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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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Trlfhwesuslaalulwsnsammumuns
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YIUAVBINIFIAY

[
v

1. ngudiegne msideaisdidumsinvingudedieduilnaidenuadlaniewnedososud
nanulniluwangannamuas lngldnisguuuuagain (Convenience Sampling) Tuns
Honnquiag19dIuIu 400 AY

2. Fruiiom mﬁ%’aﬁja{aLﬁumiﬁﬂmﬁaﬁ’amﬂmmmmﬁLf“‘{m%’aaﬁ’maqméui’mmiww
M3mann Ssusznauseuinnssuiundndae uinnssudmuing uinnssudiuesdng uag
winnssudunszuInns fdsmademsdinauladosneusndsnulid

1'% < [y o

3. AULAN mimu%gaﬁm%’umﬁ piAuNSlUYI9EELIaT 6 KDY AILALRDULNSIANTA

a

UNUIYU W.A. 2567

9

¥ [N [
= U

wiunisluwangamnumues Fuluiunnddnenmadunislduazde

[y

4. AIUEIUN NIV

o

SUANAINUINA

NISNUNIULDNEITHAZIUIBTNYITD

WUIRAALNEINUNAENTUIANTTUNINITAAA

s o <, :4' A4 o w A s a a

nagnsuwinnssunnsaatmduasetioddyesdnsidlunsiiudnaiuausalunis
wiaty Inen1sasneassAkarUsulTanseuIunIsAaIneg1wiawilas ieliaunsanauauadianiy
fosnsiasunlatiuvesduilaaldegnemaiiuaziuszd@nsnain (Kotler & Keller, 2021) uinnssy
lulanunedaieensAnAurdndualudivinudy LadiTuienITwaINTEUIUAITYINY USNIS Lag
lAs9a31909AnT teliaennsediuanznainuazaNfeIn1svasgustaatudagdu nsusulaeu

s 1 1 = I a o I dl' 1% 3 1 a a

nagnsnnsnatnegeeiendudwdnluieliesdnsanunsoeg seauaziiulalalugaiinis
Wasuuvasmemaluladuazngfinssuduilaafintuegeming Snagnsuinnssumnianisnaintiy
anunsauuseanluddiundn q feil

wIANIIUAUNANAMI (Product Innovation)

(% 1% a (% ¢ o [ [y a 1% = a a % [ v d'

winnssuaundndaaidunisiauisasusulsduavseusnsiieinsaiuaiudeanisi
Wiguwlatlvesguslaa Geenasiutamsimaluladivg q unldlundndue nseenuuunvivare
nstituflendunsidoulvg 9 vsensusulgsamnIMkazANUNUNILYEIEL AT Fog1ady N3
Wawnunnesdmusguind sl liauisonsalaisitu dauandsnugadu wasliongnis
TFnuieruiunindy Jadudadeninalaensamenisdnduladevesiuilaniidesnisainy

azanauisuazaudulalunsldan (lsa myaunyws, 2558).
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o/ 14 D . .

WIANTTUAIUUINTT (Service Innovation)

winnssuauuinisigidesiun s Ismslausnsnanineu lnenisiiua a1 laiu
Uszauni1sairasgndn n1stiusn1sndinanusinga azein uasnsanuadufesnIsvesgnaAiazasng

= o a Y 1 | Y a ¢ o w 5w -

Aufsnelanaranuindlusseren fMegraduy Mslivsnsusaliihdmsusasuindsanulndig
=~ < = | & A o« Yo = ' a
fmnusInsazazainauiy danivriaiiasevaqulunateiui viensiiAusnyiiukeUunain
Fuitaunsadinfialdde duduiegimeninnssuiianunsaasismnuwanaawaziiinyanlviv
UIN5UD989ANT (Setianingsih & Nursaidah, 2021).

UINNTIUVDIDIANT (Organization Innovation)

o 14 = a & W s | o Y

winnssuvesaAnsvanefinsivdsuslamseinuinigluasdinsies wu nmsusulasaasng
99ANT NsHALIRUSTTUIANSIvaTuayunsasasIAlaznsBeus Sudansidmalulagada
TUNITUIMITTANITNSTNIINTLATNTTUIUNTYINOIUAN 9 83AnTNLALETlUAITUT UA LAY
Wauineluesrnseg1esiatiloaagaiunsanavauasianuyiimeuazlonalunainlaagadl
Usgdninm faeegaiu nsihszuu Al inldlunisiieseideyagnaieusulenisusnis wiems
anvinuessUIAnIdLEsUNsARAULaENMTUTUU TN UBEwaTas (Trott, 2021).

WIANTINAIUNTZUIUNTT (Process Innovation)

winnssudiunszuaunsiliunisimuiwasusuuganszuiunisvinauntsluesdnslidl

a a

UseAnSnmunndstu Fsonasandsnisiimeluladging o uildlunszuiunisuds n1sdnn1smsneans
r-:l'd a a t:? a a % & 1
UsEANSAMuINTY wazn1sanvendslunssuiunisnda MsUuusinssuumnigluasanslyl
LNEILATILAARUIY WAGIFNUNTONUANAINYDIFUALAZUTNIS FegreTvipeAnsatuisautatuly
fanaleeg19d9du fgran NMsUsEUUNISHEAR Lean unlgluanenisudmiiarfindseansninluy
mmﬁmazamﬁuﬂqumsw%m (Rogers et al., 2003).
n1sanauladie (Purchase Decision)
v Aa dgl" Y a [~ Ay v Y a a @ =
nsindulageveuilnadunssuiumndudeusaslasudnsnannladevaleusznis o
araduiidadunieluaznisuen Juilaadnazsudunszuiunisdnduladiodienissustniy
A83M13 INUUTBUREIMToyaialUTsusuUnIuGend e 9 Nlleglunain Weiasantoyauay
Auslamzinisdnaulade wavndsntuaziinsusaduanuiianelannmslinindusiviousnis
nszuaunstionaldsudnsnannagnsuinnssununisnataiiesAnsldlunisdnaueduduag

U3N15 BalunumanAglumsnseuiazativayunisindulatiovesiusina (Kotler et al., 2021).
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Aruduusszninenagnsuianssumanisaaafunisinduladosasudndesulin
Ve UsnAlulUAN JUNNUUAT

naqm‘ui’mﬂiizmwﬂ’1'mmmﬁwmmﬁwﬁ’@umwmw’juLLazaﬁuauumiﬁmﬁuh%aﬁum
Fuilan uinnssuiundnfausifiinunnguuasnevaussaudeinsvesgnlafninduidu 4 lu

[y

naa aunsaasiavanlawas et ulviuguilae uenaindl uinnssusuuIni snlnun LA

azmnauiedahuasuassUsaunsainauaranuiianelaliiugnan luvaeiuinnssuvesenns

WALATZUIUNISATUSLANS A N8R eIANTaI U5 USUAILALADUAND IR DAINNADINISVRINAIA LA
1 < g.JI le’d 1 U Aa dy I3 [ Y oa

9814557 Navuediinadenisinduladesasudndsnulnivesiusinaluwansuvmuviuas ns

assuinnsuaenndesiuaufeInIsvesusiaatarnsawsEaumMsalnalvinugnAz ey

Tonalunisuszauarudnsalunainfiinisugadugs (15 ngaunwes, 2558; Setianingsih &

Nursaidah, 2021).

A5 TUNI5IY

1. Ysznsuazngunaeeig

[y Y
[ v

Usgpnsililunfifenseilfe fuilnalummnyumamuesidamiuaulaviownsdosneus
nFaulai WesnngunmamuasduiiuAfidnsvesimaasvgiauasd g sooud
wdsulwiifvdueswnng Fadunguussmnsfimnsavdmiunmsfnnifaded fnadenis
dinaulatosneusndseniluiin

NN NUAVUIANGNA2DEN

yAnguiiogsdmiunisiseiigninualagligasues Cochran Samngauduiun1side
Tunsaifilainsudnudszansiuuou mnmsdnaldvuiangusegiaGuduiivszanu 385 au
deriumnuutuguazanuindedelunmsiinzsideya vunngusnegnagniisu 400 Ay

NENAIDEN

”Lumﬁ%’aﬂ%gﬁi%’miejuLLwawm (Convenience Sampling) Tun1sidennqusiagi Fadu
Bnsduitazmnuazirglunisidifengusegiinfesasneunuuaounu Fsenasaufenisuanane
wuvaeunluiuiifiiusssnstimaneey wu Faasmaud quivinissosusd vioruuwansledy
saulatlsne 9 nsguuuvagmINiausaiuTIuTIndeyaliegeminsikasUsendniia

2. ASslaNlvlun1sIve

[V
[

d' A Al I3 1% awv A . . =
Lﬂi’eNll8'1/11581‘14?175LﬂUi’J‘Ui']iJ‘EJE]i‘;IJaIUﬂ'ﬁ’J"UEJﬂiQUF’]@LLUUﬁE)UEﬂlI (Questionnaire) TION
=~ 14 |3 1 A a v [y v a & 13 v 1
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5ANw AeuAmnsYiny wasdu 9 Wevhenudlefdnvazvsingusiedng
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Tngldsziunisiauuu Likert Scale 5 5edv Fawvadu 1-5 Tag 1 = liifudeegsda Tuauds
5 = Liusheegnads
inawinnsUsEdulassazuuY ArAzuuud lfa1nn1sReULULABUALIEg NN AU
Aade e inszdumnuAniiuresinounuuasuny Tasnsudamnuvsneaiadenutaenz iy
$198997n @38 neyawand (2545) MiauenasinnsUssiiuaade §ail
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Aady 1.81 - 2.60 fimmAndiulusziuiios
Aady 1.00 - 1.80 fimAniiilussduiiosdian
duil 3 nsdndulatosnsuindeulnih
duiisznovdemauiefulafeiifnadenssnauladosnsusndsnulain wu enudis
welalunislian dadeiiduaromadonde uavaruAniusenusus somulududdnddseauns
Fauuy Likert Scale 5 se#u Wudertudnud 2 Tae Aadsvesazuuuandaniluduargnliiie
Ansgisrsumsinaulateunzenufisnelavesiuilnafifidesasusindsalii Tneinasing
Uszilue198991n Aade ngyauad (2545) Tneutstasnzuuudil
Aiade 4.21 - 5.00 sziunsadulatelusziuaniiae
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Aiade 1.81 - 2.60 sedunsiadulateluseiutes
Aiade 1.00 - 1.80 sefunsiadulatelusziutosiian
3. MIE¥IuATNAFoULATaEe
wuuasuaugnadisdulasaninnisineienaisuazaiuidediisites i eliuuladn
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LY

fildeunismaaeuidasiu (Pilot Test) fundusegsuunain iennaeumiudnauuazaiudla
YUBIANNL

N13ATVHBUAUATIVIUUUHBUAY

wuugeunNgneTIdeulneisIng) 3 Au WotnerumsseniemseingUszatdvainis
798 (Content Validity) Tngldan 10C (Index of Item-Objective Congruence) FRUINIINAZLUY
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ogluszAumnzauuazanunsalilumaiudoyald

N1SASIVEDUAINLYDAUVDILUUFIUNY

s
a a

wdeanynisvedeumud esuresuuasunalaela1duUsedns Cronbach's Alpha
wuin @1 Reliability TasuutapUNLRImLABYT 0.87 afetregluseduiiuazindaie Taousiay
druvosuvuasunniy nan1suszifiunnuAaiui srfunagnsutanssunianisnain e
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Fulszavseuidiesiu Cronbach's Alpha Wihiiu 0.83

nsiusIuTtoys

nsiiusunteyarillasnsdauvasuaulusanguiegsiignidensitumsdauay
wuvgeunmesulall WileanwuazanlunsnouLuUgsUnmLaziielamsodnfenguiegaeld
061903199703 deyafildsuannismeunuvasunuazgnisnuTIIwaias el

nsATIEdaya
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Usznausng

adfnssau N33as1zrdeyanaly wWu Aeie ANdsegiu AgINleN LaTNITUINLAS

Y

'
A 1

AR el ldnwsrRINgNAIRENS
adfeuu1u nsvegevanuzulaglinisinsizinisannsennan (Multiple Regression
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M5 1 Anede drudeauunnsgiv wazszaumiuaudavivrestadenagnsuinnssunig

nsnanbuwAazsuNdmanan1sinauladeasosusnassuluidn BYD

NAYNSUINNITUNINTAAIN e drudsauuanasg  sERuAARLiY
WINNTTUATUNEN U 4.24 542 il
WIANIIUAUING 4.07 631 1N
winnTsuveedAng 4.12 473 1N
WINNTTUAIUNTEUIUNTS 4.06 563 )
Rt 4.12 675 gl

9915297 1 wandliiuingneusuuasunudulngfinudadiuieiiuddszauni

a 1 1% 3 1% [y - A a = o w
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Ui g9LUY STA UMY
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NI ARLAY

nns¥ushataym (Problem Recognition) 4.75 0.566 1Nl
MSIELLEIMIENT (Information Search) 4.64 0.864 maﬁqm
nsUsziiunaaen (Evaluation of Alternatives) 4.62 0.496 mﬂﬁqm
nsfndulaldusnig (Purchase Decision) 4.12 0.588 tly
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|
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Error
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v v o aad
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L NATUNININVBINANTENUVBINALNTUINNTTUN NI N dNasan1sindulade
soeuAnasulni BYD vewuslaaluwangammuviuAsnu I
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Qadl A a Y1 £ ¥ a aa a 1 U a dy 13 v
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U a a a [ U a Y s 74 [ s [ 14
Aandsiifiemafediuiu esuigladminuusue BYD lidadunagnsuinnssuninisnain A
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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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Jayaszauuudayali (Nominal Scale) ?jqﬂuﬁagaizﬁumu Joyel® (Nominal Scale) laun inel uazdoyaseivunnsdusiu
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nowufl 2 siauaRromsdinaulateamanaisiu TdnvasuuvABUAMLULINATENTINNATY (Interval Scale)
wisoonidu 5 sefunuiBuediAsy (Likert Scale) leiun 1nnilgn 110 Ununans fes uastiosiian

poudl 3 dadedrutszaunianianain J8nwaULLUUADUOMLUTLATERNTINIATY (Interval Scale) WS
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poudl 4 avwAniudiuiy fdnvuzduluuasunaaeafilelonalyingusies wanunsouansanny
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2.2 msmauaiaiesiolunsite annsadrsuuuasuaiielfidueiesfiolunmsiiunusudoya §3dels
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1) mamarunsadaion lnensUssdunnuaeandesseniemamiuinglsyasdniside dens
UszidlumiAn 10C (Index of Item Objective Congruence) lnganfeinsenandlunisussiliuanumsnzauveomniy
$1uau 3 au evnsiesgianuaenndoufionnadevarunsadaioon uasdmualinndesiniudesiia 10C
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3.2 wanwuudeunmeaulatmeisnsnuuvasuaulsalsuinulndunsaulavuguiisw inmsiiu
FIWTIVBYATENIN 25 fUI8U 2567 - 7 Aanax 2567 1AENISIENNgUAIE 1L UL
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2.51-3.50 Junang
3.51-4.50 11N
4.51-5.00 wnitgn
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1) mswSsuiieutadudiuunna dmsuiuUsnddudsdes 2 dauds laud e vn1sinszideyane

U

aad

nsnaaauAfl (t-Test) Ineivunseautpd1Ayneadan .05 warduwdsiifwusgosninndt 2 dauds laun 01 uas
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'
v v o o aaa L)
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£
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a |
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WIUIUBNDRgIUEN NS HALade 3.90

3) d@wdsvaunenisnatavesiniseulseeusaulndunsaulayuiaguiiou aunsadiauoran1sinszidoya

lonadl

Y

M1399 3 AnedeiavdiulsauunnsgiddUssaunnsnatavestniseulsassusnulndunsanlasusuiiou

JadedaudszauninisnainvasiiniBeulsaieusaulndunsaulovursguiieu

52AUAIUUTZENNIINITNAN
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3. sa¥AveteIMIeseEgNUINTnITeY 4.07 | 810 170
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1¢ 4.07

suaa il wuin lunwsameglusedu unn Weinsunidunedelaefidnsssedsainuinludes wuin 3
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wud dnSeusinasdeevmsiufudulszdn danade 4.16 wavinSeudnizdoomsnniuiiivsunauees fawade
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M137 5 nadiasgvidatendmasensdndulateevnsnarsiuvesinSeulsaseusaulndunsaulavunsuieu

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

nseindulede AAsTi(Contant) 1.549 169 9.186 | .000
9IMNINANTY iAuARRaN1sUTINAIMNTNANTTU 410 034 536 12.141 | .000*
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aulavueyy | an1ud (Place) -075 040 -.098 -1.876 | 061
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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.
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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 technolosgical 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 highlight 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, 21st-century skills,

Technology integration
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Abstract

The article examines the significance of emotional intelligence (El) 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

1. 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
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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 intellicence 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
critical competency that empowers leaders to navigate complex challenges and achieve

lasting success.

2. Theoretical Framework
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a. Definition of Emotional Intelligence

Emotional intelligence (El) 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 (EI) 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
components emphasized in each model may vary, but the overall importance of El for

leadership success remains consistent.

57



NTANTUIRATINNITUINITNITIAATUAZN15EBE1S Innovation Technology Management Communication
(ITMC) A AneInsdnnig uminedessdginuaumadmszen
U9 1 adun 3 U 2567

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).

3. 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
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
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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.

Moreover, Jaroslaw Grobelny, Patrycja Radke, and Daria Paniotova-Maczka (2021) meta-
analysis investicated the relationship between emotional intelligence (EI) 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
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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 EI 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)

o El as a Predictor of Leadership Success - This meta-analysis found a significant positive
correlation between El and leadership effectiveness, particularly emphasizing 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.
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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
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.
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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.
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
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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.

o 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 EI 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
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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
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.

4. 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
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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
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.

5. 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
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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.

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.

6. 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.
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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.

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.

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. Recommendations

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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MaNgnsUSMSTIRUinluansannuviunas
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= v | v 9 @ a a A a =
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AUUAYUNINITEY

4. madenmadeniiafian (Choice of the Best Alternative) lofiansanyadensits 9 uén
yaravzdnauladonmadeniidninimnzaniigauazasiiunusiosnisvesmulesnndian
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Fon wu msadasSeulundngasiidenuazsdoudiingmsnulussdutudindng
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sEAUUNRANYY NaNgRTUIMITTIRANMTUNAlUUANTUNNUNIUAT Hadeduyanaimani
annsausngesldifuvanesnuiinansenudensindulavesiauladnurelussiutudindnw
MaNgRITUIMNSTINUudinluansunnuviuas ol

1. el (Gender) wApnaflansnasemuvevuazauaulaluiovivnsousie 9 lu
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v a v d' o a va Y v a (3
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WALBAWN LelAd, 2558)
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o S Ao | ] o U a a Y] ‘:ll
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91T (NUNITIU FITINT Uazgilan wimsim, 2555).

a. 57916 (Income) Toldifutadefidrdnlumsdndulaidenantiunisdnuifidauain
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) 1 v a

= val Yo = a ad o ~N @ PN o
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1@l Yeyain, 2564).

9 9
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nshenulaludadediuyanamaianunsatisaatunsinelunisusulsauasimmun
nangns MBA inseiuanudeinisuazauaIanisvesndnyl uenanildrglaunse
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[ v ! IS a a
seauymAnalaegeiiusEavzam
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UnudinAnen ¥aNgnIuTNISSNANMUNIA lUUANFINWINIUAT
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o va Y )

v v yya o g v 2 A °
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. 5 <) v o v aa 1 U a v = = = 1
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figlasinaiuld (nawed anusydld wazefnm ugld, 2558).
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vikavasauaulaliiunanans MBA lnenslddenuainuaie wWu leWeailiae n1s
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)
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LY 1 ‘ng 1y = Y = @ o aa
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vsoaglnauvasinnuazanuivinenu iiaunsadanisanlaegeiused@niaim (s

ALSA gRLyald Lazadn ugl, 2558).
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