuasmMsiseus saudenisly
welulaBRdvalunsuimsiansnsneInsuasnszuIunsiausa 9 esinsfidanuanunsaly
nsUfusuaziaunelussdnsegadelilosazarunsanouaussiennuvimioiaslonialy
paalsogsiiusEdvsnim fegraru nsthszuu Al inlilumsieneideyagndieysudse
N15USANT ‘vﬁamia%ﬂﬁwuﬁiimmﬁﬂiﬁmLa%umiﬁ@ﬁuuazmsﬂ%’wgﬂmuashwial,ﬁm (Trott,
2021).
WINNTINAIUNTEUIUNNS (Process Innovation)
winnssusunszuunsidunisiauikasUsuusinszuunsvinaunelussdnsTid

Usg@nSamungslu Jeorasaudsnisidumalulading g uilglunszuiunisnde n1sdnnis

v
IS a a =<

nSneNsNAUsEANSAMUINTY wagn1sanvaudslunszuiun1sndn N1sUsuUTINTEUIUNIS
neluesAnsliilesudtisanduy WASIEIUsaNAMNNNUBIAUAWAZUINS FarieledAns
anunsoutstulunaialiognedidu degraty nsuissuun1skan Lean uldluaionisndniiie

WnUsgangnmlunsHanuazanauyuNIsHEn (Rogers et al., 2003).
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nsinawlade (Purchase Decision)
ms@fﬂﬁﬂﬁamaa;:IU'%ImLﬁ“fluﬂﬁzmumﬁﬁ%’usﬁauLLazléf%’u%w%wamﬂ{]ﬂ%’awmaﬂizmi
Feoradunataduaelunazneen Q’U%Iﬂﬂﬁ’m}zL%'ué}’umzmumiﬁﬂﬁuﬁlﬁaéf’mmi%'uiﬁq
AUADINTT R]'lﬂiijuﬁﬂL%ImLa’N‘lmsi’Jjai;ljaLﬁ@LU%EJULﬁEJUWNLﬁ@ﬂGiN 9 ﬁﬁagﬂumm@ dlofiansan
oA BQTU%Iﬂﬂ%VT’lmiﬁmﬁﬂﬁls?}ja wazndnduaeiinisssduanuionelaninnisld
wAnfaeivieusnis nszvaunsiiondldfudvdnannnasysuianssumenismanaiiosdnslély
msthiaueduiaruing Sedumumddylumanssfuuaratduayunsdndulatovesiuslan
(Kotler et al., 2021).
AnuduiussEitsnagnsuianssumenismanafunisiaduladesasudwdsenlui
V2K USINATUUAN JUNNUNIUAT
ﬂaqws‘ui’mﬂﬁmmqmmamﬁwmmﬁﬁ@lumimzG’juuazaﬂfuauumiéfﬂauﬁlﬁmm
Fuilan uinnssuiundniasindaunmguasnouaussnnudosnsvesgnaldAnindumdu
7 lumana awnsaadeanuaulanasidesiulviuguilan uenni winnssuduusnn 37l
AanmuazazanauiefaelasuaiisUsraunsaifiduazanufienelaliiugndn luvasd

a a ]

winnssuvetasAnIhaznszuIuN1sNIUsEAnsamdielviesAnsanunsausuiilasnauauewsie
4 £4 | < & L 1 v a & 13 [
ANUABINTITYDINAIN A BE 19I5 Tevueildinasen1sdnduladesagudndsanul inves
AUSLNATUANTINIUIUAT NTETINUTANTINNAOAARBITUAINABINITVRIHUSLNAKAENTS
v caan Yo v | PN o & s "o a
aseUszaunsalndiiugnanvgtieiitlenalunsuszauanudisalunaianinisueaduas (3

159 NYIUNEYYT, 2558; Setianingsih & Nursaidah, 2021).

BAUN1TI

1. Uszvnsuasnguniagig

Usgrnsililunsidendsife fuslaelumansunmamunsidanuadlanionsie
sopusindsenilatii esnnnsamamuasduiuiiifiniseefmaasegRauasidwoudld
sopusndanulwihifivduesanngs fadungulssrnsfivangaudmiunisinundadeiina
sonsinaulatosnsusindseulii

NSMNUAYUIANEGUAIBENS

vanguiegudmiuniteignimuslagligrsves Cochran Samngandmiunis
Felunsdilinmudnnussnnsiiniuey MnmsAmaldvuianguienaFuduiussana
385 AU LileLfinANuwiuSwaraninGeielunFilaszidena vuranguiegegnifindy

400 AuY
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REGHGGHIZPRERN
Tunsifeadsilénisduiuuaznan (Convenience Sampling) lunaidenndusaagns dq
Julnmsquitazenuazielumadhfangusnesiinfonaznounuuaeuniy §19195mFeN3
wandeuuudeualuiiuiiiiussenstiueog iy Feassndudn ausuinissoeus vidorinu
wnanvlosueeulailsing o nsduwuvasaInyiibiaunsaiusiusnteyalaeg19esinsiwas
Usgndanan
2. \n3silefldlun1side
doafleflilunnfvsurudeyalumsiduniaiifouuuasua (Questionnaire) agn
oonuuuIisliaseurquUsHifius o Aiiedestunisdadulatososudndsenlaii Tnous
ooniu 3 daundn dail
dwil 1 Toyavhluvestimeunuuasuay
duiiUsznoudemouietudeyaussrnsvesounuuasuny 1wy e o7y 516l
3R AnuAMNISYiNY wazdu 9 evheudlefednvazvsangusiosng
dwil 2 myUsuiflunnuAniuAentunagnsuianssumnanisnain
d’suﬁﬂigﬂauﬁwﬁwmmLﬁmﬁ’uﬂaqwﬁ‘u’?mﬂﬁumamwam WU WIANTTUATUNERNS e
WINNTIUAIUUINNT WIRNTIVDIDIANT LA UTANTTUAIUNTEUIUNTS ﬁwawmiuﬁauﬁgﬂaaﬂLLUU
Tneldsziunsiauuy Likert Scale 5 5¢u Fasuvadu 1-5 Tae 1 = laidiuseoneds Tauds
5 = Wusheegnad
\nasinsUszIulazIAzILL MeziuuiliannsnoukuuaeUnLazgnihufuIM
Anade WoinszfuanuAniuvesreuLUUasUA1Y Tnen1suUanIuvaNEA1La8 BR1aY s
ATUULTIEN98991n A3F neyaund (2545) Tinausinasinisussifiuaaie il
ALadE 4.21 - 5.00 fianuAniiluseduiniign
Aady 3.41 - 4.20 SiawAndiuluseduann
Aads 2.61 - 3.40 SinvwAndiulusziuuiunans
Aade 1.81 - 2.60 ianuAndiulusziulien
Aade 1.00 - 1.80 finnudAniuluseduiesiian
duil 3 masinAuladesnsuindssluli
duiiusznaudesmuieaiulatefiiiatonisinauladesnsuindanulnih wy
amufisnelalumslinu Hadeiifinadensidento uazaruAniusouusud dnaly
duiifsnddaedunisiauuy Likert Scale 5 sedy Wwideatudwd 2 lne Anadoves

AzwuuAnAasludilazgnldiielinnenseiunsinduladenasanuianelaves
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Juslnaiifisosnsusndanulyiii lnenasinisussidiugnadann @de maaund
(2545) TaputstsnzuLudsil
Aiade 4.21 - 5.00 sedumsiaduladelusziuiniian
Aads 3.41 - 4.20 seRumsiaduladolusyiuann
Aads 2.61 - 3.40 sedumsinduladelussduliunans
Aads 1.81 - 2.60 sedunsindulatelusedution
Aiade 1.00 - 1.80 serunmsdinduladelussdutiontian
3. MsE¥auazvadaULATasil
wwuaeumugnadndulaedsnnmsfinuienatsuaznuideiiiedos iieldulad
uuuaauawuﬂsauﬂqmnﬂﬂaﬁbﬁbnaﬁmaﬁanwsﬁmﬁuia%ﬁaaauﬁwéhqquWWw uananil
wuuaeunussldtunimaaeudosiu (Pilot Test) Aungudaegauadn tievaaouay
ForuiaraANUiladevesrmay
NNIATIIABUAUATIVOLUUADUDNY
wuvaeunugnarasulnedideang 3 eu ieTaarumssweutomdeTngusrasdues
M53%8 (Content Validity) Tngldfe 10C (Index of Item-Objective Congruence) fifuaga N
ALLULANNADAARDIVBITIITY A1 10C Yesudazdolunuuaeunudideyszwing 0.80 - 1.00
Fstoeglussiuiivnzaunazannsalilunisifuteyald
nsnTRdaUANUTesiuveUUFBUANY
wdsnyhmsvageuaudeiuresuvaeunulagldrdudsedns Cronbach's Alpha
wut ¢ Reliability vesuvuasuaiaunogi 0.87 daeeglussiuiiiuazindodo nous
AzdIUTRILUABUN LT Y HansUsTdunwARuA BafuNag NS uTANTIINI9N1IRATR A0
FulszAviseuderiu Cronbach's Alpha wihifu 0.85 waz mssnauledosasuingseulniing
Anduuszansanuidiesiu Cronbach's Alpha Wiy 0.83
4. m3iusIusiudaya
mafunusmdeyavhlasnsduvasuansludanguiegsiignidontunisdinauas
wuuasuauesulall lilenwazmnlunsreuluuasUnLaziie e sathAangudaeeele
08190199279 FeyaiildFuannsreunuvasuamargninnsUTINLAY AT EiRe LY
5. nM5nTzidaya
foyaiildanuuudeumuazgninuniinseilagldaaivadmssnuuanisonuny Ingadald

Usznaume



NIFTUIINTIUNMTUTNITNTIANITAZANSHOET Innovation Technology Management Communication (ITMC)
AALANEINTIANTT W IMEdeed i uaNAa W IZE
7 1 atun 3 U 2567

afiAmssann nMsienzideyamly Wy Aiede fsfsegiu Agiuden LazNITUINUDS
A lelidnladnunzvesngusiodig

affeuuIu nsnagevanuigulaglynisiiasizvinisanneenvan (Multiple
Regression Analysis) Litemanudusiusseninnagniutanssumsnsnaiauasnisindulate

sngusnaIaulnii

HaNISANYN

nsfnwIdedes “nansuinnssumenmanaindidamadenisinduladesnsusindaa
il BYD vesfuilnalumpnsammmues” Tnsuniidumsiinseidoyaiionsesuiouaznis
nadeUaLLAgIUAIRTRsA UM I susazi Fedeyafinangiteldifumusuanuuuasuniy
sl nouasuiuaysal Sruawsiedy 400 goranyiaszinUsoandu 4 d il

namsAaszvidayaialuvesimeunuuaauniy

s TIndeyanaluvesdmouwuvasunuiidufuilaadiendoeyly
ﬂjﬂL%WMMWUﬂiLLa8§@iﬂﬂuﬁwﬁlﬂﬂ’m1‘1/\|ﬂ1 BYD 91u3u 400 @981 wuin ld@aulnginaneds
$1uru 246 au Anidufesas 61.5 sesaunAemary S 154 au Antduiesas 385 1o
fnsanlusueny grounuuasuamiddnuinniigaeglutisety 31-40 ¥ S1uau 144 ey A

Jufosas 36 sosanfengueny 41-50 U 1w 116 au Andudesas 29 vaziinguengsinni

[

vsowiu 20 Tlldwiutlesiian 31w 10 Ay Anluseeay 2.5

1% = a a o

AUNSANYT HRaukuuasunNdulngiseaunsAnwIUTYaIA3 314U 334 AU

e ]

)

f

(__DE

Juseuaz 83.5 sesasnfeszauuIyaiin 91uiu 32 au Andusesas 8 lunasilinils:
msfinsUgareniidivuiesdian s1uiu 4 au Aadudesas 1 Auendn frouwuuaeuniud
Uszneve@nluuiemienvuidiuiuannian 31w 129 au Anluseway 32.25 sesmunfond

Usgnouendngsiadinsa 1w 106 au Anluiewar 26.5 drudnauwuuasuauidutincew

Y

= a o ] a ° a & v
Uﬂﬂﬂiﬂ’]mgﬂ’]ujuuaﬂﬁ/]'nﬁﬂ U 6 AU AALUUTRERY 1.5

Tuduvesneld graunuvaeunuiiiseladewaulugig 30,001 - 45,000 v i

wnfian 91w 207 au Andudesas 51.75 sedawnfenguiidiseldseifausening 15,000 -

'
J a

30,000 UM 371U 115 au Antdudesas 28.75 vaugiinguiiistela@inin 15,000 urnisiuiu

q

Woudign 97w 2 Aau Anvduseeaz 0.5 wazluduaniunin freunuvasuanudulngd

anrun mdulan 371U 313 AU AstduSesay 78.25 S99a9NNARRNANTA/DEATU 31UIU 63

Y Y
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au Andudosay 15.75 vadingumine/meni1s/ueniusgisuoutdesdian $1umm 24 au Any
Jovay

6.nan153szidayaiieafuanuAaiudanagnsuianssuniannsnandidawase
nsfnduladasnsudndaaulni BYD

Joyagmounuvasunuiiusvsulduasidudoyaiianysal amnsednsiels 1w

(%
v A A [

400 atu Han1ThATIztoyaladunagnsuinnIsunan1snalafdwasenisanauladiasoaud

Y

[y

P9 uUlni BYD 1aguinnssunianisnain Usenaunig winnssua uNan e uinnssuaiu
UINIT WINNTSUVDIBIANT WATUINNTIUAIUNTLUIUNIT LARARILARNILLAITIIAIT
M99 1 Aede drudetuuninggiu wazseaumiuauaamiuvesdatenagnduinnssy

NUNSAAR I UBAREAUNdNaRan1SPnaulatasaeusnasulnddl BYD

L. ARdY Uty veatuy L
NAYNSUIANTINNINITNAIN SEAUAUAALIU
NINTFI
UINNTTUATURNANN 249 4.24 542 170
YIANTIUAIUUSANS 4.07 631 170
YIPNTTUVDIDIANT 4.12 473 170
YIRNTTUAUNTLUIWAS 4.06 563 170
s 4.12 675 170

- Y @ Y ! = a =3 a (Y !
NA1517 4.2 uaashiivigneunuudeunudilvgiinnudaiunefiudiuyseas
a i 1% 2 v Y = N =
nansaatauInisluksazau lnenmsaumiuimeseauin (X = 4.12) Weia1sanlagiies
o w ! v v a v ¢ a a (=3 I o - A
Muay wud winnssudundadoet Ianudaviuegluseduunn (X = 4.24) 599831178
1Y 3 = a < 1 1Y - o v a = a < 1
winnssuvesesAns danuAniueglussduinn (X = 4.12) uinnssuauuinis SanuAniueg
Tuszaunn (X = 4.12) wazuinnssusunszuiuns danudeiueglussduinn (X = 4.06)
nan1sBeszideyanedfuanuAaiudenisinduladesasudwasaulvin BYD
JoyannausuuasunuiiuTiuTlauasdudeyaauysal amnsadaszild S1uau
400 adu nanTInTwveyanInsdadulatiosasudngsulnii BYD Usenause n1ssusi

Ugyu MstanziannIvans nsussiiiuniaion n1sdeaulalduinig wasnginssunenainis

T4usn1s Feanunsaasulelnens19eall
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M99 2 Anedy dandenuunnnsyiu wasszauauaNAniuIeIN1siadulalio saeud

waaului BYD

A g doufsauy szauaniy
n1sandula AadeY o
UINTFI AR

n33uitiataymn (Problem Recognition) 4.75 0.566 1niign
MSLENZUEIMII1IENS (Information Search) 4.64 0.864 mm’?ﬂqm
nsUseliumingden (Evaluation of Alternatives) 4.62 0.496 maﬁqm
msdnaulalduins (Purchase Decision) 4.12 0.588 1N
NOANIIUN18YE 901539 U5 N9 (Post-Purchase

4.28 0.881 un
Behavior)
ERL) 4.19 0.652 an

NANSNATRUANNAFIU

N1T3ATIEYINISANYIT B NagNSUIRNTIUNNNIAaIANdiadan1sanauladesasud

wasulni BYD veuslaaluwansammuviuas 3nguslaafiondueglunsammuniuasiag

Fosneuanaulii BYD weasunanisveasuauufigu aldaifivaaoudninasenineduys

NN dedlidvunnnuduiusiuesgs (Multicollinearity) A9luN1IATIVABUIINITUNUAIN

wUsluaunsiuuuazliiin Multicollinearity §3383ssosinn1snTiaaeunaus Tolerance Way

A1 Variance inflation factor (VIF) a8siudsdasznnda dsiiordudnvesnisvaaeuiouly de

aal a ¢ . . . a a Y] a
W/MIBATITNANDENYAM (Multiple regression analysis) 1318a2L08ANINITINN 3

a a ¢ . . & = )
M15199 3 wan13iLAsIEvinIsannaeniAu (Multiple regression) tWeAnu1Uade

nagnsuinnssunenIsaatafidmasensanduladesasudndenulnii BYD veuilnaluiwn

NFAVNUNIUAT
mshnduladosasudndsnului BYD B >t Beta t Sig.
Error

ﬁ"]ﬂﬂ‘ﬁl (Constant) 127 .153 1.305 .193
WINNTIUAUNAN AW 362 042 396  14.160 .000*
YIANTIUAIUUS AT 270 .043 281 8.352  .004*
YIANTIUVDIDIANT 123 .037 .155 3.852  .001*
UINNTTUATUNTEUIUNTT 144 496 138 5307 .056

R? = .829 Adjusted R® = .827 F = 382.726 Sig = .000*
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NAN3199 3 wuinFuUsensainddla Tolerance gand1 0.2 wagen VIF tesnin
4 Fawanslidiuinladdaymanuduiusidadusenineiudsdass (multicollinearity) wag
annsolimalienesinsoaneswgnlfesamnyandionsasudatefidmarnonisiadulade
saousndsnuluii BYD vesfuslasluwangammaniuas Ssvinsmaaeuansfigunside e
AnwndvEnavasnagnsuinnssunanisnan s 4 d1u léun uinnssudunEndus uinnss
Fuuins uianssuvetesdng wazuianssudunszuauns fdwadenisdaduladesneusd
il BYD vasfuslnaluimngammumiuns Sswud fusis 4 §1u awnsnedunens
Waruuaswessuusnu fo nisiadulatosnsusndsnliii BYD fududedudosay 82.7

o w

(Adjusted R? = 0.827) egrefitfaddgymeadafisesu 0.05 Tuduilwdetududndiuiosas
173 Lﬁmmﬂﬁﬁs%ﬂ'uﬁaguaﬂLwﬁaaﬁﬂmaé’Wﬁ‘ﬂ%ﬂﬁ
Lﬁaﬁmmwfmﬁmmmamwwaqﬂaqmﬁ‘uﬁfmmaw’mmimamﬁﬁamammiﬁ@ﬁuﬁlﬁa
sogudnasulni BYD vesuslaalulwansammuviuasnud
nagnsuTAnssInIMInan fuwinnssudiunEnsoe fsvsnatenisinauladesasus
wdanullih BYD vesfuslaaluwangammamiuas wudnflan Sig. .000 geflddiniisesu
Soddaymeadng 0.05 visesuneldin winnssudundnstasidsvinaenisinauladosasus
waaulni BYD Tuwangammamiuns Tnewlofiansanaindn Beta wuin negil 0.396 uand
1anEwasEnIedwsiinansfetuiy esuigladimnuusus BYD TUadenagnsuinnssy
Mansnan Funinnssusundndasiliiuduilanluwangammumues funsdeules
FiuBu 1 iy dsdviwarominauladosnsuindsnulilh BYD w1ntu 0.396 e
nagnsuTANTIININIINaIn Aunianssudiuuinig d8vinadenisiaduladesneud
wdsauluia BYD vesfuslnaluwnngsmmamiuns wuingen Sig. .004 §sflfsininsedu
Todfayneadnd 0.05 wioesuielddn uimnssuduuinisiidvinasonisinduledosasud
w&slwii BYD Tulwmngammamiuas Taiilefiansanaind Beta nudn eyl 0.281 uans
18nEwasErIndwUsinanafeltuiu asuigladimnuusus BYD Tladenagnsuinnssy
yamInan fuuianssuduuins Wisufuslaelumsnsanmasuas funsdeulsaiutu
1 i wdsdvdnarenisiadulatososusindsenilaifia BYD wnntiu 0.281 e
nagnsuTANIIINIeNIINaIa duuTanssuvesesdns Tenswanenisindulatesnaud
wdaeulelih BYD vesfuslaaluwansammamiuns wuidlan Sig. .001 §ilddiniisesu
Foddynsadng 0.05 vioesuelddn winnssuvesesdnsiidninasenisinduledosaaus
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Abstract

The purposes of this research were to (1) study students' attitudes toward lunch at
Ratnakosin Sompote Bang Khun Thian School, (2) examine the marketing mix factors in the lunch
sales of students at Ratnakosin Sompote Bang Khun Thian School, (3) analyze the lunch
purchase decisions of students at Ratnakosin Sompote Bang Khun Thian School, (4) compare
personal factors with the lunch purchase decisions of students at Ratnakosin Sompote Bang
Khun Thian School, and (5) investigate the factors affecting the lunch purchase decisions of
students at Ratnakosin Sompote Bang Khun Thian School. This was a quantitative study that
used a questionnaire as a data collection tool from a sample of 306 students at Ratnakosin
Sompote Bang Khun Thian School. Statistical analysis included frequency, percentage, mean,
standard deviation, t-tests, one-way ANOVA, and multiple regression analysis. The research
findings showed that (1) the overall attitude towards lunch among students at Ratnakosin
Sompote Bang Khun Thian School was at a very high level with a mean of 4.04, (2) the marketing
mix factors for lunch sales at Ratnakosin Sompote Bang Khun Thian School were at a high level
with a mean of 4.10, (3) the overall lunch purchase decisions of students at Ratnakosin Sompote
Bang Khun Thian School were at a very high level with a mean of 4.04, (4) there was no significant
difference in personal factors affecting lunch purchase decisions among students at Ratnakosin
Sompote Bang Khun Thian School, and (5) the correlation coefficient for personal factors and
lunch purchase decisions among students at Ratnakosin Sompote Bang Khun Thian School was

.659.

Keywords: Purchase Decision, Attitude, Marketing Mix, Students
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+5% YNl lavuAfIeE 1931w 306 AU
Fumeudl 2 imsfmundiegisuuuiugll (Stratified Sampling) Tnsusnusefudud

nsAny Sadunisiiennguiiegawuulaini (Quota Sampling) A5G

22



MIAUIANTINATUINSNITINNSUAZNNF0ENS Innovation Technology Management Communication (ITMC)
AMLANEINIIANTT W IMendeudinuaudansze
Ui 1 adun 3 U 2567

AN5199 1 A1T9ANUILAIANVUINADEN

Y

Wuil/ngu U SR IMUIUADYIRINMST | VUIAATDES
Uszans AU
Y g 505 505 x 306 101.53 102
PYUUN 4
1522
Yo 499 499 x 306 100.32 100
PYUUN 5
1522
Y o 518 518 x 306 104.14 104
PYUUN 6
1522
574 1,522 306 306

Tunoud 3 vinisdunguinegiainiFsulsadsusaulndunsanlnsunaguifiou oy
5¥11119 15-18 Yaeisn1sAnidensaeg19a1za9 (Purposive sampling) kagvinn1siAusius
Toyalagenfuruadinslaveslivoya

2. \w3asfiafildlunside Fsn19itendsiidumsidondausina (Quantitative Research)
Tnglduuuasuns (Questionnaire) lurdosiiolumsiiusiusndeyaseiBnisuanuuuasua
uaznuuasumueaulay duiseazdasil

2.1 dnuaiziaiesilefiltlunnside liun wuaeunwiiuszneuseuuuasuasdarsln
waztanedn Tneuvseanidu 4 o feil

il 1 Jaduduyana 1dun e oy 518ld TdnvazuvvasUnILUUATIRAEY
518715 (Checklist) G?QLﬂu%’ayJaizﬁuuwuﬁcyaJ’a (Nominal Scale) ?fuﬁu%mgaisﬁummﬁzgzﬁa
(Nominal Scale) lauf we wagdeyaseduninsdusu (Ordinal Scale)

poufl 2 Wruafnonisindulateemanarsiy fEnwLUUABUN AL UTINATENT]
aAdu (Interval Scale) utseanidu 5 sedumuisuesdiasy (Likert Scale) Idun snfian wn
Ununans Yoy wagtesiian

poufl 3 Hadudrudsranniainisnain SdNUALLUUADUANLUUNIATERTINIATY
(Interval Scale) utseanidu 5 sefuniBuesaiAsm (Likert Scale) lHuA wnnfian 1n Urunang
tiow uagiooiian

Aol 4 mnwAaiufufy Tdnvasduwvuasunuaededilalenaling

F9819E 1T OLANIANLAALTAULALLRAL LA
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2.2 msmaummessiielunide mnmsaiauuuasuauiitelhidueiesiiolumsiiv
swsdoya ffeldmiliunsadauaeumuwasaun T ILUUABIUIIILTURDY 9t
1) Msmenunsndad on Tngnsussiiuauasnadosszninsdiniu i
g UseasAn1s3de Aun15Usediunien 10C (Index of Item Objective Congruence) lngaée
frsanandlunisussiiurnumsnzasvesdomany sy 3 au Wevhnsienevinnuaenndos
dienraeumunsadailoon wagdwualimndamonudesdian 10C 1nnd1 0.50 Tl waan
msUssidiuarumsadaien wuth fanu 36 de feuaeaadowuinguszasinigide Tnedie
Futusgnie 67-1 uarditoiausnunienisuuuimamiielimanuiinnuauysaluindu g

[y

FRelarndunisuiuuimaiunuvdiaueiuzvesinsanadineuiavindunuuvaeuaualty

« o

auysaliverlunaassld

e

2) MImAAMILTBNY (Reliability) vasn3odionldluniside Inan1siuuvasuaiy
Y] 2 < ¥ 1 Y} 1 Ao o ¥ (Y} 1
atvauysalluneaedly (Try Out) lngnisiusiuniudeyaainngusiieganilanvazaaneiungs
é’hasmﬁaﬂsﬁﬂunmﬁmwmm%yjaﬁa F1UU 30 AU kazlaTIUTINTRNARA N TLATIEVINY
1 d‘ q:/ o b4 :’1 Y a d‘ L% d‘ é{
AN UYL ULARUDY g ualihuugeununsatuinnuiedun 0.80 Yuld wa
a 6 1 z-ﬂ' a.'/ 1 gj v -'-ﬂl o.ll d‘ r-i" S a0 z-ﬂ' q.'/
ASAATIEAAIAULTDLTUY WU LUUFBUDNLVIRUULANUTDIUNA 0.80 F9fiaindlarAuLdady
agluszavu 815 anunsathluldiiusivsudeyaainnguiied sld wazillofiansandusiediuls
agulanadl

3 m3iusausandaya n1sideassldunisiiusiusudeyameisnisnisuan

(% 1

o

wuugsuaueaulall lnsdlvunauniiuny Al

3.1 daLmSsaLuvaaunueaulalie Google form

3.2 wanuuugsuauesulatmeisnisiiniuvasuaulsaussusaulndunsanlagunsg
Yuiiiey vnsiiusiusindeyasening 25 fueneu 2567 - 7 Aanau 2567 laensidennay
F98NUUULNZ

3.3 pyRasumNANysavesuuuasuay Tldasumusuoufitmunuediedield
31131 400 %

3.4 amulnaslnanunlunlasrwasyinn1siasisvdeua

Y
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4. aaantdlumsdnseideya Pdelafimusadanldlunsimszideyadsil

(%
=

4.1 adanlglunsinsgideyaiiugmu loun AUl (Frequency) Souae (Percentage)

<9

o
=

ALRdY (X) wazdiuletuunnggiu (S.0.) wasfivuanueitunsiiansanaALeie Gl (Yysd @3

9

d¥1m, 2556)

Aady ATUNUNY
1.00-1.50 VERED
1.51-2.50 oy
2.51-3.50 Y1unang
3.51-4.50 170
4.51-5.00 1niign

4.2 MSNAABUALNAFIY
1) mswSsuiisuladuaiuynna dmsudwlsisisuusees 2 s loun e vin
a v % 1 a o U v o U QQIQI U d‘d
NTATIERteyanisn1snaaeumdl (t-Test) WnefmunseAutydAyn1eainn .05 uagiudsind
AuUsgapunndy 2 duds laun 01y waeseld vimsiasgvideyalnenisvaaauaion (F-test)
AIBNTIATIZRANULUTUTIUNINLAYY (One-way ANOVA) TasmvunszautivdAgnisedan .05
o = = 1 1 1 d‘ 1 aa d‘ % LY o W

LagYIINNSWITHUWIEUANULANGNNT18AYRIANRRMETT LSD Nisesiutiaddny .05
2) msaTzidadendwmananisindulageomisnarsiuvesdniioulsuiou
Faulndunsanlnvursudiou tawn fAuaf uasd1uUszaun1In1TnaIn Aen1TIATIERaNNIs

'
o w aad

anneenvian (Multiple Regression) wuuuni lagfmunaseiuiedidgniaini .05

a o

W&N13738
1) Yadudruyma wud dulvgdumands 91816-17 U wazseliredu 151-200 um
2) Wimupdran1suTianemsnatciuvesiniseulsuseusnulndunsaulavuiayuiieu

aunsatauenanTiassidayalasiail

M58 2 AlLedLard I TEAULNAIFIUTRIIALARFENITUSINARIMSNAY TUYR NS B

lsassusaulndunsaulnvuisyuiiou

STAUNAUARABNITUSLNA
YAUARABNITUSINABIMNSTNANIUVBIUNLIBULTISEU

Y- . . IMINANTY
SaulnFunsaulavurayuiiiey —
X | S.D. | anunune
1. 9n5suAndasdandeaimsiidunseuaiiou 3.92 | .999 110
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v o - . o . STAUYIAUARADNITUIINA
AAUARADNITUIINABIMSNANIUTBIUNT o Ul ST .
2IM15NANIUY

Saulndunsaulngunsyuiiou
X | SD. | Aanamung

2 dnideuRninsideniee1msasu 5 g 19N 18UDes 4.09 | 716 el
S.ﬁfﬂL%&Juﬁm']mnﬁaﬂﬁ??ammﬁﬁLquﬂauaﬂﬁqgmzmqmiL’Eu 3.90 | 1.054 ala
4 fniFeuAnihnsdenomsussanmividuisgndemundn | 4.10 | 798
1AguINIg s
5 dnieudninistessundlillgauely 4.11 | 733 110
6 TnBeuRnIINSEenToemsnansTums iy msauRIui 4.15 | .765
MuarAINTINS NI 1EssullSsuselugiaune o
AINTFW 404 | 0.44 A

1NA15199 1 wansAadslazd e uuLInsIUIAuARAaNISUILAABIMNTNAIUYB S
v A a [ a 4 I ! 1 LY a0 a 41'
dniseulsaseusaulndunsaulavuisyuiiony wud Tunnsiwedluseauunn fdady 4.04 e
a & 1% a1 A a o oo a 4 & 9
fsalunedelaeiiasssaisarnuinlutdey wud dnseufniinisiientionmisnasiumig
& oA < Yy = = ] \ | a a =
Juamnsausiunniuasainsimsinszdesuldiseursluyiniie IALede 4.15 509a37A8
v A a ! d’lj M va ISP a v A a ! A 1
dniseufnin1sdeaimsunslilamauely danade 4.11 dniSeufniinisidenaimisusagnivg

! q.y/ = ¥ v ISP a v A a ! A d’lj 1 o 4

WITUIRLgNABIMINMANLATWINT JARRY 4.10 dniSeufnin1sidenter nsasu 5 vy vivli
! I a A U &S a1 v o & g a a a
NeKdauss daAedy 4.09 dnissuAnneudendeesiilunsyuailon daAnady 3.92 uay
o a d & = 1 = a A =
UNTIUANIINITIEDNTRMTALNIUIUBNEFIUENINTTHEY HAady 3.90

3) drulszaun1anisnainvestnissulsuisusaulndunsanlayuisguiiou aunse

6 v

Wlauoran1TIATentayalanadl

M13199 3 AnadekavdL el IR INEINUTTANNIINIIRAIRTRItnS Bul s U BUsIUlnAuns

aulnvuNyuTey
o o A W e e seAuduUsTaUNIg

Jadgdrulszaumenisnainvastiniseulsassuiaulnfunsaalayuneyu

. N13AaA

Wigu —

X | SD. | Anunung

funaafng (Product) 4.10 | 0.35 |  ¥n
1. e mstumsifenteivainvaleiu 4.03 | .831 ah)
2. AANUBIDIMNTATINNLLINTFIY 4.05 | .725 ly
3. sanAvesamsesesgnuntniseu 4.07 | .810 1N
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sEAUdINUTZENNNY

JadwdaudszaumenisaanavasiniBeulsaseusaulndunsaulavusyuy

. ASAAA
Wigu
X S.D. | ANUNUNY

4. @vpsomsantuiinmiu 4.22 | .683 110
5. IsianNdzeInuazUaensiy 412 | 723 170
6. Suemsianudealunyinitey 4.08 | .740 10
7. MsdnanuatLazAvuglunsldansa 4.11 | 797 110
8. o siuUsEIANLUUSUUSENLE 4.10 | .750 1N
9. veAuifndiguounsieda 4.11 | .740 1N
#1us51A" (Price) 4.11 | 0.42 1N
1. iﬁmsuaqmmimmzauﬁuﬂ%mmﬁlﬁ 4.07 | .815 un
2. S1uemsitesimuenegstniay 4.09 | .715 10
3.5189N1991SHANUALNZANAUSTU1NS 4.14 | 766 11N
45919 MNFUANUMINLAUTUANN NGNS 4.16 | .703 11N
a01udl (Place) 4.08 | 0.44 4N
1. aouismheiifuemsliidenunndeldayean 4.04 | .806 10
2. goufismgosiianuazein 4.04 | .705 170
3, S migemnsienuidede 4.21 | 722 10
4. anwwIndeuinennTTaue I swazindaiieae 4.04 | .786 10
N159A1%AUNY 4.03 | .786 1N
1. fitheussanduiusiuylunsias u 4.05 | .582 1N
2. dfanTuRiLAnlunAnNIasige) 4.08 | .594 ey
3. fimsdaasunisvediuiauls Wy nsanuantanua 4.05 | 0.51 170
ATNTIUTIN 3.89 | 0.31 1N

91NM15°99 2 Aedsnazd ulsuuulnig uladediuyssaunnIsnaInvatinige

Isaeusnulndunsaulasuisyuiion wud nmswegluseavunn danade 3.89 Weninsanu

seuagUlanad

Aurdnd wud Tunwswegluszauann Weinsalusedelaedidnsonadenin

1nlUtes WU e IMnsan iU 4.22 599a911AD 91siANuareIawarlasniy 4.12

nsvaanumiwaznruglunsldasay 4.11 wedudidgueusiaos 4.11 omnsilulszan

wuusuUsEIudne 4.10 SruemnsianufevlunginiGeu 4.08 sanivesamisesesgniin
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tfniFou 4.07 AUNTNUBIOMNIATINIENATEIU 4.05 uardueslunsidendeiivanvansiu
4.03

AU wud luamsaweglusyivann 11 9MemsianamaneauiuamnIne s
4.16 S99R9UNADIIUNITOIMNTUANUINZANAUS1UOMIS 4.14 51u1M1sHU851AUDNDENS
FAau 4.09 warsimvesomnTINzaLuUSIaiild 4.07

FauaIuR Wuin Tunmsuegluseeu un dlefiarsanfusedelaianioaadoan
wnlUties wud Susmigemsiauddede ¢.21 anufisimineiiuemslifidenunnde
I§aaan 4.08 gouiis e msiianuazeIn 4.08 LaraM LN oUALNELANNTTM LB
wasfifidafivne 4.0

AUt wud lunmswegluseiuann dlofiansandunedelaeiaSouaie
Pinunluies wut fRenssufiveslumeniasingg 4.08 finsdsasunisuefiunala wu n1san
wanuaNuay 4.05 uaziitheussuduiusiuyluudag 7ud.05

4) midnauladeaimsnariuvestinFeulseaseushulndunsanlovunayuiioy a1unse

=De

WNaUDHANTIAT IR UaYa lana

N ! a ) q' v a & o v =
AITNN 4 AR YLLALAIULY ENL‘ljummig’lumim@auﬂlf\]“ﬂElmﬁziﬁﬂmﬂ’mﬁumumi‘auIiﬂLiﬁJu

(% a s =
SaulnFunsaulovursyuiieu

oo o w4 W e e .| sEAvViAUARABNITUSLAA
nsingulageaimsnarsiuvestiniGeulsassuiaulnduns .
- 21M113NA193U
GHIGLATERL TR —

X | S.D. | Annuviung
1.4n158UABINITT0RIMITNTIEANUANAINILATUINTT 3.70 | 0.87 ly
2. dniSsuiengaamInuAuleuvesiveutinisey 4.01 | 0.98 ly
3. dniseuasiiondee1mnsnisAgnian 4.10 | 0.84 uN
4. TnISEUABN TR 1BABINITAUNINTA 4.06 | 0.84 ly
5. Unisgudengeamnsiiuuannssuasgiauaiive liviuade 3.92 | 0.92 uN
6. tniSeudengoe M sNUTsaninudinsanazinandy 4.12 | 0.82 ly
7. tniSsudnagdosmsangiunidnuiuauseftosiaue 4.13 | 0.85 1N
8. UnispudnvzpemsiuAudulszd 4.16 | 0.76 1N
9. dnispulinasioemnsniulssdnasaseliuduiienusimsy | 4.03 | 0.88 1N
10. dnseudnagdesmsmniunlvlinaieey 4.16 | 0.78 1N

AN 4.04 | 0.34 qn
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a

31NM15197 3 wansanafowazdulowuuunsgunsinaulade e msnansiuges

v A a

dnisulsaseusaulndunsaulavuisyuiiou wui Tunmsieglusedudun denade 4.04 Lile

¥ I

Asaudusevelagisesradsanuiniutey wuln dniseusinasdeeimisiunudulsean

¥ '
LY I~ ¥ X

ANLRAY 4.16 karUnB8uINLTee1MNTAINNIUNIUSLN ey TAede 4.16 S99a9U1AD UNSeu

Aa o a

finagdormsianeuniduuausefitesiate IAnade 4.13 dniSeudendee misinusegn

a N

Tyaiudins1anazunands denade 4.12 dniSeuazidendoemsnilisnaigniga ddiade 4.10

Ao A a

UniSeudondeemnangsfein1squamia danede 4.06 UnFeuinision msiiuugdiass
solAudnionNuIInLs) danads 4.03 YniSsuldende visaiuanudeuvediaulniSey 1
ALade 4.01 dniSeudentesmsnileufnanseiaedauaiive lvviade J1ALRaY 3.92 kay

UNISHUABINTTHDMNINIIRANUANAMILAYUINTS HAade 3.70

5) NMSNARDUANNAFIU
a d‘ o ] 1 U =1 L% a % v = a
auufgui 1 Jadediuyananisiuinisdndulasimisnarsiuveninieulsaiey
U a L1 a 1 v a d‘d L7 [y} 1 v U Aa dy
Faulndunsaulavursyuiiiou wudl dniseuniime o1 wazselasaiusinsiuinisdndulade
21snanaiulunanenaiu
a r-:ll % d‘ 1 1 U a &I % U = a U a I3
auufgun 2 Jadeidamananisandulatimainisnarsiuvesingeulsaseusnulnduns
aulayunsyuiiey anunsaauenan1Tinseiveyalanal

Qll a L3 % Ql' ] ! U a dgll LY v A a Y a 4
A5199 5 nalipsidadendwasenisindulatieemmsnansiuvesinissulsedvusaulnduns

aulnvuneyuiiey
Unstandardized | Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig

nsiadulate | MesiiContant 1549 | 169 9.186 | .000
9 snansiy | iauaidenisuslarevisnanniu | 410 034 536 12.141 | 000*
VTN YU (Attitude)
Isa5yu shusdngdast (Product) .188 .051 197 3.705 | .000*
Sonlnduns | um (Price) 043 | 040 053 1.064 | 288
aulnyusvu anuil (Place) -.075 .040 -.098 -1.876 | .061
Ty q Pean1esmsdndmine(Promotion) | 047 031 071 1518 | 130
R =.659*% R?=.434 Adj R? =.427 Std.Error =.169
F =60.429 Sig. 000*
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INENTIN 5 LAAINANITIATIZVANNTOANENYERTASIWadHasionginssunsindula
Fomsnataiuvesinissulsassusnulndunsaulavuisguiiou wud Amdudseansanduius
WNANIA1 .659 uaritasaevasAAduUTEANTanduTusSNYAM . 169 uansiulsnenal 2 6

Suiu nensainginssunsinduladeomsnasiuvesinseulsassusaulndunsaulasuiagu

o w 1

e fiA7 434 wagnan1siaszinisulsusiuiieundeuteddyvesandulssansanduius
wian WU mduszavsanduiudnvauiloddymisadfivisedu 05 uansnrmdiniudserinah
wUsinaiuasiuUsnennsal i 2 drfienudiiuifiludadunsauazannsoadieiuusmensel
fidsuaronginssumsdinaulatoomanansiuresinGeulsadsusmilndunsaul nvusyuiiiou
wudrdadennsdnauladeeisnansiuvesineulsaiousaulndundaulnvursuiiou

Usenausieg 2 fauUs tawn

v a

1) viruARsion1sUTlnAoIIsNa IudwmanIsuIndengAnssunsindulagesinisnaisiu

S Y

v a a (% a 4 ) I A v o W aa a
vosinSeulsuiousnulnduniaulavuiuiew sgnidudfgnieaifinsedu .05 lnenginssy
n1sdnduladenimsnarsiuvesinsvulsaisusnulndunsanlnvunsyuiisudinaseiauafse

a v A 4911 [ v a o/ a s = a 4%’
ngAnssunsAndulageomsnatsiuresiniteulsaseushulndunsaulavunsyuiieuiauy 410

YUY N30LNNTUSREAY 41.00

| a v a

2) d1uUszann1an15naIn AuRansu (Product) dswanisuindenginsunisandula

o w [y

Foomsnanviuvestiniseulsaussusaulndunsaulavuisguiiou sgrelidedidgniadanssau

o

.05 lngngAnssunisandulatieamisnasiuvesinieulsuiousnulndunsaulavuisyuiiiou
denasoduUTEaun1aN1InaIn Aundnduet (Product) 1Ny 188 vule nialiutuseeay

18.00

a a o

2AUIIBNANITITY
U a ol a U LY a a U a [ = !
VimupRsian1suslanemsnaiuvestnSsulseieusaulndunsaulavursyuiiey wuii
TunsegluseAuaun Wewnan dniFeufniin1smueImsaumuazaIniassInsatisnan
Talune uazniSeuAni1e1MTUAILTTNITUTIENILYNABINLDWMITIATUINIT a1T0WMNIATU 5

ny wsznsmuemsnatsivlulsaseulilavaveniisanmgiueninisiu wwiAnves (Liu et

al, 2020).§ NAiausliin fruasien1susinaewTnaIsiuvesliniSouasiouianissusuay

Y

Auigatulawuinig swdladenednuuazasugia liun 1) mnuazainsiua 2) auen

q

MLATUINTT 3) TIAUALANNIN WA 4) FIUENNNITIU
JadgdunauniinIsnaInvensimiige I snatsiuvasdniseulsaussusnulnduns

aulavursyuiiow wud Tunmsineglusedunin Weswnansaemsiinzauiuaunmila

o

UL kagdinsdnnanssuitawlumAn1aniee wwAnved (Smith, 2018) Miuausaliin
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nssmieesnansiuitadenateysensiiieitestudiunaumnenisnain (Marketing Mix)
lawn (1) ndnsiet (Product) Qmmwmaqmmsﬂmﬁuﬁmi‘d%’uLU?{aumam'mm’faaﬂmLaz
wunltuguam, $1a7 (Price)mafiunzantunguvesdmnemanssiafianusausstuldly
pam, Foam1ensiadmineg (Place)nsidenanuiiiinuazaindniugnainsidenaniuildn
Favineidiedne, uagnisduaiunisnain (Promotionl¥nag i nsdaaiunisnaindil
UszdnSam wazladennanisnann 1w HEnde 5901 909M19N1530INUY Wagn1SERETNNNT
g dunumdrdglunisimuanginssunisuiiaavesusinanguie vy aenndesiy Kotler,
Philip (2009) SR TTIN9NIAaNANSa AU (4Ps: Product, Price, Place, Promotion) &
AnudAgyan1simuairuARLazngAnssuNISRenUSInAveduslaa TnglanenguilniSeunas
iy Tineslieuddyfunnuvannvansvemwaniasiuas mdndsdndailadie wenent
Faaanadaaty Smith, John A. (2017) finudn Tuuseimaanigetudndnisdaaiunisuned
winzay uazmsiansmailussduiivngan aunsanseduliiensudadulatondnfusioms

[

leuntu Gedenndesiunanisivelulsuieusnulndunsaulavuisyuiieu 73w

o o

N9N1sRanliNasan1senaulaldanusinAeIsNatTiuYeslnSsusg 19l dud ey

o

v a dy [y v A a [ a s = J
n1sfndularesmisnarsiuvesiniFeulsuieusnulndunsaulayureyuiiou wuin Ty
i v a - o a 9 & v ) < Yy v A
amswegluszauaun Wewnn dniseudnzdesmnsulisduasaseliuduneniny
2 = Y o~ = oA a | & v a & ° =
557 faudiRelisafunandniioaunnid uvisdugeulunissesuanduusednnsizenasd
ingnivSnafier wardnwiunmsersuiates LuIANAA (Ritchie et al., 2015) Miaue
1371 msdnduladosmmsnansiudaanangfinssun1suslan Insaunsauuseanlavatetade iy
DanusingIiulasuimsdvselesddesinisunntdesudlvu 2) anuiifegriusan s1ades
WhdsladeuasimangauiuUsinanta 3) aunnuasaulaenieredemng Aead1lednunIn
VeI IMIsANANLNY 4) BNSHaINOULAZANINWINS BN daNasian1sAndUlaTavaItnTEY
lagianizlulsesou wanaintd Yadenanedsenis 1wy AMNIMEINIS 51A7 ANUEEAINtuNISIDe
waznssusifedtuavam dnasgadidedAysensindulageemsveingue vy wasddade
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Abstract

This study aims to evaluate user satisfaction with an English learning application
that utilizes Al technology on mobile devices. The research was conducted through in-
depth interviews with a target group of 30 users who have had at least three months of
experience using the application for English learning with Al support. The findings indicate
that factors influencing user satisfaction include content quality, Al responsiveness, ease
of use, language skill improvement, and data security. The study highlights the significance
of Al technology in enhancing learning and effectively supporting the development of

English language skills for users.

Keywords: User Satisfaction Evaluation, English Learning Application, Artificial

Intelligence, Al, Mobile Devices, Data Security, Language Skill Improvement
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Abstract

This article aims to explore and analyze strategies for developing teachers’
competencies in digital media and educational information technology in the 21st century,
focusing on enabling teachers to adapt and integrate technology effectively in their
teaching. This approach creates a modern learning environment that responds to the
evolving needs of students in the digital age. The TPACK (Technological Pedagogical
Content Knowledge) framework serves as a core structure, guiding teachers in integrating
content knowledge, pedagogical skills, and technological expertise. This study emphasizes
the importance of 21st-century skills, including critical thinking, problem-solving, creativity,
and efficient use of digital technology. Additionally, support from school administrators—
such as providing technological resources, conducting hands-on training, and fostering
professional learning communities (PLCs)—further strengthens teachers' confidence and
readiness to incorporate technology in their teaching. The findings highligsht that
developing teachers' digital competencies not only enhances teaching efficiency but also
improves the quality of student learning, preparing them to face the challenges of a

rapidly changing digital world.
Keyword teacher competency development, digital media, educational information

technology, teacher capability, 21st-century education, TPACK, 21lst-century skills,

technology integration
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Abstract

The article examines the significance of emotional intelligence (EI) in leadership
success, drawing on theoretical frameworks, empirical evidence, case studies, and practical
implications. It explores various models of El, such as Goleman's, Mayer and Salovey's, and
Bar-On's, highlighting their implications for leadership effectiveness. The empirical evidence,
including research studies and meta-analyses, consistently supports the positive relationship
between El and leadership outcomes. Case studies of Steve Jobs and Mary Barra exemplify
how El can drive innovation, promote employee engagement, and lead to organizational
success. The article discusses the benefits of El, such as stronger relationships and improved
decision-making, as well as the challenges, including subjective assessment and cultural
influences. Practical implications for leadership development and organizational practices are
outlined, emphasizing the importance of investing in El training, cultivating a supportive work
culture, and incorporating El into performance evaluations. Overall, the article underscores
that El is not just a soft skill but a critical competency that empowers leaders to manage

challenges and achieve lasting success in today's complex world.

Keywords: Emotional Intelligence (El), Leadership Success, Organizational Culture
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Introduction

In the annals of history, countless leaders have risen to prominence, leaving their
names imprinted in the historical timeline. However, intellectual strength, technological
competence, and the ability to negotiate the complex landscape of human emotions
frequently divide the genuinely great from the competent. Nelson Mandela, a global icon of
reconciliation, exemplified emotional intelligence in leadership (Provitera & Sayyadi, 2023). His
remarkable capacity to understand and connect with diverse perspectives facilitated
revolutionary decision-making. Mandela's empathy and resilience played an important role in
uniting a deeply divided nation and inspiring positive change worldwide (Blefari, 2024). His
ability to empathize with his oppressors and maintain a commitment to nonviolence
demonstrated his exceptional emotional intelligence. This capacity to understand and
connect with diverse perspectives enabled him to facilitate revolutionary decision-making,
ultimately leading to the end of apartheid and the establishment of a democratic South Africa.
(Rethink Report, 2024). This ability, often called emotional intelligence, is not just a soft skill
but the transformative foundation that can turn a leader into a visionary. Emotional
intelligence empowers leaders to build strong relationships, foster trust, and inspire others to
follow their vision.

Emotional intelligence is a desirable and necessary trait for effective leadership. It
empowers leaders to understand, manage, and harness emotions to foster strong connections,
make informed decisions, and inspire others. As Thompkins (2023) suggests, connecting with
others on an emotional level is paramount for leadership success. Leaders with high emotional
intelligence are more likely to cultivate deep bonds with their followers, leading to increased
trust, loyalty, and job satisfaction. This sense of security and commitment directly results from
emotional intelligence in leadership, reassuring leaders and their followers that decisions are
made carefully (EHL Graduate School, 2024).

By developing emotional intelligence, leaders can create a positive and supportive
organizational culture where employees feel valued, motivated, and engaged (Business

Leadership Today, 2024). Ultimately, emotional intelligence is not merely a soft skill but a
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critical competency that empowers leaders to navigate complex challenges and achieve

lasting success.

Theoretical Framework
a. Definition of Emotional Intelligence

Emotional intelligence (EI) is a multifaceted construct defined and conceptualized in
various ways. Several prominent models have surfaced, each offering unique perspectives on
its components and implications for leadership.

b. Comparing and Contrasting Models of Emotional Intelligence

Model Focus Implications for Leadership
Goleman's | Practical aspects: self-awareness, Builds relationships, inspires others,
Model self-regulation, social awareness, manages emotions effectively

relationship management,

motivation
Mayer and | Cognitive ability: perceiving, Makes informed decisions, motivates
Salovey's | understanding, and regulating others, navigates complex situations
Model emotions
Bar-On's Interpersonal and intrapersonal Builds relationships, manages stress,
Model skills, adaptability, stress adapts to change

management

While these models differ in their specific components, they converge in their
understanding of El as a complex set of abilities that enable individuals to manage their
emotions and interact with others effectively. Goleman's model focuses on the practical
application of El, while Mayer and Salovey's model emphasizes the cognitive aspects. Bar-On's
model highlights the interpersonal and intrapersonal skills involved in El.

The three models suggest that emotional intelligence (El) is crucial for effective
leadership. Leaders can build stronger relationships, inspire others, make informed decisions,

and navigate complex challenges by understanding and managing emotions. The specific
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components emphasized in each model may vary, but the overall importance of El for
leadership success remains consistent.

Understanding the different models of EI and their implications for leadership,
individuals, and organizations can develop targeted strategies for enhancing El and achieving
positive outcomes.

c. Leadership Theories

Various leadership theories have occurred, each offering unique perspectives on
effective leadership. Transformational leadership emphasizes inspiring and motivating
followers to exceed expectations (Bass & Avolio, 1993). Emotional intelligence is indispensable
in this approach, enabling leaders to create a positive organizational culture and cultivate a
shared purpose. In contrast, transactional leadership focuses on exchanging relationships
between leaders and followers. Emotional intelligence is also essential in transactional
leadership, as it helps build trust and rapport with followers (Bass & Avolio, 1993). Authentic
leadership emphasizes being genuine, trustworthy, and ethical (Avolio & Gardner, 2005).
Emotional intelligence is instrumental in developing authenticity and building strong
relationships with followers. Finally, servant leadership prioritizes the needs of followers and
serves them. Emotional intelligence is essential for understanding and empathizing with

followers' needs (Greenleaf, 1977).

Empirical Evidence
a. Research Studies

A recent study by Sembiring et al. (2020) investigated the relationship between
emotional intelligence, organizational justice, job satisfaction, and the performance of Criminal
Investigation officers at Polda Metro Jaya. The study found a significant positive correlation
between emotional intelligence and job satisfaction and performance, suggesting that
emotionally intelligent leaders can create a more supportive and effective work environment.
Additionally, the study revealed that emotional intelligence directly and indirectly affects

performance, with job satisfaction and the caring climate as mediating factors. These findings
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emphasize the importance of emotional intelligence in enhancing organizational effectiveness
and employee well-being.

In addition to the research on law enforcement officers, a study by Sanchez-Gomez
and Breso (2020) examined the relationship between emotional intelligence (El), burnout, and
work performance among Spanish professionals. The study found that higher levels of
emotional intelligence are positively associated with better work performance, suggesting that
emotionally intelligent leaders are more adept at understanding and managing their emotions
and those of their team members. Moreover, the research indicated that El can act as a
protective factor against burnout, reducing its negative impact on work performance. These
findings further support that emotional intelligence is critical to effective leadership in law
enforcement and other professional contexts.

Moreover, a study by Edward and Purba (2020) investigated the impact of emotional
intelligence and work environment on employee performance at PT. Berkat Bima Sentana.
The study found that emotional intelligence and work environment positively influence
organizational commitment, significantly affecting employee performance. These factors
combined explained a significant portion of the variance in employee performance,
highlighting the importance of emotional intelligence and a supportive work environment for
employee success. This research reinforces that emotionally intelligent leaders can create
a positive and productive workplace culture that benefits employees and the organization.
b. Meta-Analyses

A meta-analysis by Gorgens-Ekermans and Roux (2021) examined the relationship
between emotional intelligence (El) and transformational leadership (TFL). The study analyzed
data from multiple studies and found a strong positive correlation between El and TFL,
suggesting that leaders with higher El are more effective in inspiring and motivating their
followers. These findings highlight the importance of El competencies, such as self-awareness
and social awareness, in fostering quality leader-follower relationships. Overall, the research
underscores that El is a critical predictor of successful leadership, enhancing our understanding

of how emotional processes impact leadership effectiveness.
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Moreover, Jaroslaw Grobelny, Patrycja Radke, and Daria Paniotova-Maczka (2021) meta-
analysis investicated the relationship between emotional intelligence (El) and job
performance. The study found a significant positive correlation between El and leadership
effectiveness, particularly emphasizing the importance of self-reported ability-based El. These
findings suggest that El validly predicts leadership success, providing ethical justification for its
application in personnel selection. Overall, the research underscores the importance of El in
enhancing leadership capabilities and organizational outcomes.

In addition, Wu et al. (2021) meta-analysis examined the relationship between the
General Factor of Personality (GFP) and leadership outcomes. The study found a significant
positive correlation between GFP and leadership effectiveness, suggesting that social
effectiveness is crucial in leadership emergence and effectiveness. Emotional intelligence, a
key component of social effectiveness, enhances leaders' ability to connect with followers,
thereby improving leadership effectiveness and reducing abusive supervision. These findings
underscore the importance of emotional and social skills in effective leadership, highlighting
that leaders with higher emotional intelligence are more likely to achieve positive outcomes.
Implications of Meta-Analyses on El in Leadership
Gorgens-Ekermans and Roux (2021)

e Support for Transformational Leadership - The strong positive correlation between
El and transformational leadership found in this meta-analysis supports the notion that
El is an important component of effective leadership. Leaders who can inspire and
motivate their followers are likely to possess high levels of El.

e Key El Competencies - The study highlights the importance of self-awareness and social
awareness as key El competencies for effective leadership. These skills enable leaders
to understand their own emotions and the emotions of others, fostering stronger
relationships and inspiring trust.

Jaroslaw Grobelny, Patrycja Radke, and Daria Paniotova-Maczka (2021)
e Elas a Predictor of Leadership Success - This meta-analysis found a significant positive

correlation between ElI and leadership effectiveness, particularly emphasizing
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the importance of self-reported ability-based El. This suggests that El is a valid predictor
of leadership success, providing ethical justification for its application in personnel
selection and development.

e Social Effectiveness - The study's findings also highlight the importance of social
effectiveness, a key component of El. Leaders who can effectively connect with their
followers and build relationships are more likely to be successful.

Wu et al. (2021)
e General Factor of Personality - While this meta-analysis focused on the General Factor
of Personality (GFP), the findings still support the importance of emotional and social
skills in leadership. El'is a key component of social effectiveness, and leaders who can
effectively connect with their followers are more likely to be successful.
Overall Implications

These meta-analyses collectively provide strong evidence for the importance of El in
leadership effectiveness. They support the theoretical frameworks discussed above, suggesting
that El is crucial to transformational, authentic, and servant leadership. Additionally, the
findings highlight the importance of specific EI competencies, such as self-awareness, social
awareness, and relationship management. In addition, these meta-analyses provide
compelling evidence for the role of El in leadership. These findings challenge existing theories
that may have downplayed their importance, reinforcing that El is critical for leadership
success.
c. Case Studies
Steve Jobs

A case study by Finkle and Mallin (2010) highlights Steve Jobs as a prime example of
how emotional intelligence can be applied in real-world leadership situations. Jobs' ability to
understand himself, regulate his emotions, empathize with others, and build strong
relationships contributed significantly to his success. His empathy allowed him to anticipate
market trends and develop products that resonated with customers. Jobs' vision for the iPod

was driven by his understanding of consumer needs and desires. Despite his demanding nature
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and tendency to micromanage, Jobs demonstrated exceptional self-regulation, controlling his
temper and channeling his perfectionism into creating innovative products. This ability to
manage his emotions helped him handle challenging situations and maintain focus on his
goals. Despite criticisms, Jobs' emotional intelligence was key to his leadership effectiveness.
His ability to understand himself, regulate his emotions, empathize with others, and build
strong relationships enabled him to drive innovation, nurture a successful company culture,

and revolutionize the technology industry.

Analysis

Steve Jobs, the co-founder of Apple, is a renowned example of how emotional intelligence
(El) can shape leadership success. His ability to understand and manage his emotions and
those of others played a vital role in his visionary leadership.

e Empathy and Customer Focus - Jobs' deep understanding of consumer needs and
desires, driven by his passions, allowed him to anticipate market trends and create
products that resonated with customers. For instance, his vision for the iPod was
rooted in his love for music and his understanding of consumers' desire for a portable
music player.

e Self-Regulation and Resilience - Despite his demanding nature, Jobs demonstrated
exceptional self-regulation. Despite setbacks and criticisms, he could channel his
perfectionism and drive into creating innovative products. This resilience allowed him
to persevere through challenges and maintain focus on his long-term goals.

e Inspirational Leadership - Jobs' ability to articulate a compelling vision and inspire
others to follow him was a hallmark of his leadership. His contagious charisma and
passion motivated employees to work towards a common goal. This was evident in
his famous "Think Different" campaign, which encouraged employees to challenge the

status quo and pursue innovative ideas.
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Mary Barra

Kanter (2013) case study on Mary Barra, the CEO of General Motors, also shows how
emotional intelligence can be applied in leadership situations. Her deep understanding of the
automotive industry, her ability to foster teamwork and collaboration, and her commitment
to listening and learning contribute to her success. Barra's background as an engineer and her
father's work in a Pontiac plant gives her a deep understanding and empathy for the
automotive industry. Her ability to relate to employees, customers, and stakeholders on a
personal level demonstrates her commitment to teamwork and collaboration. Her experience
in various roles within GM, including as the former head of HR, demonstrates her self-
awareness and adaptability. Her ability to understand her strengths and weaknesses and adapt
to different roles showcases her emotional intelligence in navigating complex organizational
structures. Overall, Barra's case demonstrates the powerful impact of emotional intelligence
on leadership, inspiring teams, fostering a positive work environment, and achieving long-term
success.
Analysis

Mary Barra, the CEO of General Motors, is another example of how El can drive
leadership success. Her background in engineering and her father's work in the automotive
industry gave her a deep understanding of the company and its employees.

e Empathy and Connection - Barra's ability to connect with employees personally and
understand their challenges was crucial in rebuilding trust after the company's safety
crisis. Her empathy and compassion helped to create a more positive and supportive
work environment.

e Collaborative Leadership - Barra's focus on teamwork and collaboration was
instrumental in transforming General Motors. She recognized the importance of
working together to address challenges and achieve shared goals. By fostering a culture
of collaboration, she empowered employees to contribute their best and drive positive

change.
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e Resilience and Adaptability - Barra demonstrated exceptional resilience and
adaptability when navigating General Motors' challenges. She led the company through
a major crisis, implementing necessary changes while maintaining a focus on the
company's long-term vision.

These case studies illustrate the powerful impact of El on leadership success. Steve
Jobs and Mary Barra demonstrated exceptional El, enabling them to inspire their teams, build
strong relationships, and manage complex challenges. By understanding and managing their
emotions and those of others, these leaders created a positive and productive work
environment, driving innovation and achieving lasting success.
d. Relating El Models to Empirical Evidence
Goleman's Model

e Research Studies - The research studies by Sembiring et al. (2020), Sanchez-Gomez and
Breso (2020), and Edward and Purba (2020) support Goleman's model by highlighting
the importance of self-awareness, self-regulation, social awareness, relationship
management, and motivation in leadership.

e Meta-Analysis - Gorgens-Ekermans and Roux's meta-analysis (2021) also supports
Goleman's model, which found a strong positive correlation between ElI and
transformational leadership.

Mayer and Salovey's Model

e Meta-Analysis - Jaroslaw Grobelny, Patrycja Radke, and Daria Paniotova-Maczka (2021)
support Mayer and Salovey's model by emphasizing the importance of self-reported
ability-based El in leadership effectiveness. This suggests that leaders who can
perceive, understand, and regulate emotions effectively are more likely to be
successful.

Bar-On's Model
e Research Studies - While Bar-On's model is not explicitly supported by the specific

studies cited in the article, it aligns with the broader findings on the importance of
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interpersonal and intrapersonal skills in leadership. These skills are essential for
building relationships, managing stress, and adapting to changing circumstances.

Overall, the empirical evidence supports all three emotional intelligence (El) models.
The study consistently demonstrates the importance of El for effective leadership,
regardless of the specific model used to define and measure it. This suggests that El is

a multi-layered construct with various components contributing to leadership success.

Benefits and Challenges
a. Benefits of Emotional Intelligence

Emotional intelligence (El), the ability to understand and manage one's emotions and
those of others, offers numerous benefits for individuals and organizations. El cultivates
stronger relationships and enhances interpersonal interactions by promoting empathy, active
listening, and effective communication. Moreover, El plays an important role in decision-
making. By mitigating biases, considering multiple perspectives, and promoting resilience, El
enables individuals to make more informed and balanced choices. This is particularly valuable
in today's complex and uncertain world. El is essential for effective leadership and a positive
organizational culture in the workplace. El empowers leaders to inspire, motivate, and guide
their teams, creating a supportive and inclusive environment. Additionally, EI contributes to
increased employee engagement, job satisfaction, and overall organizational success.

Beyond its professional benefits, El also fosters personal well-being. By managing
emotions effectively, individuals can reduce stress, increase resilience, and improve their
mental health. Emotional intelligence is a valuable asset that can benefit individuals and
organizations in countless ways.
b. Challenges and Limitations

Despite its many benefits, emotional intelligence (El) has several challenges and
limitations. Assessing El can be subjective, involving intangible qualities like self-awareness and
empathy. Additionally, there is no universally agreed-upon definition or measurement tool for

El, making it difficult to assess and compare levels across individuals accurately. Cultural
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factors also play a significant role in El, as different cultures may have varying norms and
values regarding expressing and interpreting emotions. This can make it challenging to assess
El across diverse cultural contexts, as measurement tools and assessments may be culturally
biased. Furthermore, El is a natural ability that varies among individuals. Some have a natural
inclination toward it, while others may need to develop these skills through training and
practice. Personality traits and temperament can also influence an individual's El, affecting
their ability to recognize, understand, and manage emotions effectively.

Recognizing these challenges is essential for developing and applying El effectively. By
being aware of the limitations and biases associated with El assessment, individuals and
organizations can take steps to address these challenges and maximize the benefits of this

valuable skill.

Practical Implications
1. Leadership Development and Emotional Intelligence

Organizations can enhance their leadership capabilities by investing in emotional
intelligence (El) development. Training and development programs can equip employees with
essential El skills, including self-awareness, self-regulation, empathy, social skills, and
motivation. These programs can be tailored to meet the specific needs of different leadership
levels and organizational goals. Additionally, leadership coaching can provide personalized
guidance and support for developing El. Coaches can help leaders identify their strengths and
areas for improvement, develop strategies for managing emotions effectively, and build
stronger relationships with their teams.

Incorporating El into performance evaluations can also drive positive change. By
assessing employees' ability to manage emotions, build relationships, and resolve conflicts
effectively, organizations can identify areas for development and provide targeted support,

leading to a more emotionally intelligent and effective workforce.
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2. Organizational Practices

Organizations can create a more supportive and productive work environment by
promoting a culture that values and promotes emotional intelligence. This can be achieved
by emphasizing empathy, communication, and collaboration in all aspects of organizational
life. Empathetic leadership is essential in creating a positive and inclusive work environment.
Leaders can inspire and motivate their teams by developing their El skills and cultivating a
sense of belonging and support. Additionally, organizations can implement conflict resolution
training programs emphasizing El, equipping employees with the tools to manage conflicts
constructively and build stronger relationships.

By prioritizing El, organizations can create a culture where employees feel valued,
motivated, and empowered to contribute their best. This, in turn, can lead to increased

productivity, innovation, and overall organizational success.

Conclusion

Emotional intelligence (EI) is the foundation of effective leadership. It empowers
leaders to manage complex challenges, build strong relationships, and inspire others. This
article explored the theoretical framework of El, examined empirical evidence supporting its

importance, and analyzed case studies illustrating its practical application of El in leadership.

a. Key Findings
1. Theoretical frameworks - Various models of El emphasize its importance for leadership,
including self-awareness, self-regulation, social awareness, relationship management,
and motivation.
2. Empirical evidence - Research consistently demonstrates the positive relationship
between El and leadership effectiveness, supporting its role in inspiring followers,

building relationships, and making informed decisions.
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Case studies - Steve Jobs' and Mary Barra's case studies highlight the practical
application of El in leadership, demonstrating its impact on innovation, employee

engagement, and organizational success.

b. Recormmendations

1.

Leadership development - Organizations should invest in El training and development
programs to equip leaders with the necessary skills.

Performance evaluations - El should be incorporated into performance evaluations to
assess and develop employees' El competencies.

Organizational culture - Organizations should cultivate a culture that values and
promotes emotional intelligence, emphasizing empathy, communication, and
collaboration.

Individual development - Individuals can enhance their El through self-reflection,
training, and practice.

Leaders can create a more positive, inclusive, and effective work environment by

understanding and developing emotional intelligence. El is not just a soft skill but a critical

competency that empowers leaders to navigate the challenges of today's complex world and

achieve lasting success.
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Abstract

This study aims to investigate the factors influencing the decision to pursue graduate
studies in the Master of Business Administration (MBA) program in Bangkok. A quantitative
research approach was employed, collecting data through questionnaires from a sample of
400 individuals currently studying or interested in pursuing graduate studies in the MBA
program in Bangkok. The sample was selected using purposive sampling, and the data were
analyzed using descriptive statistics, including frequency, percentage, mean, and standard
deviation, as well as hypothesis testing with t-tests, F-tests, and multiple regression analysis.
The results indicated that personal factors such as gender and income had no significant
impact on the decision-making process, while occupation was a significant factor. Among the
marketing mix factors, product and promotion, particularly promotion, were found to have
the most substantial influence on the decision to pursue graduate studies. The findings of this
study can be utilized to develop curricula and marketing strategies that effectively align with

the needs of students and the labor market.

Keywords: Decision-making, Personal factors, Marketing mix, Graduate study, MBA program
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ALAA gANzaald LavaAwn uglad, 2558).
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ASaniiunisiae
y X

WUUYBINFIIENTIEATATTUNTIRBWUSU (Quantitative Research) lngliian1sd1s7a
suuUgeuany WieAudeyaanngudmneiduindnunidaduladenGeulussfududindnw
MANgATUSMITTINAM TR AN TUMNEVUAT

Uszvnsuazniedinsgivszsnsdiilunisinwaiaife dndnuiidaauladenisoussdy
Tudinfnw néngnsuimsgsiamdadislunganmumiuas mieiinsizsine dnAnviudazaud
MOULUUADUNY

N13ABNNGUATBEUATLNUNTHUABENS

N1IAMUATUINALDEIN VUIANGUAIDENAILINAINGATVRY Cochran (1977) laUszana
384 510 iloauaseuAqulsimuangufegiaiu 400 18 madenngusegndliiBnisdudiegh
WUULA1Z29 (Purposive Sampling) Imﬁ’mLﬁaﬂﬁ'ﬂﬁﬂmﬁéf@ﬁu%LﬁaﬂL‘%Uuiwé’ﬂqmﬁmiﬁjﬁa
wnUadisluanganmumuesidunguiiedng

n1siannguAlag1e 19350158 ud19819uUUR1E9 (Purposive Sampling) lnefaden

tnAnwindnduladenGeulundngasuimsgsaumdaunialuannguvmumuesdungudiogng

a Pz < v
Lﬂi@ﬁuﬂiﬂﬂqiLﬂUﬂaﬁda
a a Y] 2 v a o & Ja PR ' I | o X
wsesllevidntunisiiudeyalun1sifeastilfeiuuaaunui Feuwdseenidu 3 du el
] a' o/ 1] ¥ o d‘ % a ¥ d‘ 1 =)
dauil 1 Jadwduyana Usenaumemanuiediune a1y 918 wazsneldladesaisiou
VDIMBULUUABUAY
duil 2 Jadedinuszaunenisnan AToURQURINERIMI 1A1 YBINNITIATINUNY e
Asasasun1seag loelduiasinnuudiasn 5 seavlunisinanuaaiiu Iasldinueiniswlana
ANLRAYYITTEIUUTLAUNIINTAAIN AIULNUNNNMUNITVULAY Best (1997) pall
ALRATENIN 4.50 - 5.00 ManeDe Inadenisdindulauniige
ANLRAETEIING 3.50 - 4.49 niuneDe Anamnonisanaulauin
ANRAETEIING 2.50 - 3.49 MueDe dnananisanaulauiunana
ANLRAESEIAING 1.50 - 2.49 niunee dnamnanisinaulatse
ARRYTENIN 1.00 - 1.49 nunghs dnasenisindulatiosan
daun 3 Jotausuusiiiiin Fadurmonuaalaiieligneuiuuasuaua N sawanInIY

a =3 QI a ¥
AnruiLAL L
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YBINFIY
& o ° A v X ! sl |2 a v a &
YU 3 YLUUaaUnNNaI 1T UEUDARE1A1TINUT YN DN TIVAOUAIUYNADTN LM
= d‘ a A aw v LY 1Y)
FWAIUNA 1 undl 2 wazund 3 VoUITY ATINABUANNYNABIVDINTYINLY UazUTuUsauily
LUUEDUNNAUAILUZUIYDI919138NUTAW
3 ﬂ. o d‘ Y o dy ¥ 1 ¥ Qd‘d
VU 4 YIWUUaaun N lasun1sUsuUTINNITNTIRae UL AU LaUDsaN N TIA AN
AT BITIEYATUNITATIAT 898 9TTUUAZATUNITANYUNOATIVEDUAINLA 90 TUT L LD
(Content Validity) lngldsviinuaanndas (Index of Item Objective Congruence I0C) 2MNWNANTT
Uszilulaed ey 3 v wuinderanudulneien 10C Ngenitnuanimvualin 0.50 uansli

wiudemanuiianuaenrdeaiuinguizasduein1sivy Jaunisnsiaaeuludull eglsinng &

a0

U9tafiAn 10C #ind1 0.50 Felasuauwugtiliunlukasusulsanelmmunsauggy

174 '
v A

TUN 5 ndnUTulsderInuauAILUEIINENTIAMIRILGT UIUUADUANLLANRsD
9191387 USnwBnadufiefinnsananuaysaivesnuuasuniy ntudiiunismases (Tryout)
wuuasunmAunguindnuiildeniFoussdutadindnulundnansumsgsfaum Tadialu
ngamuvuAg 11w 40 au dailldnguiegnmdn nannmameasdiuuuasunanhluiiesi

Apudasiu (Reliability) Tneldeduuszavsueanvesnseuunn (Cronbach’s Alpha Coefficient)

(% '
1Y o

4 [J ISP A Y I ! = = ! 3 A o val
WU’J']GUE]?TTEH?LIIULLUUﬁ@UO’]&IlIﬂ']ﬂ?ﬂ@JL%@ﬂJU@Qﬁ%W’JN .79 99 .85 TIGINIUNUNVUA Annualin

0.70 wansiwuvgeunuienueiiuwagniondmsunsiilvldlunsiiusiusudeyasss
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dthaunagmhsnuifstodunaivnusadoyatasaivayuniside

2. nswanuuuasuau 5 3duldvinnisuanuuuasuanusienutedliunnauiiegis 3
UszneusetindnwiidadulaidenEoussiutudindnwluvdngnsuimsgsiaumdadin
sduan 400 518 Tngldsumnimiionnmhsnuiiiedeslunsswsemuazainuay
Wideya

3. AMTIITWLUUFIUAIY Woluvuaeunugnuandieuds {ideldvinismusmuuuasuaiy
Fheaues WilensaaeunNuaNyTalvestoyaTlasuin

4. n1InssauLazIanNIany {idelansirdeunnuanysalvesdmeulukuuaauaIuYNYA

wazdaviavyvayalukuuasuniy Wawlsudeyad miunisiasisinnsatssely
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Y

L4 Ya v

lunsinsieideya §Idelaldadfnadmssaunazidaayunu lnsudsnsiasizieanidu 2

v
v

Usgianuan fsil

1. MSAATIZRADARINTSUUN (Descriptive Statistics)

Jadedauyana Sinswilaglinuiuagaifosay (Percentage) Lloliunmsmvesdnual
UTEUINTVRINAUAIDYN

daulszaunienisnatauaznisindula 1daads (Mean X) uazgdrudsauuinnsgiu
(Standard Deviation 5.D.) lumsiasizsideyaiiieadesfudiuuszanmanisnain uaznsdindula

Anwreszauludinfnwlundnansuimsssiaumdadaluanaumaiues

2. MIUATILERATIBYUIY (Inferential Statistics)

auuAguden 1 Jinnginruuaniiwestadudmyanaiidmarensinduladendnuszdu
JaudinAnuilundnansusmsgsnaumdadialuwangamnamuas Ingldn1snaaeud (ttest) dmsu
N19UTEULTEUTENINNGY 2 NAN wazNIINAauULeN (F-test) 39N153LATIERANNUUTUTIUNNG

g (One-way ANOVA) dmsun1siU3euiieuseninanguannndi 2 nay

86



NIFTUIINTIUMTUTNITNTIANTAZANSHOET Innovation Technology Management Communication (ITMC)
AALANEINTIANTT W IMEdeu Ui uaNAa W IZE
7 1 atun 3 U 2567

AuNAgIutan 2 IATennsnavetduUsraunnIsnaafidmaion1sandulaiendinw

a

seaulndindne tngldnsiaseiannaeny (Multiple Regression Analysis)

HaN13ATITNTRYE
1. mseszngaiuiadediuyanavasnguitagig

NaIINNISANWINUIINGUF108198 ¢ LTudAAdsdnwimienidudeniiazsd@nwiseau
Unudindne Tundnansumsgsnaunndisluwangavmumung 9w 400 518 dnlugidune
neYe (56.50%) lnenaueiy 26-30 U ddnduniniign (26.00%) sesasunaengueiy 31-35 U

IS v ! 4 LY I

(23.00%) waznguiidenguinnit a5 I dadndautiosdian (7.00%) lnggilodwninnuonyud]
dndrusnndian (33.00%) sesawnAetnsvnis (28.50%) uaznguiiiidndrutiosiigaogsfadaus
(21.30%) i eRasananeldladeroideunuindneunuuasunuidnelfiadodeifeusgluris
24,001 - 30,000 U Tdnduundian (48.80%) sosadnfeivassold 18,001 - 24,000 U

(25.50%) waza39518lanInA11 30,000 UM (18.00%) %ﬂLﬁuﬂiaqﬁﬁamaauuaaﬁqm

2. Han1sAeszanelnuiadwduysTaunInNIsnane

N33R INUTITEAINUTEANNNNITIAIATBINGNAIDE1Y T1UIU 400 AU TENaNIT

AATIeUIINg Awalull

A15199 1 uaasARfsuazdulsauuInasgIuYesladediudszaumenisnann

Uadeduuszaunienisnann (4P) dnads  daudoavuiinsgiu  Adhge  Aigege  ulana
W&ot (Product) 3.15 0.44 1 5 Jwnan
31A1 (Price) 4.04 0.46 1 5 1N
¥89n19M53nI MY (Place) 4.08 0.62 2 5 Gl
MsdaEsNN1SAaIn (Promotion) 4.03 0.78 1 5 1N

91NA157971 wansALadevawsiazladudiudszaunianisnain Geanuisaazuledn Jadesnu
Y8IN19N159nImne (Place) dA11adeeegai 4.08 sesaunAetadun1usi (Price) 1 4.04 du
Jadgsunisdaasunisnain (Promotion) fifaden 4.03 uazaavineaedaTununansdioe

'
a1

(Product) NdAnade 3.15 Bedseglusgiuiiunans
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A15199 2 Hanswseuiisuladendwarenisdndulaidendnuviseautudindnu lundngns

UImsgsnauvadinluwnnsaunnumuas Iwunmudadediuyang

. o M4 drudisaiuu #on
Uady NAUUIBUIEY  ALRAY Sig. dyuna
INTFIU Ingau
i 118 43.50 0.34 o
t=-071 047 Talumnsing
VAN 56.50 0.33
218 ) #nin 25 4.12 0.50
25-30 3.85 0.48
31-35 a4.20 0.47
36-40 4.00 0.46 F=082 053 laiumnsing
41-45 3.95 0.44
1A 45 4.05 0.49
1IN 41519015 4.10 0.48
WUNITU
. - 3.80 0.45 LANAN9DE19E
S7iamng F=437 .005* o .
ydAY
WUNIULONYU 4.25 0.50
§3nvd U 4.05 0.47
s19ldiadedaifou L
#1131 15,000 3.85 0.50
(vn)
15,001-25,000 4.00 0.48
F=030 091 laiusnging
25,001-35,000 4.15 0.47
35,001-45,000 3.95 0.46
1nAI1 45,000 4.05 0.49
* sig < .05

INAIT1TN 2 ARNINANISIATIZIANULANANS I UNNTAnAUlaanAnwISERuUTMAnANw1 Tu

nangmIuImsgsiaumyadinlulansannamuas wunaudadediuyananud Jadenauag

a = o w aa

s1landesefou lulinanenisinduladendnuseautudindnwiogslitedrAyneana vugh

o w a
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HAN153LATIERaNINAvRsd U sTaNNINITnaIasanisinduladandneszauludinfnuly
nangnsuIMsgsiauUndinlulwansannamiuas

Tudaudoldd Wunsiiaueransiiaseidninavesdul szaunisnisnain duaogied
Yedrdgeenisandulaidendnwsedududindnwilundngnsuiniss siaumdadinluwe
n3aMnILAT WlenadevaLAgIuTITeden 2 linafnised 3

A151991 3 ArduUszanSannsenvanesiILlINeInTanldnensaln1sAndulaldendnuiseiu

Uadindnulundngnsuimsssiaumdndialuansunnumiuns

Unstandardized Standardized
Andswensal coefficients coefficients
B S.E. Beta t Sig. Tolerance VIF
AAedl (Constant) 1441 200 7216 000
nanAa (Product) 110 051 121 2147 032% 481 2.079
5101 (Price) 025 076 024 322 747 273 3.658
20IN19N1T3A 004 088 .004 049 961 215 4.655
e (Place)
NIIELATUNITRAN 525 077 529 6.840 .000* 253 3.947
(Promotion)
R=.63 AdjR?*=40  SEE=.36 F=66.09 Sig of F =.000
* ftfudndyn1eadffisesu .05

INA15199 3 wanp1duUsednS anneennauvesi ILUIneInIalLazA 1AL

a o [ [y

FelldedAgneainnsyau .05 Jnhamneaifseguaiaunisanaeenynnueinsanaulaiden

o

ﬁﬂmazéﬁ’uﬁmsﬁmﬁﬂwﬂwﬁﬂqmu%maqsﬁwmﬂ’mﬁmiuLﬁumﬂqqmwumuméﬁ’aaumiﬁqﬁ
Y=1.44 + .11 (Product) + .53 (Promotion)
NAN1TIATITIRNENAVRIEIUUSTANN NN SRaIRsaNSRnadulalaenAnwITE AT AR AN W
lundngasusmsgsiaumdadinluwansammumuns lnemsianeiaunisanasenviaa (Multiple

v

Regression Analysis) nua1sandsnilnanonisindulaidenfneiseauiusindnuilunanans

Y
UImsgsnaumdadinlulanganmnamviues eg1eiiteddgi .05 Ganvey 2 Audslaun ndnsioe
(Product) wagn1sdaasuniIsnana (Promotion) Inedadenisduasunisnainiidnsnaunianiile

fsanInAduUsEansanneelidusunnsgiu (b) windu 0.53 Tuvaeiindndanidenduuseans

anaegliuSunnggu (b) wiriu 0.12 FeaimsaestadeiiiinadAgysensinduladendnwsedu
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adindnw) n3eesuigladn dianudaiiudendndue wazn15duasunisnalnreInguiiegns
Wasuuuadl 1 midg agvilinisdadulaidendnwisedudadiandnuilundngnsusnisgsne

wdaudisluangannumues Wasuwlasld 0.53 wag 0.12 e ludieniafediu Melnanis

o
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aa a ) v (% ! v Aa
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o
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lundnansuinisgsiaumdadinlulnnsannumuasyesnguiiagslunsail

Wona1sanAIdulszd@nsnisnivun 13oA1 Adjusted R Square AMNENNITFHILUY G 9die

'
a o o v

WiNAU .40 wansIdnUsdaseiddedidg laun ndndudl (Product) Lazn15dasunisnain
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UImsgshaumyadialuwansamnumiues leseeay 40 dudvsnaiivaetusyivvionaduq Nl

aglun1siinuil
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4 = d‘ U A = U l v:’f{ [ A a 4’
deNUNINTITN ﬂ"lim@aus[,"ﬂii‘lﬂ']iﬁﬂi&n@E]E]']"UVLN"LWGUUE]%ﬂULWﬂMi@ﬁqugquLﬂi‘Uﬁﬂﬁﬂ@8@3\1 KN

A0AAd 03 ULUIAAYEY Hanna and Wozniak (2001) fisgyindadediuyarauissemsonalaiing

o w 1

sgadideddgsenginssunisindulaluuieuiun egrslsiniu nsi Jadeerdn dnarenisdndula
= = ' | Ao o w 1 L - =T Y =~ v :NI v
\Wenfnwsesgeliteddn Utuanigiiileniniisaiuenadianuseniskazisegslaiuansiaiuly

N1IRRILINYELATANIHIUNTANYIAD T9a8nAR0ITULIAAYEY Kotler (2004) M1NA1E9

1 dl 8 =

ANNAAYYRINITTIINMSIAIRRNIEnguAddisaudsnIsanzveangud g

9

d2UUTZEUNIINITAAIN NANITIATIZILAASIIUINTATeRTnasan1sdnduladanfne

LY LY a a v 3

seaulunnAnweglided Ay Ao nandmg (Product) kazn1sdaaiunisnain (Promotion)

1PN NTAWESUNITNANNNTBNSNANINTE. Fauwandlimiiuinnisauasunisnatadutladend s

q o

1 a

nantunisdndulaidanfnuisie TeaenndesiuwulIfAnves Kotler (2004) 1081330158 9La34

N1398198101508519N135U3 wazagad ulnaldeg1aluse@nsan uazdiaenndesiualgdiyn
159ufSUNs Uay 4385 aausUNA (2566) NANYINUI HBAIVANINNITAAIATIBVENARUINABNIS

vinaAanuduanitugaufnw waranudureulunsndu uazdwasonsanduladiondinwm

Aeluan ugauAny) s9u89 nsa 1Ay wag nTlen N1yILaAU (2564) FeAnwrmuingdiu

90



NIFTUIINTIUMTUTNITNTIANTAZANSHOET Innovation Technology Management Communication (ITMC)
AALANEINTIANTT W IMEdeu Ui uaNAa W IZE

I 1 atuit 3 9 2567

Uszaunnamsnananddnsnadenginssunisandulaidenfnudenangnsuinsgsnaumdadinves

£ a

UnANBIUT QYN ININBIRBTIUATLNS

1Y

AU N1sdaEIunITRaIa (Promotion) NllnasteiliudAgy1sena axviouisaudAgy

o

YDIAUNINNENGATHANTFRATNNUTEANS A lunszuIuNsindulavesind@nyn Kotler (2004)

v

ez Belch & Belch (2005) lagnfiarnudnAtyuoin15vin1snatafisatun1sasanmAIwasn1ssus

U

o

FauIneensIdUAIMS0YaNENgnT Tedenndenun algily 1sauAsuns uay asdns gausuled

ANy v =

(2566) MfiTaAunuIINSANYBUEUIIFDRRTANINMIAaRTiBnENaTuInsan1ssusnuAnudy

an1uganfny) wazanuduveulunndudianituaaufny wazlinasioiaswanisanduladon

a [

Anwideluanrfugaufne lngnsdeaiunisnainnduse@niamarunsavivlviinAnwisuyda

Aaa =

Usrlewduazamuaiazlasuainnisfine viliiAnnisdedulaniieniaseinun1ssusieuini
(N3N qunsena, 2561)
Tuvuzyin1sf 51A1 (Price) LazdoIn19n159nT Uy (Place) lulinasgsitud ey 919
Y @ 1 I Y =2 [ v Y &, [ [
wansliiiudnanuaiunsalunisinswazanuasainlunisiiifmangaslidlandudadendnluns

U a

andulalunguénednell FaonadumsgnisfinwszautadinAnwlundnansuimsgsnauviUudia

a

A < Ay @ a o o/ 1
ﬂ@LUUﬂqiaﬂV‘!ucLu@ur]ﬁﬁ‘V]de ‘EJU?JEN’J']L‘UUEN&']@QJ}LLQ%Q@J@W

RGP

1. Wanmdngnsiineuaussnnudeanisuesondndng 4 lasnsuiuusmdngmslvinsaiu
AnuABINTTBINaN WA 9 laslangludniidesiunmsiauinue Asududensianuly
wAayagaTn

2. aAnedemsiaiszuunislideyaitaaunazasuduiieaiundngns i etfiuainy
azmnaviglunisdinfadeyauazilifalefnusoannsadadulaldegsiulauazsinig,

3. A NN sIaausEAavEam lnsnsidunsinsaiadisatiunsieans
AAvRImANgRITITAULATATUTEAL lunslaan MsUsEduiug wazgnsdafanssuiifege
nauilvane Tnestanznslidediviauarledvaiifelunisdeanstoyauasdofivomangns

4. Wi man153989838YI131A ez YeINn1n15Tnd g lidnasg i ded At winis
firsanmssasafivmnzauuaznsins mineeaesfiuerwannsolunsudsturemdngnsly
Seave11 UBNIINHuLMTIMeNdumsfiasannsieTamdngnsfiaonadesiumiuaunsalunsing

voanqulming suwiainisiauediuanvselusiutuiiawitefganadasiiufy
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UIIAUNUNTY

odmw uelén. (2558). adeidmasionisindulaidendnuiso MBA veswtinausefuUfiRnslu
NTUNNUMIUAT. 975570, 18(22), 145-160.

nuMIIL 4530 wavgdan waze. (2555). msAnwiladefidmadenginssunisdnduladnwsie
sgaudsainsenhslulssmaniuieseina lundngasusmsgsiaumdadin (MBA)

v oa

nsdifinu nAnwsudil 4 angineinis. g5 UNUSUIINTIINT unInededalins.
n3die 29Ty waznsen nMaEaulndu. (2563). Yadvdnusvannnenisnaieiisidvznas
ngAnssunsinaulaiendnyisie vianansuImsssiaumUudinvesind@ny Ui
UNINYINYTINAWYN. 375575997075UTYI90I59RT, 11(1), 85-102.
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