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Abstract

This research aims to study and analyze the structural equation model of E-service quality
dimensions that influence word of mouth of university in Thailand context, following the framework of
Zeqjiri et al. (2023). The study surveyed with a sample of 228 university students in Thailand using a
quantitative research methodology, employing a questionnaire as the primary data collection tool. The
statistical analyses included frequency, percentage, mean, standard deviation and structural equation
model.

The results revealed that the final modified model exhibits that aligns well with the empirical data,
with goodness-of-fit indices as follows: XZ = 135.579, df = 124, XZ/ df = 1.093, p-value = 0.225, GFI =
0.947, AGFI = 0.902, CFl = 0.997, NFI = 0.966, TLI = 0.995, RMR = 0.012 and RMSEA = 0.020. Website
confidentiality and website performance are key factors influencing students' perceptions of E-service
quality in Thailand. University students who are satisfied with the E-Service quality are more likely to
recommend their universities to others through word of mouth. The most influential factor is website
performance, followed by the E-Service quality, website confidentiality and information quality. These
findings offer valuable insights, recommendations for future research, providing for the universities to
improve the E-service quality, for the benefit of word-of-mouth communication, which positively impacts

the university.

Keywords: E-Service quality, Satisfaction, Word of Mouth
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doastusediusvloviosnannlunatsisnis 1wy miterseeulatiuasnguiliuinsduauaw (Kardes et al,
2011; Pauli et al,, 2023) Jagtuwmalulad wu duwmesidauazlodoaiiie I@UAsunUaNA LAY LN
gasnsuensesuulInselntugnisuensenadidnnseiind (e-Wom) ﬁamwmeiﬂmadnsﬁ'a;ﬁalﬁﬁgﬂuudmﬂLLaza‘U
17918 (Anastasiei et al., 2023; Alnoor et al., 2024; Ismagilova et al., 2021) SﬂﬁﬂwuﬂﬁﬂmmwﬁmiﬁLﬁﬂwiaﬁﬂﬁ
WU AwaEEAIn ANwUasne UstAvSnmuesdeya uaznsnovausiisinivesnsivuinisiuunanosy
poulayl ﬁﬂmaﬁiaﬂaﬂmﬁﬂwﬂﬁ]LLag‘Wﬁ]aﬂiimmi‘UE}ﬂﬁiaLL‘U‘U‘U’]ﬂGiEJ‘U”Iﬂ‘i’J&JaﬂL%"E]\‘lﬂ’s’mw%ﬂﬁﬂa%aﬂgvﬁﬂﬂ L‘ﬁ@@jﬂﬁ”l
ﬁﬂizaumsﬂiﬁﬁﬁLLmIﬁuqdﬁﬂwaﬂﬁiam%a%"“n*u%msmuszfaamqaauiaﬁefaiﬂ (Auriza et al, 2022) 3n¥ad
Han1533enud lunsdndulaidenumingrdevenindnw L%amiuaﬂﬁiaqumﬂsiaﬂ'mLLUU;ULLUU@%L@M%@?
§w%wasiamit,§aﬂmﬁmmé’aﬁuaqﬁfﬂﬁﬂmmmdwmsuaﬂﬁiaqumﬂm'amﬂgULLUU%LﬁﬂWiaﬁﬂé (Lehmann, 2017)
auuAgIud 4 (Hy) anuftsnelaveain@nuwiumingdosenunmuinisdidnnsednddanasyidl

o

HedrAgsionisuandalkuulIndaUIn

NSBULUIANNISIAY
NNINUNILITINNTSUEITElAUTEendlddIwuuTes Zegir et al. (2023) AidnwiAuNanelaves
tnfAnwdnwegluaniivendelsunde Tunsahalunseunwnfnnuideluuiuninfnwuminerdelulsyine

ny fannd 1
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ANNNYDITRYA

(Information Quality) H1

ANAINNITUINITAY Ha nsUBNsie

Uszandamvaaiules

wuutinseuan
(Word of Mouth)

Bidnnsetind

(Website Performance)

(E-Service Quality)

A155NWIAMUAUUVDY
Vulesd (Website
Confidentiality)

AT 1 NFRUBLIAANITIRY

fian: Zeqjri et al. (2023)

FW/Adun15Iw

N3TUIUNITHAZITNISLEBNAIDEIINTTIVY

Uszns e dndnwuminedelulsyindlvedaisedeoudliaunsansiusvinssensiiuiueu
\osnniimsidsuuvasdeyalundazyaanm 3d0¥38nsduiedralaglaldaminazidu (Non-probability
Sampling) 35dum1uaraIn (Convenience Sampling Design) 3nuaINvatuna sl Lﬁmmﬂﬂqmé’ﬂwmwmﬁmu
wuudeunlunsdiifienalndifiesiu Sniliifinseusaegna (sampling Frame) wagiilosegsiivunlvejdanali
finulndiAesnisduednadie (Simple Random Sampling) f3deldszeziialunsiiungusdiegn 30 Ju fe wieu
Aamau w.a. 2567 Wrunisiiudeyalugluuussulal Google form l¥nagnsnisnsyateniugesns Line ngu
Undnwn Facebook WnfnwiAdetienananeuminends uazruianssuluduidouseiniioados uazld
LNAUTIUUINAIBET 10 WRe 1 naIfe AlegeAlsivuinlitesnit 10 wnvesmnusdunala (Hair et al, 2010)

KarIteASatTfuUsdLnala 21 fuUs Anvunasiegnadedinistaenii 210 Megne dmsunuisedinisneu

v
¢ o a

ﬂé’uﬁamyimmau 228 #9819 Aoy 10.86 WirvaasuiudwUsdunalagadulununaeives Hair et al. (2010)

€

N15INAUANWUEVDIAILYS

|
33Tt 1uuuaeuay (Questionnaires) 9NNSMUYILASSAINSSU UsEnaudne diudl 1 Ao druves

foyamluvesgnounuuanuniu dwd 2 lasdszgndtosinmunannismumulssunssuiia 21 de09 Zegir et

al. (2023) IngUsudamarulmdniuusunvesnsivelulsendlng wagldunsinuuuannsaiuyseidiua 5 seau

(Likert-Scale) Tnsusazdoutaiiu 5 szdu Ao 1nflgn (5) 110 (@) Urunans (3) e (2) Yewiign (1)
mmtﬁiaﬁ"umammmwm’%laaﬁa’i'ﬂ

a1 v oA

MIveAsIlinAuiBemse (Validity) Tganuiissnsadailen (Content Validity) lnglaigaaaiianiiu

[

aonndasvasdomanuusazdoriuinguszasd (Index of Item Objective Congruence: 100) Tngidangifsamgy
pssfuiiomlunuite weriinnudidemyesatudemauanuise $1uau 3 viu wudia 10C Sdunnn
0.50 %aﬁmagiwdw 0.67-1.00 WEAII1 WUVEBUANIIAIITBINSS (Pasunon, 2016) warMAdDUANLLT o3fU
(Reliability) Tngtiuuvasuaumageuiutn@nwisiuau 30 518 7ldldfed1menisise lneld3saseuuin

(Cronbach Method) Wamanduuszansuoainvesnsouuin (Cronbach’s coefficient alpha) Wui1 dA15z1I4
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0.924-0.945 @ailAlaiaendn 0.70 (Hair et al,, 2010) ﬂ'wmmL%aﬁuﬁﬂuﬂmmwmaq%gawhﬁ”u 0.927 #1u
Usgdngnmvaaduled windu 0.945 drunissnwanuduveaivled wirdu 0.924 AuamnInnIsUINISAIL
Sdanseiind wirtu 0.943 drunisuensewuuUIndeuln Wiy 0.934

nsAATIvidaya

N5IATIEdayanie adfldanssain (Descriptive Statistics) Usenaunae AA (Frequency) $osay
(Percentage) Alady (Mean) uazdrutdsaluusnnsgiu (Standard Deviation) waglduazniiinsieilannaauns

TAsaasng

NAN159Y
PNMTTATIERT AN IMNITUTNsBiannselindfidwmasienisuenaauuuUinaeuinluuiuntes
wninedelneanansaagunalansd nan1siesgideyaniluuazafovazvenounuuaunu 31U 228 AY

LAAINARINITIN 1

M1399 1 wanFIAszideyaniluvegnouwuuaeuny

U

I 228 AU

dnvagdIuyana fovaz
! U (A1)
1. LNe
418 86 37.72
e 142 62.28
alszy
2. 918
18-22 7 146 64.04
23-30 U a7 20.61
31-39 U 25 10.96
40 Yuly 10 4.39
3. STAUMSANEN
Vsyes 181 79.39
Ysgyal 40 17.54
JIygyen 7 3.07

° g o ] < a o
4. IUIUAN (A2UA) Tunmsidrauleduminenas

1-2 a¥s/dou 74 3246
3.4 pda/ieou 87 38.16
1 4 adsdeu 67 29.39

Bu q Wsn52Y).....o....

nanTiTeiteyaialuuaAdeazveinouLuUasUAN S1ua 228 Au WUl WumAnds S1uou
142 au Anvlufosas 62.28 uanidumeaie §1uiu 86 A Andusavay 37.72 druenanudn 9101y 18-22 T 4
Susunniigade 146 au Andudesas 64.04 seaan Ae ¥aseny 23-30 U dy 47 au Anduiesas 20.61
H901¢ 31-39 T 91w 25 A Anndudesar 10.96 uazeny 40 Puly $1u9u 10 eu Anndufesas 4.39 Fusedy

nsAner wuan d@lugins@nerseAuuSenes s1uau 181 au Andusesay 79.4 sesawmdulsygiln

d1uau 40 Au AnvduSesay 17.54 wagUSeymien 1w 7 au Andudesay 3.07 uwagduiuase (Aud) Tuns



NsasinuAsAansgsAaUszand Uil 20 atudl 32 unmAu-iquieu 2569
Kasetsart Business Applied Journal Vol. 20 No. 32 January-June 2026 (1-14)

dhduledumivends Srusuanniige fe 3-4 asvAReu duau 87 au Andufouay 38.16 sedawun fie 1-2 ASY/

Wou 31U 74 au Anludesay 32.46 wazuInnin 4 ASI/ARDU 31U 67 AU ARLUSPLaE 29.39

A58 2 AnadeuasAdiudouuuinsgIuvesnunnvestoya Useaninmuenivled nssnwanuduves

Auled gaunwnsusnsiudidnnsedng uaznisuensewuuiindedin

. drudoauunsgiu
fruus Atady (Mean) -

(SD)

fuaunvasdaya 4.33 0.46
- Auledinauedeyaldnsiuaudonis 4.38 0.53

- Aulwdlideyaasudiu 4.31 0.63

- doyaiiiausuuiulediusslov 4.45 0.56

- mseenwuuiUleRinNNEIs Ny 4.22 0.59

- Fulesdillassarsiifvilsirumdeyaldie 4.27 0.61
frulszansnmveaiuled 4.15 0.57
- msdanailemuuduleiasnuuazsuie 417 0.65

- Wuuuiuledldnuiewaravenn 4.22 0.70

- audlunsmevauewesiulediduiivinele 4.20 0.74

- JuladuAdamuesiuldegissing 4.14 0.71

- wnamauiinuyesiusyle 4.04 0.74

- mInpunduneBiaiinugndes AsuiL waznsIUsTiiu 4.16 0.67
frun1ssnenauduvasiuled 4.27 0.61
- vihufanvaenstoidleldnuiuled 4.31 0.65

- ﬁwuﬁaﬁu'jwFJU”L%?R)slaiﬁw%agadauﬁamaaﬂmhﬂﬂumaﬁﬁm 4.32 0.64

- viudesiuindeyadiudive sz lignidawme wstuuiyaraniouen 4.20 0.72
frunanmnIsuInstuBannseiind 4.20 0.56
- qunmilassamesuimsuudiuldoglussiufiben 4.28 0.61

- Buledvesumninendeaiieusstunalaliuaviny 4.10 0.70

- vhuiiszaumsalfiinnedsiiBoumuiulasvesmineds 4.14 0.72

- Tngamsiuvuiisneladeusnsdidnnseiindvesuminede 4.29 0.54
funsuansawuuUinaeuln 4.36 0.47
- ‘vimﬂa'nﬁﬂwﬁwmé’s‘LuLLdmﬂﬁuéﬁu 4.29 0.54

- viuuugthuAnerdeungiivesiuinmainyiu 4.33 0.56

- ﬁwuuuzﬁwwﬁwmﬁsﬁiﬁﬁuLﬁauuazﬂuif“ﬂﬁﬁwé’aLﬁaﬂamuﬁﬂm 434 0.56

AT 2 HATATIERANaduarAduTsauNINNSEIU WU daadelaesiamuaunnveteys
Wiiu 4.33 Usz@nSnnveauledvindu 4.15 nsshwimnuduveaiuled wiidv 4.27 quaimnisuiniseiu

a

Sidnmsetind Wity 4.20 msvensisnuuIneUN Wi 4.36 uardrnidenuunAs IUlneTIITBIAAN YD
Joyauiiu 0.46 Ussnsnmveaiuleduingu 0.57 msshwianuduvesivled Wi 0.61 AnnMNITUINNS
sudidnmnsedind Wiy 0.56 waznsuendeuuulindelan Wiy 0.47 nanlasazuaiadslaessunisuen
seuvuUndetndiamnniian (M = 4.36, SD = 0.47) sesa8 Ae FuAmAMYBTEYA (M = 4.33, SD = 0.46)
nmssnwanuduveaiuled (M = 4.27, SD = 0.61) Aanmn1suinsaudianselind (M = 4.20, SD = 0.56) uaz

UszanSnmveadulesd (M = 4.15, SD = 0.57) audeu
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@

M13199 3 AatAssduaNunaunduesluanuaNNAg Ui uTaYaIesEAny IneivuamAvlnunue fail

e . nouuiu wasUiu - . -

ARYU LEUN — — Nan1sUTEIU 209N
AN AR

XZ/df <2 3.736 1.093 AOANABIANUNS AN Schumacker and Lomax (2004)
p-value > 0.05 0.000 0.225 ADARADIUNANLNE Kelloway (2014)

GFI > 0.90 0.785 0.947 AOARRDINIUNANLNE Kelloway (2014)

AGFI > 0.90 0.727 0.902 AOAARDINIUNSLNUN Kelloway (2014)

CFI > 0.90 0.870 0.997 AOARRDINIUNANLNE Kelloway (2014)

NFI > 0.90 0.832 0.996 AOAARDINIUNSLNUN Hox (2010)

RMR <0.05 0.023 0.012 AOANABIANUNS AN Schurnacker and Lomax (2004)
RMSEA < 0.05 0.110 0.020 AOAARDINIUNSLNUN Schumacker and Lomax (2004)

TLI > 0.90 0.850 0.995 AOARRDINIUNANLNE Hox (2010)

91NA13797 3 WUFT HAN1TBATITRLLAAENNISIATIESAENAY WUl Tuadunfgiudsliaenndeanu
Joyaiauszdny Beiansannwanmsiasgiadeil (fewuiu) dredunanaladn lainnunaet Jalaaniunisuiu
ANUNaNNGuTedlimaiaun 58 seukavnaausulunadaliniduil (nassu) aenndesunueidyiaiy

donndesatliaa IngldinainisiansananunaunfuveddunanuauuigiuiutoyaleUsydng

aunmesdoya
(Information Quality)

1Q

AU

dsgAvsmmunaivled

msuenReuUULInReUIR
(Word of Mouth)
WOM

Sifirmsoling

(Website Performance)
WP

(E-Service Quality)
EQ

Lo L2 e e ]

midnwrmuduresiuled
(Website Confidentiality)
WC

0.92

EE
el 2]
[ =
=]
)
=

0.91

=
8]

@

A 2 lunadunisidslaseadne dsUsuraudonndes) Ineflaanasi
X© = 135579, df = 124, X°/df = 1.093, p-value = 0.225, GFI = 0.947, AGFI = 0.902,
CFI = 0.997, NFI = 0.966, TLI = 0.995, RMR = 0.012 g RMSEA = 0.020

o

1 1INNSANYVREITY
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M15197 4 BVSwaa1nnse (D) BnSnwaniadeu (IE) vidwasiu (TE) vesiulsiiinunimnisuinisdidnnseindidl

dnSnasanisuansaluuUnsaUntuusuntnAnwuinedululsemelne

AMANNSUINISIUBEnTselind n1sueNnsie
fuusanun (EQQ) wuunsiedin (WOM)

DE IE TE DE IE TE
ANNNYRITRYA (IQ) -0.16*** - -0.16*** - -0.15%** -0.15%**
UsgAndnnweaiuled (Wp) 0.95% - 0.95% - 0.90%** 0.90%*
msinweuduvesiuled (W) 0.21%%% - 0.21%** - 0.20%* 0.20%*
AuANSUINIsuBEnvseiind (EQQ) - - - 0.94%x* - -
R-Square 0.994 0.855

*p < 0.05 **p < 0.01 **p < 0.001

91597 4 WUl UssAvsnmweaiuled ddvinannsadsuandenunimnisuinisaiudiannseding

v o o

Tsziudpddgyneadd 0.001 dsdmdnnisanassuInsgiuiaiy 0.95 n1ssnwauduvesivled I8nSwa

v

MensadeuanAonunmMnIsuIMImudiannselindfissautedAgmieedia 0.001 metmidnnisanaesuInsgy

a a

Wiy 0.21 wenandl gaunmnisuinsiudidnrselind dvsnaniwmsadeauandensuensesuuiinaelinday
UmdhnisanaesuInsgIuviaiu 0.94 fiszaudedfynisada 0.001 wenani Uszdnsnmueaivled idvdwa
medoudsuanaenisusnuuulindetin lnenuamn s usnsuBiannseiing Wi 0.90 Aiszautddy

& Aa a [%

V9adif 0.001 nssnwianudureaivled 18vznansdeaudeuindenisueniuuiinaeuin IneNuANAINNT
Uimssudiannsedind Wity 0.20 fiszdutiddiyyneada 0.001 wazaunmuestoya fidvinanisdeundause
nsuenuuuUndeUn TneruganmnsuinissuBidnnsednd winiu 0.15 fsyfutoddymneadii 0.001 uas
definnsantladeiifidninasionisueniuuindetin wuildsudvsnannussansnmueaiuledunniian soen
Ao A mnsuinIsiuBinnselind msshwanudureaiuled uaz Aunnvesdaya muddu
AunmMvetoya Ussdnsamveaivled nisfhwianuduveaivled amnsneduieanuiuulsves
AaAIWNTUINNIEuBdnusetng 1#¥euas 99.4 e A2 1 0.994 vaneALIIFILUTR U TEANS N MY RY
duled waznmisinvarudureaiuledanunsneiuenmnmuinsdidnnseindliifouianun Ae 99.4% uaz
A mvasteya Uszdnsamaenivled nisfnwanuduveaduleddununinnisuinisiiudidnvsednd
asnesureanuiuLUsveInIsUBnseuuuUIndeUIn Iefesay 85.5 wie 85% Feiainquanvesdeya
UsganSnmveaivled msshwimuduresivlediuaunimnsuimsaudidnnseiindanunsassuisnisusnse

wuuUInsaUn AL a U anURALTY

M99 5 aUdRgIuNTITELaTNAN TIAF UANNAFIU

o o o - . Path Discriminant
ANUFAUNUTNILUTDATE AL AILUIANY SE t-Statistics p-values
Coefficient Validity
H;: Information Quality --> E-Service Quality -0.163 0.181 0.155 -1.193 0.233
H,: Website Performance --> E-Service Quality 0.954 0.982 0.155 4.967 0.000%**
Hs: Website Confidentiality --> E-Service Quality 0.212 0.235 0.056 2.561 0.010**
Hg: E-Service Quality --> Word of Mouth 0.940 0.947 0.072 12.073 0.000%**

*p < 0.05 *p < 0.01 *p < 0.001
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a

NI 5 WU MIneFUANNATIUNLITE BnswaresUstAninmvaaiuled nmsdnwianudures
duled danuduiusiduuinuasliaduuseansidunis (Path Coefficient) 1Ry 0.954 way 0.212 ae14dl
Weddyneadd 0.01 AupaunImnsusNIsaIuBiannsedng wazaauniwnisuimsaudiannselind anuduus
uuinuaglipdudszandiduns (Path Coefficient) Wiy 0.940 sgnsfitfuddyneadi 0.001 densuenda
wuundeUn Sseeuiuanuigiu 3 o wazUfasauuigiuil 1 Ahnumnvesteyaiimnudiiusiduuinuaz

o a

AndUszAviSiduma (Path Coefficient) Wiy 0.163
dyUnan1sINBLazaRUTIENa

Han1FITENUd Nssuiaumsihwvanudurenivled uasdszaniamvesiulediduteduddyse
nsfuiaunnuinsdidnnsedndvesin@nwiuminerdelulsemealveasnadesiuaideves Chuang et al.
(2016) ay Setyaning and Nugroho (2020) §ﬂv°1¥aﬁ’ﬂﬁﬂmﬁ'ﬁmmﬁawahﬁ"uqmm‘wmaqmw?msﬁm
Sidnmsedind fuuliufiasuugihavinedouuuuinsounnlsifugdu (Celik, 2021; Kaur et al, 2023) Failagliu
sy inendeidadasunagnslunisiansarwdiiusiuindnu Inefonind@nwiieuadoudugniuay

v
o o

wnIngdeIgulaieuguelvuinisiiunsine dnluumingrdedlngdsmauudsunlainisanidunis

o

' £
cala =~

Tiusnsesulatfifigunimuindu wu nmslideyaruivled Ussdviameesiuled uaznanimveuivld

q

'
44

dannaeInuUITeTosdAnunIMNIsUIN1seeulall (Kim et al, 2012; Zemblyte, 2015) L%“aamii’ui’ﬂmmw
Usmsdidnnselind nansiduaenndesiunnaniingnd saudsindnwamiinerdeflianuddyiuvedeya
UimsBinuseiind fauideludenistondnsusiooulay gnéndesmanaudeyaiierfundnsusiuasuinig
YoIUIEN (Putri & Pujani, 2019) Taufisnssnwianuduresivledndmasedfnunmnisuinisesuladiduan
wiuiu (Kaur et al., 2023; Setyaning & Nugroho, 2020) nan1s@nwmuin aanmvesdeyaliiinasennnimuinig
didnnsedndluvunvesuminedulnedaunndaannnaifoves Xu et al. (2013) findni doyaiifinaningeas
dwaliinnsvenselauan WewnindnwinglianudidysidadeweUsyansamvenivled anuazain
msinwanuduresiuled ssuuanuvasadsinnniasidesanauamuesteyalidenndesiuaudesnis
Amnumaniuarsadouvesnguiienatndnwlne sudsanmnsldnuidfenn laseheudeunazense
nsldanudeya

13 991135nw1A108U wazUszAndamueanvled ulededdyiidmanenisiuiamuainuinng
didnvsedindvenindnuvumiinedeluuszmalng Und@nwiifisnelafuannmyesuinisdidnvsednd Juudli
LARTIFLUUMILUIMSBY Zegir et al. (2023) anansavunldfivusemelneldivsuusaminedeliiugbu
Kunsuenseuuutndetn kansidedannselfifumdumsuiusuastannauamuindidnnsedng
Tnssfunnudesnisvesindnuviluiiantu waiaduaindeldosvesmning1doriunisuend euagiugii
unine1deresssmdlnedia msfinvidledeliAnUsslevinounineds cuitedesdnursiadonmauas
msdeniidsrasonsuendeuvuUindetin Tnsuesmmduosdsi iomnuauysalvesuidouaznseuninin
Haduidesnsinmannudu wasUssansnmeaiuleiiu annsofmegndriiunisuendeuuuindeuinluids
viniufifguamnsunisveniuleitadesmanouaueseaivles wasanundefiovesiuled Sniues

Usgansnmmnisidnfiessuunazanuidudiudiinafeuinaennuianelawazauassndng (Setyaning &
Nugroho, 2020; Zemblyte, 2015)
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Uszlyvivainisivy

Mnmsfinynuiseiinolfiiausylevdiinisinans fe wninederioantunisinwmsiiyaainsi
BermalunisquasazUiuusauinmsmadidnnsednd wu niswamniuled msusuussussansamuesiuled
mssnwmnuUasade uazaunmdeya Lt Wianunsaneuaussnmmands wazeufianslavesind@nuildesns
fisz@vBnm dezdmadronisuondenuuiindonnlunduaniferiusmineds wazdulsslovmisensiamn
nagnsmanaauaznisdeasidluewian wazruidedlduandliifiuinldrosonuuifnues Zegi et al. (2023)
iesnidlenmaaeululsmalnedifimnuunnsismeiausssy nginssunislémalulad suuuuaumaniswes
fldmaluladvilinanisideddiuiiunndng fe aunmvssdeyatuaaniwnisuinsdidnnsedndua duay

' B3

nan153deuansliiiudl anunsaiiananvaulddaduinddeneundimnaunimaesdeyaiiiliaenadeiu
AMUABINTS AUAIanTarsadouveengu ity deluidmisinisusununinvesteyalineulangse
nauithumnauazduldnunginssunisldnuwazanuaaniwsanguithmnedndnulnedielidmanisuinse

dwaroAmMNIsUINIIBaNTNTeindle

FolAUBLULAINNTTIAY
1. ToiauawuslBIUgUR
wnInerdemsiaulsulsaivlsduaz o undindurssuninerdelildnuitsuazazan w@sueasns
sruuhwiaulaensisvesdoya Snvtaumanerduasiauidessvuunsneuausslaefintemisnisnoy
Toasdouardymliognsnia eneuausiniudenisuazuiulganstiuimsldvuiiniamiing doansd

a ¢

nsaLszUUeNIeeenIs iy ussAvg (A) TunsTiuinisBidnnseiinduasusnuen (Chatbot) iy
fraglunmsneudiniy Jymdeasdevesindnwiiionusindnasiuyined saiaaiuadessuusnwai
Yaendvresdayaliindnwidaiudulaluszvuainuvasadevesteya dnenswauissuuuavuesa

5% a =

(Dashboard) \ieazldRamudeyadfaliuuuiFealnitazannsaiinsziveyaidednuar Ssvaelitquarivled
anunsanilanginssuvesldlaidueead

2. YalausluslINIVINg

uingndemslisunsduaiunAfouasiandumaluladnsinu weliAnesdarmiiuuinnssu
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Abstract

Environmental, Social, and Governance (ESG) operation and disclosure are central issues that
indicate the sustainability of businesses in the modern era, as well as crucial information for financial users
to make economic decisions. Due to the importance of such information, this research aims to study the
characteristics of firms that affect the willingness to participate in evaluation processes for disclosing such
information, which archival data were retrieved from S&P Global Ratings during 2013-2021. The data were
evaluated by using the Logistic Regression Model technique. The research results indicate that larger firms
as well as firms with good performance are more likely to disclose ESG information than smaller firms and
firms with poor performance. In addition, the research results also specify that financial risk and ownership

concentration have negative effects on the probability of disclosing ESG information.
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Wametayanuanuadasladuniedislunisieasteyanieluvesiamsnlilagnisdulndamediugldtoya
meusnillaguniudionalianunsaidifsdeyamailld deunsiUameteyanmuaiyainsladsisanmnuguus
Guaqﬁiymmm"l,u'aummsuaq‘ﬁaaia (Information Asymmetry) (Suttipun, 2021; Suttipun & Yordudom, 2022,
Von Alberti-Alhtaybat et al., 2012) FululgymdrAglunisdnduladuasegitvesdlddayanienisidu wu 1in
awuwasli] Adunquilideyandniientsatuayunisinutduu

2. uvelushnilineates

% a . . 5 [ v o @ a 1 a 14

AENYEIAaNIEYRIRaAN1T (Firm-Specific Factors) Wululaduddgdwadonisilamedayaniuning
#1inslaveananis (Chen et al, 2024; Chung et al,, 2023; Khalid et al., 2022; Khan, 2022) Tun1s@nen1silaiue
doya ESG muawainslavesiants vuidedddmauinaniineiteswazanansahanldiessuivauuigiu
n1533ulaeld nounisdedyaas (Signaling Theory) Tuniseduteuseyslanavdadeiidamananislametaya

ESG v049n15 Asusnganusieazideniiaglinaniwelul

yumnanIsuasnIsiiame doyaniundruasinsle
yunnansiiunadnuazanzedmilawesianisianAdeluefindunuidn euduiusiunisiUame
Tayanmuanuadinslanslivunreianisuuaunsoagyisunsnensifansideheaivayuanuaiunsatunis

¥ o

Wawmedoyaniuaiuadastald swdsianisifvuielngiuerndun Sunuewesdenuuazdddiuldde
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v

dildladunetuanusuingeun
yi

nnan1snsevtinuazliinae (Chung

warnvanginedieiu nssnudeidsiuaznsdedygianiunisdeasis
Aansiidedsnu Awandeunarnisinemiuguaiansiirtuiadudesds
et al., 2023; Abdul Rahman & Alsayegh, 2021) Feiunuidelngauann I amua g RS IUINTE ISR
vasfamsfiunsiliamedoya ondveeg1uYy 11U3380e Abdul Rahman and Alsayegh (2021) FavhnsAnuns
Weawmedeyaiiisadestu £5G Taslduismasmezidousuu 1,244 WidvlueBeuaginsiAudeyaannt 2005-
2017 wuhiamsunalngfimsdawedoyadi ESG unnninenisvumdn wudeaiunuideees Chung et al.
(2023) vhms@nudadeiidssasenslameteya ESG :nUSUNveIgaIng HanFIdenuI Aamsvuelng s
fanuduiusiBsuanduruneesiants fsfufanisuwalmgninvedisedunadamedeyn E£SG figaniiAans
YUIALAN uaﬂmﬂﬁmﬁ%’aguﬁwummﬁmﬁuﬁﬁamﬂismwummﬁammmzmm%wa%z&a (Baldini et al., 2018;
Galani et al., 2012; Kaya, 2014) genndediungufnsdsdayaia ssuinanisvunlygdniinineinsiiganely

1o = = o 1%

nsiUaredaya ESG Liedsdyarutininuiuinveusedinuuazdaindey Fanatiefwmainamukarasieniy

Y

a o

WndefieliuAans (Chung et al, 2023; Abdul Rahman & Alsayegh, 2021) mm%ﬁ@fﬁaamagmﬁ 1 Aedl

AUNAZIUN 1 YwnRansiianuduiusidauindenuadaslalunisiamedeys £SG

nszuauanaInnanssunIsAniuukasnntamedayaniuniuainsle

mssunmsdszdiunanisaiiveudiy ESG lnevenuneuendadunslamedeyanunivadnasla

o
U v =

dudesiidunuilieteasieuiululdedndaidesnsnssuaiuanannssidunudadunilsuninensi
Aamsanunsaldifionisandunisdnann ﬁg\ﬂfﬂizLLalﬁuﬁiﬂmﬂﬁ‘\]ﬂiiﬂ,mﬁﬁ’nﬁuﬂuﬁLLWJIﬁ@Jﬁ‘\]Sﬁﬂﬁ’Egmﬂmaﬂyjaﬁﬂ
gpsiamsluswan (Ni et al, 2019) lunsdidAanisfidinssuaduanainianssusidusnudsianaudululed
G’Tanms%?iami;ﬂaﬂ'wmﬁamﬂuamﬂmmumsﬂimﬁuwami@hLﬁumué’hu ESG Tnemmiisaussidiuildiuai
Undete wethssanssumatadiuiinmstuiinanudenlossrieduanliinsdunssuatuanseduanluilod
Aansifumuansnsalunsasmu (Lamont, 1997) deandesfungufinisdsdyayia Seszyinfansidnszuaiu
anguindosnsdsdyaadsinonmuazyalusunanvesionisiunsidamedoya ESG deenatisisgatinamu
KAZANAUNUNINITIRY ﬁqﬁuﬂwuiﬁaﬁﬁaLauaamuagmﬂ’ﬁ%%’aﬁ 2 ol

suNAgIudl 2 nszualiuanainfanssudndunuiiauduiudideindennuasiaslslumalamedeya

ESG

AN iusazn sDnmedayaniunduainsle
mwm?fsmmqmsL?‘wm%'aﬂnsmwmmﬁumaﬁ’mmﬁﬁuﬁﬁ'«amﬁm%@fmﬂuﬁnmﬁaﬁﬁaﬁwﬁ@uszﬁu
ﬁaﬂﬁﬁdwaﬁaﬂm%Lwaﬁazﬂamummaﬁﬂﬁﬂ (Baldini et al., 2018; Freedman & Stagliano, 1992; Whiting &
Woodcock, 2011) ilpsminluanmefiRamsiieudsmenisiunieddnduvemiaululassainmenisduiigs
turghlianudsdmesfamagniudludadniiedunenouunmiliiuduumensGuiiianisdosesu
deswnnmsnend wenandgligBudusenaddddglunsudnsulfiianslameteyanuaruadiasle
(Whiting & Woodcock, 2011) maiaumedeya ESG susnagnldiduiedesiielunisioanslugadmilnasdlidtu
iloazvioudsanuiuiaveudiudainden danu waznsmiuguaionts Fsoravilidunumienisiuvesionis
anadld Krdueuidelusimnsnuideinauenuduiusludwansswineamud ssnanisiiusazniadame

[ (%

Uayan1u ESG (Baldini et al., 2018; Whiting & Woodcock, 2011) pgslsAnlusnaundaiunudsmenisdu

o

wilewnannsneniiitedavnaunindvefian1stuas e i adswaA1TEAUUNNNITRUNRINITABILUN

o

Uieuyumansiuildaailiaudedsvesianisiuanasls lusuginsUamedeyaniuaiuadiagla 1y
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ESG WuiitunseaunuliiuAansuinduduiu anasaddwarilaianisidanudsaminisiiugaduiiay
Jululinaslamedeyanmuniuadinsloanas (Eng & Mak, 2003; Sharma et al,, 2020) @onndesiunguinisas
dygyne FaszyRamsndenuidsmanmsiuanadamedeya ESG ivedsdyaudnnuneiealunisdnnig

mwm?{muaza%ammmL%ﬁ@iﬁﬁ’wﬁﬁmu%ﬁ”lﬁa (Baldini et al., 2018; Whiting & Woodcock, 2011) Aauulu

Nuidpifuavernudsminsduveianisilunidutadefdmadennuadnslalunsdamedeya ESG fail

FUNAFIUN 3 ANFBanINTRweiamsianuduiussenuadaslalunisiUamedeya ESG

Aruarsalunisinlsuasnisidnmedoyaniunauadnsle
nuAtelueRnlddliiufnnuduiudsenienuansolunisvhilsvesianistunslamedeyana
auasiasle lnefansiidanuannsalunshiilsgudod dlsduwAuinduguimsvosianisariaed
wssgslalunsiamedoyanmauasinslennnitfanisiidesanuausalumsiiilsidfieddyaanisaiu
mmmmaﬂumiﬁwﬁ’ﬂié’fﬂﬂa'nLLazﬁTiaL?‘iawaqﬁﬂmsm’mmsL?Jmmaﬂﬁau“alué’ﬂwmzﬁmﬁn (Baldini et al., 2018;
Singhvi & Desai, 1971) Auamsatunisviilsduasulvnanisininenslunisilameteyanmuninuadnsladn
#e TurziiRanisfienuanusalunsvhilshvionamuiuineslilaneteganuaruatasladomna
ninensuaglifonsioslamedeyaiisdtuavnvomayszneunsiliifl (Galani et al, 2012) aenndoafiv
Ngwf ey %qwqdwﬁami‘ﬁ'ﬁﬁwlsqaﬁﬂﬁaqmsdqé’a_gmwﬁqm’mﬁ’u%aLLazmmﬁ"ummﬁmiﬁuﬂmmi
Wawmedeya ESG tefgaiinamuuazaiiunianiidede nunuidsves Baldini et al. (2018) wag Singhvi and

Desai (1971) wuin Avn1sfidianmanansalumsvininlsguinidamedeaya ESG unninAansivinnuvsedinlse

v
@

AeiuanAdeidsaueanuduiusseninanyaansatunsimlsuazavainslalunsamedeya ESG A
Usingluauuigiui 4

AUNAgIUN 4 anmansatunsiilsiianuduiusidauinseanuainslalunmalamedeya ESG

nsnszanfavesgaouuaznisitamevayaniuniuainsle

o

Aansteediulnglussuuiasvgitvesseinanainiinlmiviefsandulaensluludnuae  Emerging
Markets @e5amfsuszsimalvetuddnvaginudfgrouisnaanziloulavdiulugiudiunainianisluaseuniaids
ililaseasag Do uuidn1snszandige (Dinh & Calabro, 2018; Oehmichen, 2018) 31AnTEAINA1IN LA

v
Y 2K o

nsnszgnfvesiieuiunanadudnuaznuddyegimiawesfanislunaindinan fdsiunsnszandivesyd

©

U q U
v
o

aansfny Mellanuddeluefalagiiiuingdeiuselvguud

D=1 o ¥

iFaduniisludnuaedidyuesianisiianideil

a a ' =%

BVIENARELUINABNIIANUANAYNSUALTANIIVBININTT (Bao & Lewellyn, 2017) Aanun1sAtiun1sniIu ESG 34

1 e

fienundululivezldfunansenuaingdoiuselng vistinsnszandavesiiovuniudvsnavesiieiuselng il

o

sensilaikedayanu ESG Wi dNuUINkaray enfiag1adunuifeves Dam and Scholtens (2013) wuin

v P

Aan1sninsnszandvesieuguiuleugsmumiusuiinveusediay Auandeuuaznisiiuguananisineil

£% '

Weanannsandunislusesinantuneliifaduyudimansenumsauseaulsisvesievutiues eglsd
Arnuduiusidsuansgnindassaiteiuniiteiulasanzegniyteiundumhsnuiguianiodiusnsnis

WuagtrwdaauliifnnisUamedoyanu ESG 1ndaWu n13nsendivedteviueivdwadionisandulalaume

Y 9

rada a '

doya ESG \eangneusiglvngddnsnadeulsunguasnagnsvesianis muewideves Dam and Scholtens

(2013) WUl MMINTEANAIVBI OV UBIIHINAT LT IUINLAzaUson1TUameYoya ESG Yuagfiudnunzuag

wsegdlavesdienuselug egrslshfnguinmsdsdyain seyin vdnavesieiusielugdenisivuanagns
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wagirniaveafanisiunmalamedeyadiiu ESG duanadunsdsdygyrasedlanldidenguduiiieidesiv
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Aamslauieiu Aunuidetimensalanuduiusseninmnseandivewnovutularanuainslalung
Uawnedaya ESG uilinensaliianiavesnnudunusasl

FUNAFIUN 5 MInseandvewievulanuduiusdeauadaslalunisilamedeya ESG

@

NANURFIUTIAUUITY

o

TPUANTDUBLIAA LUANSIdeRamB Ul

YUIANINTT

ATELARUAAINAINTTUANTRUU

ANULELNIINITEY miLflmNmiquja ESG

ANnuaEnsatunsiimls

N13N32INFIVRILTBYU

AN 1 aUNAgIUNUITY

a [

I SAa
30 UYUIBIY

¥ 1

1. JayauaznaNnlvE1g

Y 9

mu’?%’ﬂuﬂ?ﬁfﬁsﬁmﬂanﬁaqﬁﬁlﬁmﬂim%aga S&P Capital IQ uaz S&P Capital IQ Pro* lngdeya
dnunzRanstufusurumnguteya sep Capital 1Q undnluvasiitoyafiferdesiu £56 duifusiusm
9ng1udioya S&P Capital IQ Pro Inefivasszaziianiiuteyasnt 2556-2564 lesandoya ESG lny S&p
Capital 10 Pro tudniidundausnlull wa. 2556 wed a.a. 2013 v iinguiedsililumsinufouivnan
nedeulunaendnninduislsanalnelaefsnaunguinediedumumeasdoninandlunad 1

n1sidenld s&P Global ESG Evaluation \iudid frlunisfinwiadaiifivapaddgmasussnns fislud
vosmnidefio muaseuRquuastoya uasAuaenadesiuingUIzasiuesnTIde 1osan S&P Global 1u
vilsluantudndusuanuindefiovansiiulazmudsduiildiunissensuluszduaina m3dasusu £SG ves
S&P Global fimnutdefeidesanuasgunssziiuiidunnlag s&p Global lénseunisuszifiufinseungy
#efudwandon (Environmental) §3A31 (Social) uar5935u1AUTa (Governance) Ingfiansmnaindeyaineds
USinauandnmam Snideyarhumsseusuaninasmu aamtiumsiy wasnhsnuiifuguaialan sihlidy

wmsguiiedelalunisusudiunanisaiiuauiiu ESG nsfinwastiyatunisinseitadendmadeniny

v
a 1%

adaslalunislamedoya ESG vasfianis n1sld S&P Global ESG Evaluation tluf@indauaenndaiiv

'
d

TRUsEAIARINANIL BIRINNNSALY BUANUENATED S&P Global ESG Evaluation 1dgdauanusemiamelag

9 Y

asipslaunan FeaenransiuwilIAnveINIsAnEINfaINTIAs1Eianualastalun s damedaua

U

A15LY S&P Global ESG Evaluation dAinuivangauiloiiaununisiinzwuy ESG 31n@n1Uudu 1iaeann

wa

ANNaIBEALAZANENYDITBYA S&P Global THiEnsUssliufiaziBenuaraTounauaenagnsuagn1suiuR
1)

bilideyaninuaslinanings dawaliaanissensuluseiuaina S&P Global Wuiisensuluiiniaininamu

q

wagdlldulads vilinansidelinnuuntetewavarnsathluldlumsdnduladeleuald

1 S&P Capital IQ wa S&P Capital 1Q Pro iugudeaiiliuinmsdeyameiumstuuasdoyaililideyasunsiuvesuisnih
Tanilems33s msdtesnesimanisiiu nisasyu msenw msiifugualaemizsnuidvgua Wudu Tasannsafnudeyauiafls
1N https://www.spglobal.com/marketintelligence/en/solutions/sp-capital-ig-pro
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A15197 1 $1882188AYINANRBE1NYININTANK

TYaTLBUANGURIDEN RRITRIVERLERN
UIUNFUAIDETININTY WA 2556-2564 7,641
¥h deeheiiteyavumionisliysing 719
¥ih deeeiitayanseuatuanaindenssus ndunuluiusing 107
¥h Feeheiideyandideanemsduliivsng 894
¥ih deeheiitayaniimaisalunsiimlslivsing 187
¥h Feeheiideyanisnszandrvesiafuliising 79
IR ANEEENS 5,655

2. Auusuazn1sInAIRLUS

AuUsay

v
Ay aAaou

NuidelliiingussasdiiioAnwidnwazvesianmsiidmanennudululdlunmsdriunsusaifiunants

N o

AfueuR1u ESG 1ne S&P Global Ratings ESG Evaluation Jadunisidnsunisuseifiulnedingussasdiioli

v
v

I#unBedioya ESG Score uasndamedayadindnmuminaiingle fafusnvasianisionifodfesnisinean
A5NUNLISTNSsLTUERNTIUSENOUAIBTLIAAINTS NTZLARLANIINAINTIUANELIIY ADIULE B9N19n5181
anuanansalunsiiils wagmisnszandivesdiienu Tnelisazidonnsindwesiuysinandaiusinglu
AN3197 2

dl L% U £ 2V
A15197 2 N1FINARILUTAY

fruUsAu feo BnTnen
UIANINT Size apN1STLYeEUNS W T
ATELARUANINAINTINANTUIUY CFO nsruaRuanaINAINIIUALILOL/AUnSngsiu
AIUAB VNN LEV Sasduniiaureduvendve
auausalumsviils ROA dnsnaumlsredunsndsiy
NINTEINAIVRITOU CON Sovavvasiuiifelnetferiusielvadusiud 1
AmUsnIu

fudsnunanuddeluasiaulafinuAeonisiUamedeyasiu ESG iumsdseiiulay S&P Global Ratings
ESG Evaluation faidunisidnsunisuseiliulaemitesiunieuen (Third Party) auaduasiasla lnenisuseiiiu
dielildun@ssansandunisiiy £SG disuiimsussfiunaslawmedeyanisaiunisvesfianisiidisiulasinis

Tne &P Global Raus®) a.e. 2013 wdeT n.a. 2556 neldiTelasens Corporate Sustainability Assessment (CSA)

'
= aa 1%

FaBnsvuwdeyaiiensussfiuiulszneulumedeyannvannwanenirdiudeiuliinandudeyadu ESG
AfINsMTIndnme MIAATeiteyaniu ESG mulunewesldiuliidouazie mslnseideyaluguiuy

Tuna 52ulUBINsIAsIeidaanauAanululuvasua LA e8I UNaNITALTUINAY ESG 1udu? fatiy

v v

Avnsidsaumstsadudainaniadufonisidanudssasdazlamedayadniu ESG auauadnaslanoun

Y
o Y °

Aansresdawmedeyadnariluiuy 56-1 One Report Tull w.e. 2564 Natidayanisaniiun1ssu ESG Mvtieeu

2 gnansafnudeyaineafiun1susaiiu ESG Score wisdnldan https://www.spglobal.com/sustainable1/en/solutions/esg-

scores-data
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S&P Global Ifvin1sUssidiutiazgni3endt S&p Global ESG Score uazilawmerugiutoya S&P Capital IQ Pro’

=

Fadunildugrudeyaves s&P Global Alvdeyaifleusznounmsinduladuasugiafuinamuuazsiianlmasdy
fadumadamedoyaniuaualinglaifsindefaudsmi Binary Variable) Fsiialdaosrlnadawiity 1 e
AansiimsidnFunsussdiunasiUnmedayaniu ESG uagdiaviriu 0 winAanislditnfunisusediunaylsifinng
awmedoyanuaruadnslasumsussfiuding1: wazldge £SG dwsududsnuil

3. 35115799

' v
ada 1 e

ilownudsmalumiseiilususifidaldaode 1 uay 0 mnnsdiiouideizadenldns
Anmeginsannesladafin (Logistic Regression Analysis) tilenaasuayufgiunsidelaganansouansunandni
T lunsnnaevauufgiudsiivsngluliea 1 fedfnmsfiudauusuing (Year Dummy) wazdaudsviungy
9namnssal (Industry Dummy) ilemuguiladesuaanndesnmaieifinisasuuadunsasdisnauasiads

lMEnUgAaMNIILioITinILANG ey
Logit (ESG) = a1 +[3,Size + B,CFO + B,LEV + B,ROA + BsCON +Year Dummies +Industry Dummies + € ...
(Model 1)

NAN15IY

1. dDAINIIAIUN

nsiUaedayanu ESG lunsitnfumsusziliunasnus ESG lay S&P Capital 1Q Fausl a6l 2013
vl w.a. 2556 neldvelasanis Corporate Sustainability Assessment (CSA) figtai

M19199 3 agunmisilawedeyasniu ESG Hun1sii1sunsUsEURANUAY ESG lag S&P Capital 1Q

nsdawredesa ESG RRVEPEPLURR Jovaz (%) FovazsIu (%)
LiUnwedeya (ESG = 0) 5,122 90.57 90.57
Wamedeya (ESG = 1) 533 9.43 100
33 5,655 100.00

M15°99 3 asunisilamedeyanu ESG auanuadaslanunsidisunsussidiunanumu ESG lag S&P
Capital 1Q az1iuldd19nT w.A. 2556-2564 duddruuuienidrsunisussfiuavlamedoya ESG vivdw 533
Aregs Andusesar 9.43 vesuszynsianue lusasiinguitlidnsunisuseidiutduiinandsdesas 90.57 wse

91U 5,122 fregn Matlamneiamnansunulunissunisussiuinonisesdne

3 mamﬂﬁﬂm%a;gaLﬁmamfﬁnﬁugwﬁaga S&P Capital 1Q Pro l¢ia1n https://www.spglobal.com/market-
intelligence/en/solutions/products/sp-capital-ig-pro
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o o

Al 2 agun1sWiawedeyasy ESG iunsihunisUseliunausu £SG Tne S&P Capital 1Q 5163
ogslsfimmnfinsanuunliunsdamedeyananisdidunudi ESG 516Y91nT w.a. 2556-2564 au
Usnglusiunmd 2 fussdiuldiisnanmgdeulunammdnninduisssmalneiuiuuliinmadamedeya
#1u ESG muauasinslaifinduynddeaseuliifuauddyuesmadamedoyadinaiusiaslaildfinnsdedy

lngngvung

aa a

AN999 4 ADALTINTTUUN

s Aade drudonuunnsgiu Fsgn ANGSEn
ESG 35.95 29.16 1.00 93.00
Size 18.74 1.65 13.19 26.28
CFO 0.06 0.17 -6.27 2.88
LEV 0.91 3.83 -20.57 169.05
ROA 0.03 0.06 -0.78 0.79
CON 0.34 0.18 0.40 96.99

M157297 4 wansteyaatinssuunvesiiulsnauideaulafnulagaafsazuuudseiiunisuj i

'
a v a

A1 ESG HAwviniy 35.95 TuvagiA1asuuusiagnuasuseniilameag 1 Azuuulazadnagil 93 AzuuuaIN
< PR a wa P a v aa v & & A |

100 Azwuy iulddiman1suiuRnui £SG vesusennilamedeyatuiianuainvatedusgeds duaun

AansiieedsinanasnSiuvesdunsndsiuwindu 18.74 viaanduduiukduvindu 913 awuw Aaaeved

nszualuanaInAanssuALduuAU 0.06 azviouliduinguieddasdlngiinssuatuananianianssu

audunuduuin srusandiunidusediuvesitvesdauadewindu 0.91 agvieuliiuinfanisiaediulug

IIMRUINT M TAURAL AUV LIV LUFRd LN AgaiY YausinuaUsatunsyinAlsiaedevindu 0.03

wansbiiiuinfanisieedlngfinailsannsussnevgsiauasanadesevaznisieiueifioiuselng ignet

9 Y
1%

fovay 34 avviouliifiuinnguiedislavdnilvailaswainsnisieduiinszgni

2. MTAATIEAARTUNUS

57197 5 wansranTinszsideyameaiAavduiusuuuiiiesdu (Pearson Correlation) lilensiaaey
Yeym Multicollinearity Fainduiilosnannisidhuusdassdaduduusmennsaifinnuduiusiuesdasdma
nsEnUdeNITAdeUANLATIY MNMTRANTINANUTEANT anduius ety sBasemuianslunsned 5
wulsifiiaudsglafidanuduiudgaiu 0.80 (Hair et al, 2006) uansliiulddnladdym Multicollinearity

senieiwlsdaseienavihiiindamnlunisinszinisanneeiianisaaauauufgiu
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AN5197 5 NMSAIATITRERFUNUS

Variables (1) 2 3) (4) (5) (6)
(1) ESG 1
(2) Size 0.574* 1
(3) CFO 0.054* -0.011 1
(4) LEV 0.008 0.045% -0.056* 1
(5) ROA 0.067* 0.011 0.367* -0.096* 1
(6) CON 0.039* 0.094* 0.079* 0.022 0.040* 1

*shows significance at the 0.05 level

3. HAN1IVARDUANNAFIULALN1TRAUTIEHA

517 6 uanmanadeuauuAglaglinslinneinsoanoslalafnineandendel ausfigwd 1
yuInRansAaziouR LA WYs Size finnuduiusideuindenrwaiaslalunsdamedeya ESG (Coefficient
2.264, p < 0.01) MnNANTITEaIsARUanIAln Aamsvualngiienudulllfiezasinsladamedoyasuy
ESG Tngrumsussiiuanmbenumeusninniiensitdvuadndadulusmumuideluein (Baldini et al,
2018; Chung et al., 2023) asﬁau‘l%ﬁud’]ﬁfﬂms‘umme[,mgﬁ?uawﬁw%’wsnﬂiﬁ"mmamhaaﬂ’uauummmmsa’tu
nadawetoyalnsrunisUssdiurnmhsnumeuensufaiamsnnelnyduevegluauaulavesdsaudeiy
Aamsdnuuzioadenldnmslinmetoyadiu £SG Wiedsdyyanfeafuarudduludiianlfias Tuvasd
s CFO flagvioufinseuaiiuaninnfanssudiiunuaauuigiui 2 thliiwupnuduiusedeiduddyma
addsennuaiaslelunsilawmedeya £SG agndlsAnnuaiunsalunisvinilsi azsiounudanus ROA
(Coefficient 12.878, p < 0.01) ﬁmmé’mﬁuﬁ‘@qmﬂ@iamwmﬂulﬂlﬁﬁ%aﬁﬂﬂaL*TJ@Lwa%’aaﬂaé’m ESG lagei1u
nsUssiunhsnumeuendulunuaunisiui ¢ uazasnadesiunuiselusfindiatuayuuwiAniiinienis
fiflnaUszneumsfintudiauannsauaziisualinslafiendamedeyadiu £SG snnndfansiinausenounislsl
ﬁLﬁaqmﬂﬁf\]miﬁﬁmaﬂizﬂaumiﬁfué’aqmia'aé’ﬁyﬁy’]muasﬁ%’w%mﬁammﬂm%Lmaﬁ'ayjaéfm ESG siatfuann
wamﬁ%’aﬁé?juiﬁt,ﬁu’hﬁ=amﬁmﬂ%’wamiﬁwLﬁuamLﬂuﬂa%’ﬂuﬂ’ﬁﬁmimLﬁaﬁmﬁuiﬂL?mea%’ayja ESG A1l
adnslaununszuaiuananfanssudniuny

TuagAiauufisiui 3 §anensalanuduiusseninennaundsmisniniusiudnds LEV duny
AnuduiudiBeau (Coefficient -0.326, p < 0.01) siorrulululalunisUawedoyasiu ESG lnerunisuszidiu
e nueuenasieuliiuisnnudululdlunsiliamedeyadiu ESG lnerunsussiduainmiaeanu
meueniianaadlofisnsfiarudsmamaiuiigeiu aenrdestudeiausanaiddeluefinfiaueinniszfunu
yansuiifanisfesnuniuiuanussgslavesiomslumadamedoyamuniuastasla (Sharma et al, 2020)
fiideunannadamedeyaduaanelifnfunuiifinduuifans wufiunsnszgnivesieruiiauely
auuﬁgmﬁ 5 6ufuUs CON @anumnuduiugideau (Coefficient -1.256, p < 0.01) wandlfiiuinnanisi
TassadeiAevuiinisnszandivesfioniugesiinudululifes Damedoyanuniwasinslagiu £5G Tagsinu
nsUszifiuainaiasnunisuens nan13ideiaenndestuauidelueiin (Dam & Scholtens, 2013) lny
arwduitusidsaviianansaeiuisldinsamuuasmadameteyadu £G muarwalinsladusianeliia
Funuitdsansznusionnusdesfevudiudiedderunelvafifousuunszgniisendldtunansenuan

suulumsamedeya ESG lnerunsussiuanviignunieuen
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A1999 6 mamwmaauamﬁgm

Fudsiaulafinw fiemnannuduiusiinennsed fauUsnu
ESG
Size auuAgIi 1 + 2.264%%*
(0.097)
CFO auuRgIui 2 + 1377
(0.990)
LEV auuAgIuT 3 +/- -0.326%**
(0.058)
ROA auuRgIui 4 + 12.878%**
(1.925)
CON aunAgud 5 +/- -1.256***
(0.426)
Constant -49.718%**
(2.136)
Year Dummies Yes
Industry Dummies Yes
Observations 5,655
Prob > chi2 0.0000
Pseudo R2 0.6520

ayunansivenasdarauanusdmsunisideluauinn

1. d3UNan13IY

nsWamedeyafuduwindon dsauuaznisiiuguaiants viefiFeniulnegeinmsiUnmedoyasiu
ESG ﬁuLﬂuUizLﬁuﬁwﬁ’zyﬁm%’wmaqiﬁaiuqﬂﬂaqﬁ’u uaﬂmﬂﬁsﬁ'agaﬁfm ESG fafimnudnAysion1sandulaids
\swgiaveslideyaluneaumanmsiuiionsnsalmudiiuvesianislusuian 9nanudWauesdeya ESG

Phlimhesnuiduguansdnihnenunenisiunateniisnunilanlainnsannsdeiulindlegsialadnig

v
S o

Wawmedoua ESG iussaun1nisidu mnvssifunnuddginanilinuideid ffngUszasdiiefnw
nanszvUANANurTesiansiidmasenuasinslalunisidiiunisussiiudeyasnunnudduiiodams deya
#1u ESG Hunsvssdulnemiisanumeuen uiiuivnaansdoulunanndnninduassinalneduayl4a
nmsWamedeyaientu £SG meldvidensiuindougsiaiionudsdusiiunuy 56-1 One Report dmiusey
seozIaNTIBURaAD 2564 1Wudunn Samaliamedeyadinamiudunsdamedoyaiuspmesvosiansiiu
vdn wenanmaametoyaludnuuzdinanuitmanngidoudiannsailameteyadu £SG isftldnuaiy
afaslalaesiunsitrzunmsussifiuanmbenumeueniitisidestunisaiiunisdiu £SG Feusemalue
AzuuuiieagiounsAdumsdiu £SG lunmmsuazaazuuusesiu e damedoyaludnuas dazdligld

v £

Joyardlananisaniiunisiieaudidulddedvukazaiusavitnisieuifisutoyasu ESG Aananisening

yaa

AamsléRtetu dafunumanmsawedeya £56 ludnvauzioaduiuamenisinauetoyaifionnudaduly
pwIARTUsEneafesdiunts drfunansideluafelifaunalfifiodudeyaidosiulitumhsnuiiugua
I8l 9udeyauszneunsfiansanmsisudeduldngrneuasdeteduiifstesiunsidamedoyadu £5G Tu
aumansialy
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nanITazviouliiuinfansiddnvazuwandsiuiulannuadaslanavdamedayadiu ESG unneng
fulasfanisndvunalng wagAanisidnauseneunsadudanudululinadifiunsuasilamedoyadiu ESG

1Y o '

punuasiaslannniAsmsvuadnuasianisiinauseneunishid esnnfamsiifandnuasfinaduenad
AmFensuninensiionisidumsenu ESG wazdesnsdsdyananiiedeansnsiidunsiiterudBures
Aamsshuniadamedeyadu £S6 lUSwTdwlfiie drumhsnuifuguasafintsanaudnsusdnarido
dadonmhsnudesfuiiazdosiniunisueslamedoyadiu €6 Turariitamsfifianudsmisnisiuuay
nanszanfesderugeiudamudullffiazatasladamedoyadn £S6 i narudmiudidauiimisnu
ffuguanazglifenainnsanmasmsnsequliiansifinnudsmisnsfugsldiiiusslovivesnsduiunis
uazdaweteyadiu £SG wuinituiunanssndesferuitnaauionadamedeyanuaualinglady
mirseuifuguasafinsannssdulidnsnssnensierulaegfotussgos vie Free Float 1nBstudie
nszfuliAnn s lnmedeyamiudiduvesianisungfeovusedesiientagliansadrfedoyamelulfigudievu
s1elue

2. awausuuzdmiunsideluaunnan

desmnmatdeluadsdfnuniadamedoyadiu £SG munruadasla lnefinnsananarwadaslaly
mshsumsUszfiuranisadunuiy £SG anmsnumeusnuazlainedoyadnanidnsidamedeya
ESG frumsUsziiulpemisnumeusnludnuas dagilvideyadidamedulamniideiowsasdudoyaida
Tnsnuasingla egrdlsfflutiigtuiivareianslélinslamedoyadu ESG kutomduusnmiennmsiu
msUszifiulasnihenuneusn 1wy madamedoya ESG HW WUU 56-1 one-report fatunuAdeluouianes
yhmsanunaudnvasiansiidmasonisidamedeyamu £SG riutomduusnmieannsiihsnlasimsiiie
Whiunsussdunsdudunudiu 656 lngymissnunieuen woidudeyaifiudslviunisauiiugua
Uszneumsfinsanudduldnsliamedeyasu £SG sely

elul 2565 aanananninduislsemalngladsdulddommuanislamedoya ESG H1u wuuneasy
56-1 ESG One Report § eidudunilawessissudsesinivsdnaanefoudesdniuasinounssoaisisay

Y o

(Pathamasukon, 2024) TafnualiiingUszasaiioduasuliuiuneineg daulusedauaziinnusuinveuss

4

FiPuuazAwIndouunniu (Senawut & Povatong, 2023) agslsfinn Apufitefvuaiayinatesuldlul 2565
UitmunsdldSudamedeya £SG Insasiaslonounsteduld dsasvioufiiniuudinazanundouvesuism
mﬁwﬁiumiﬂi’ué’]’afjummamﬁﬁwLﬁuqsﬁﬂﬁﬁ'aﬁu ﬁqﬁ?ugmﬁﬁaaﬂa ESG weaUssinalnglugisiaidanandudu
szuviiendenisnenudoyalasnrwasinslodundn wihegidormunnisidamedeya ESG One Report Tul
2565 Lwiu'%ﬁwﬁiﬂ&mu%yja ESG ﬁszuuaﬂﬁ%mﬂ%wma ESG flagship %aLfJum%wmaﬁLLamﬁammzjaifﬂu
nsAifiugsnaeg i (The Stock Exchange of Thailand [SET], 2025) egdlsfinu degaiiusinglugiudeya
£SG Hutayafiuisnsnsnulasaruatiasle druennitesdrludumiuasounquuararuauysaivesdoya
ilesnnusmuauisonadilindouvielifimuansaiomelunisiaviuasUameteya £SG ag1sasuim
nufnwlusnarmsaseunauUszfuisAnfieathufisanlunsinvifesfumsidameteya £SG
wenwillenaudnuuzvesiants wu Yadesuandunasngsudeu useptlamaasvgianaznagnsesdns Jade
sgidwlddomeluladuazuinnssunalameteya swfwansznuvesinusssuednsuazii Wuduiilo
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Abstract

This study aims to explore the causal relationships among creative leadership, work engagement,
and organizational loyalty toward the effectiveness of sustainable performance at Thailand Post Co., Ltd.
following its privatization. A quantitative approach was adopted, with a sample of 700 operational
employees from the Bangkok Metropolitan Postal Office and 14 regional offices. Data were collected using
a questionnaire, and the statistical methods applied included: (1) descriptive statistics, such as mean and
standard deviation, and (2) structural equation modeling (SEM). The conclusions from the quantitative
analysis served as the basis for in-depth interviews with 10 senior executives of Thailand Post Co., Ltd.

The study synthesized relevant theories to develop a conceptual framework, focusing on creative
leadership, which consists of imagination, vision, flexibility, and intelligence. The work engagement model
includes dimensions such as feeling valued, perceiving organizational capability, recognizing roles and
dedication, and integrating work into life. The organizational loyalty model comprises confidence in and
acceptance of the organization’s goals and values, the desire to maintain membership, a sense of
ownership, pride in being a member, and the communication of the organization’s reputation.
The effectiveness of sustainable performance at Thailand Post Co., Ltd. model focuses on four aspects of
sustainability: economic, social, corporate governance, and environmental dimensions. The quantitative
results reveal that the correlation coefficients between creative leadership, work engagement,
organizational loyalty, and effectiveness of sustainable performance range from 0.490 to 0.799, with
statistical significance at the 0.01 level. The fit of the causal relationship model with the empirical data
confirms alignment and consistency with the findings from in-depth interviews with senior executives.
Additionally, the interviews reveal further insights, indicating that organizational values and culture
significantly influence creative leadership, work engagement, and organizational loyalty at Thailand Post

Co,, Ltd.

Keywords: Creative Leadership, Effectiveness of Sustainability Performance, Organizational Loyalty,

Work engagement
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Introduction

The liberalization of the transport sector and the advent of the digital era have led postal
businesses worldwide to face transformations and challenges in formulating strategies and setting
sustainable development goals. In response to these changing circumstances, the Universal Postal Union
(UPU) developed the Postal Business Plan 2021-2025, known as the "Abidjan Strategy." This plan was
officially adopted during the 27" Universal Postal Congress in August 2021 to drive and encourage postal
operators worldwide to enhance service quality, ensuring efficiency, accessibility, and sustainability. It has
been observed that most postal businesses have undergone significant structural changes to reduce
environmental impact, particularly in terms of carbon dioxide emissions, which have increased due to the
growth of e-commerce. According to eMarketer's forecast, global e-commerce growth is expected to rise by
20.3% in 2024 (Thailand Post, 2023a). Furthermore, a 2023 UPU study revealed a significant decline in
revenue from letter post services worldwide. In 2005, letter post revenue accounted for approximately
50%, but by 2023, it had decreased to 34%, with further projections indicating a drop to 29% by 2025 due
to changes in consumer communication channels and methods. Conversely, revenue from parcels and
logistics services has significantly increased. In 2005, this revenue accounted for approximately 11%, rising
to 32% by 2021 and is projected to increase to 36% by 2025. This growth is driven by the increasing volume
of online shopping and e-commerce transactions (Thailand Post, 2023a). Despite the rising trend in postal
service revenue worldwide, the postal sector still faces intensifying competition from new transport service
providers, as well as inflationary pressures, both in the present and the future. In response, the UPU has
recommended that postal businesses adopt innovative approaches to enhance their competitive
capabilities and maintain market share through quality-driven strategies. Key recommendations include:
Maintaining service standards and delivery efficiency to foster customer satisfaction and encourage repeat
usage. Expanding services to niche markets and strengthening business partnerships to develop a
comprehensive and integrated service offering. Prioritizing service and technology development to meet
the diverse and evolving needs of consumers in a constantly changing digital landscape. These strategic
initiatives are essential for the postal sector to remain competitive and ensure long-term sustainability in
an increasingly digital and interconnected world (Thailand Post, 2023a).

Thailand Post Company Limited a state enterprise under the Ministry of Digital Economy and
Society, has been operating for 140 years. It was transformed into Thailand Post Company Limited on August
14, 2003, in accordance with the government's state enterprise reform policy (Thailand Post, 2023b) to
enhance business operations and competitiveness. According to an analysis by TTB Analytics, the logistics
industry in Thailand is projected to grow by 10.5%, with support services for logistics expected to increase
by 7.9%. This growth is driven by the rapid expansion of the e-commerce sector, which has intensified the
demand for logistics services. However, the industry faces significant challenges, including competitive
pressure from both domestic and multinational corporations, as well as shifts in consumer behavior due to
the COVID-19 pandemic. Thailand Post's financial performance in 2023 showed total revenue of 21,296.81
million baht, an increase from 2021 and 2022, while total expenses amounted to 21,246.77 million baht,

marking a decrease from 2021 and 2022. Consequently, in 2023, Thailand Post achieved a net profit of
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50.04 million baht, in contrast to substantial losses in 2021 and 2022 (Thailand Post, 2023a). However, the
company’s overall revenue has been declining since 2020, while expenses have not proportionally
decreased. Notably, personnel expenses account for over 50% of total expenses and continue to increase
annually (Thailand Post, 2023a). As a result, Thailand Post faces the challenge of increasing its revenue-
generating capacity while controlling costs by enhancing service quality and efficiency. To address these
challenges, Thailand Post is focusing on delivering value-added services beyond merely transporting parcels
to their destinations. Instead, the company aims to provide high-quality services and an exceptional
customer experience (Phakdeephoom, 2023). The company’s "Thai Postal Business Partnership" concept
leverages its strengths to create business opportunities with strategic partners in a shared economy model,
ensuring quality service delivery and excellent after-sales service. This approach is driven by technology
and service excellence, incorporating technological innovations to develop new service models that
enhance customer satisfaction in the long term (Suphattaraphan, 2022). Thailand Post's operations are
guided by five key strategic pillars: 1). Enhancing process quality. 2). Increasing workforce productivity. 3).
Expanding revenue streams in logistics and transportation. 4). Balancing business structure for long-term
sustainability. 5). Promoting organizational and social sustainability (Thailand Post, 2023b). Given the ongoing
changes and challenges, resource management efficiency is crucial for Thailand Post to remain competitive.
Human resources, in particular, play a critical role, necessitating creative leadership from management to
enable employees to adapt, learn new skills, and explore innovative organizational development strategies.
Such an approach is essential for improving operational efficiency and competitiveness (Vétillart, 2014).
Employees who can adapt to change must also exhibit strong job commitment (Barnes & Bollier, 2013),
which enhances efficiency and productivity in the workplace (Rich et al.,, 2010). Furthermore, employees
with high job commitment demonstrate lower turnover intentions (Agarwal et al., 2011), potentially fostering
loyalty to the organization. Such loyalty contributes to the organization’s ability to achieve its long-term
objectives and goals (Antoncic & Antoncic, 2011). Consequently, this study aims to examine Thailand Post’s
human resource context concerning operational effectiveness, with a particular focus on the impact of
creative leadership, job commitment, and employee loyalty on the company’s sustainability. This research
is significant both academically and from a management perspective, as it explores the causal relationships
among these factors and their influence on the success of Thailand Post, both in the present and in the

future.

Research objectives

1. To examine the factors of creative leadership, work engagement, organizational loyalty, and
the effectiveness of sustainability performance at Thailand Post Co., Ltd.

2. To investigate the relationships among creative leadership, work engagement, organizational
loyalty, and the effectiveness of sustainability performance at Thailand Post Co., Ltd.

3. To analyze the influence of creative leadership, work engagement, and organizational loyalty

on the effectiveness of sustainability performance at Thailand Post Co., Ltd.
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Literature Review

Concept of Creative Leadership

The concept of creative leadership has a long history, having been traditionally embedded within
organizational management studies. In the past, creative leadership at the individual, organizational, and
societal levels was not as emphasized as it is today (Mainemelis et al., 2015). While creativity in leadership
was once considered an optional trait, it is now regarded as indispensable. Leaders lacking creativity are
unable to steer their organizations toward the future effectively (Sternberg, 2007). Despite technological
advancements allowing machines to control various organizational activities, they have yet to replace
human leaders in the domain of creative leadership (Lingo & O’Mahony, 2010; Thomson et al., 2007).
Mumford et al. (2002) argue that creative leadership differs from other leadership styles in that it requires
the initiation of new structures without relying on coercive power, while also managing the inherent conflicts
between creativity and organizational systems (Shalley & Gilson, 2004). Although scholars acknowledge the
significance of creativity as a core leadership competency that drives change, research has found that
creativity is not explicitly included in existing leadership trait theories (Mainemelis et al., 2015). A survey of
more than 1,500 executives across 60 countries and 33 industries conducted in the IBM Global CEO Study
(2010) revealed that creativity is the most critical leadership trait for success in the business world. Similarly,
Dinh et al. (2014) analyzed 752 academic articles published in ten leading academic journals on leadership
phenomena and found that leadership for creativity and innovation has gained significant research attention
in recent years. Despite the growing number of empirical studies supporting creative leadership, theoretical
development in the field has been slow, raising concerns. Research on creative leadership has long faced
challenges such as vague definitions, a lack of comprehensive theories explaining its nuances, and low
sensitivity to contextual variations (Mainemelis et al., 2015). Moreover, Mainemelis et al. (2015) found that
most studies on creative leadership tend to overlook significant differences among leaders, followers, and—
most importantly—contextual variations. A single conceptual framework for creative leadership applicable
to all contexts is insufficient, as creative leadership is highly context-sensitive. Mainemelis et al. (2015)
examined Selznick’s original concept of creative leadership from 1984 and found that it has since evolved
into three distinct sub-concepts: 1) Facilitating - The role of leaders in fostering the creativity of others
within an organizational context. This concept emerged from research on creativity in organizations, initially
focusing on how context influences employee creativity. It later extended to leadership studies,
emphasizing leadership styles that impact employees' creativity. Creative leadership, in this sense, refers to
promoting and supporting employees’ creative efforts. 2) Directing - The role of leaders as the primary
source of creativity. This perspective views leaders as the principal originators of creative thought and action,
serving as both creators and managers who lead their organizations creatively. Under this definition, creative
leadership entails realizing a leader’s creative vision through the work of others. 3) Integrating - The role of
leaders in synthesizing their own creative ideas with the diverse creative inputs of other experts. This
concept highlights the leader’s ability to integrate and merge personal creativity with the ideas of various
specialists. Within this framework, the distinction between leader and follower becomes less defined, giving

way to intense collaboration among highly skilled experts in a creative context. Here, creative leadership is
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defined as the ability to synthesize and integrate one’s own creative work with the diverse creative
contributions of others. These three perspectives illustrate the evolving complexity of creative leadership,
highlighting its diverse roles in fostering innovation and driving organizational success. The development of
the concept of creative leadership, divided into the three aforementioned perspectives, has led to a
literature review by the researcher to identify the components of creative leadership. It was found that
scholars have defined creative leadership components in diverse yet similar ways, emphasizing the
characteristics of leaders who seek to develop and guide organizations in a creative and sustainable
direction. Through synthesizing the concept of creative leadership, the researcher has identified four key
components of creative leadership: 1) Imagination - The ability to devise new methods to address complex
and diverse problems, recognize opportunities, and perceive new possibilities in difficult situations. This
ability enables teams to manage unexpected challenges effectively (Casse & Claudel, 2007; Harris, 2009;
Palus & Horth, 2005). 2) Vision - Having a clear vision to guide organizational members toward a common
goal, serving as a motivational force to enhance capabilities and foster innovations aligned with that vision
(Guntern, 2004; Sternberg, 2006; Ubben et al., 2010). 3) Flexibility - The ability to adapt to rapidly changing
circumstances, continuously assess situations, and adjust strategies accordingly to align with evolving
environments (Casse & Claudel, 2007; Danner, 2008; Harris, 2009; Robinson, 2007). 4) Intelligence - The
intellectual capability to solve problems effectively, analyze complex information and situations, make
reasoned decisions, and identify opportunities for innovation, including the development of new
approaches and advancements suited to the organization (Guntern, 2004; Robinson, 2007; Sternberg, 2006;
Stoll & Temperley, 2009). In studying creative leadership within the three core perspectives of Mainemelis
et al. (2015), the researcher analyzed that the concepts of Facilitating and Directing are associated with
creativity at the individual level. Furthermore, the study by Chantarasawat (2022) found that leadership has
a positive influence on organizational loyalty among flight attendants of Thai Airways International Public
Company Limited. Therefore, this research aims to explore the relationship between creative leadership
and organizational loyalty, examining creative leadership in a different context under the following
hypotheses.

Hy: The creative leadership factor exerts a statistically significant direct influence on the

organizational loyalty of employees at Thailand Post Co., Ltd.

While the Integrating perspective of Mainemelis et al. (2015) is analyzed by the researcher to be
related to creativity at the organizational level, Vétillart (2014) stated that creative leadership contributes
to enabling personnel to learn new things and seek creative ways to develop the organization. This, in turn,
benefits adaptation and promotes new work processes that enhance work efficiency and enable the
organization to compete effectively with others. Therefore, in this study, the researcher is interested in
exploring this concept under the following hypothesis.

Hi;: The creative leadership factor exerts a statistically significant direct influence on the

effectiveness of sustainability performance at Thailand Post Co., Ltd.
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Concept of Work Engagement

Work Engagement is a crucial factor in retaining high-quality human resources, enabling
organizations to have personnel who are prepared to face challenges with stability and creativity. Scholars
have extensively studied this concept, finding that Work Engagement has similar and interchangeable terms,
such as Job Commitment, Employee Engagement, Role Engagement, and Personal Engagement (Kim et al,,
2013). However, each term has unique nuances, and this study specifically uses "Work Engagement" to
signify a deep commitment to work. This commitment reflects an employee's dedication and sense of
self-investment, where they fully apply their physical and mental potential to achieve positive outcomes
for both themselves and the organization. This concept has garnered interest from both academics and
organizational leaders, as employees with high work engagement contribute significantly to an organization's
readiness to face challenges in rapidly changing environments. Such environments include shifts in
economic, social, and technological landscapes, as well as increasing competition. Thus, for organizations
to adapt to these changes, they must have human resources that are highly engaged in their work (Schaufeli
& Salanova, 2008). In other words, work engagement is a key to success (Gruman & Saks, 2011).

Based on the review of academic literature, the researcher has synthesized four components of
Work Engagement: 1) Sense of Personal Significance in Work: This refers to employees’ feelings that their
work holds value and meaning for themselves, their department, and the organization. When employees
feel that their role contributes to the organization's goals and success, and that they are recognized by the
organization, they are more motivated, dedicated, and willing to work toward achieving organizational goals.
This sense of significance also fosters inspiration and job satisfaction, allowing employees to feel that they
are an integral part of the organization’s success and that their contributions are valued. This sense of
belonging enhances work engagement and encourages employees to work to the best of their abilities
(Bakker & Demerouti, 2008; Brown & Leigh, 1996; Kahn, 1990; May et al., 2004; Schaufeli & Bakker, 2010;
Steers, 1997). 2) Perceived Organizational Capability: This denotes employees’ confidence that the
organization possesses sufficient resources and capabilities to support their work effectively. When
employees believe that the organization has the capacity to support their roles, it builds psychological
security, increases motivation, and encourages dedication to achieve work goals. Organizational capabilities
include physical resources, technology, suidance, and support for accomplishing tasks across all objectives
(Bakker & Demerouti, 2008; Brown & Leigh, 1996; Kahn, 1990). 3) Role Clarity and Dedication: This refers to
employees’ clear understanding of their roles, duties, and responsibilities, along with their commitment to
fulfill these responsibilities with a willingness to invest time, thought, and energy into their work, even when
faced with challenges or obstacles. Dedication reflects the enthusiasm and readiness of employees to work
for the organization’s best interests (Brown & Leigh, 1996; Davis & Newstrom, 2002; May et al., 2004;
Schaufeli & Bakker, 2010). 4) Work as Part of Life: This component refers to the feeling that work plays a
meaningful role in one’s life. Employees enjoy and find satisfaction in their work to the extent that work
and life become seamlessly integrated, with time passing quickly while working. Employees who view work
as part of their life are more likely to devote full effort to their work without feeling burdened, maintaining

high levels of concentration and commitment, resilience to difficulties, and a drive to overcome obstacles.
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This perspective fosters self-development and a drive for achievement in their roles (Bakker & Demerouti,
2008; Davis & Newstrom, 2002; May et al., 2004; Schaufeli & Bakker, 2010). A review of the literature reveals
studies indicating that work engagement is related to job satisfaction, organizational attachment, and
organizational loyalty (Chainarong, 2017; Orawongsupatat, 2018; Phetsawang, 2016; Rungcharoensuksri,
2015). Additionally, research has found that work engagement is associated with employees’ intention to
resign (Agarwal et al,, 2011; Phansrithum, 2016). Therefore, in this study, the researcher is interested in
examining the relationship between work engagement and organizational loyalty among employees of
Thailand Post Co., Ltd., under the following hypothesis.

H,: The work engagement factor exerts a statistically significant direct influence on the

organizational loyalty of employees at Thailand Post Co., Ltd.

At the same time, studies have found that employees work engagement enhances both efficiency
and effectiveness in job performance at both individual and organizational levels, contributing to increased
organizational productivity, profitability, and overall growth (Phetsawang, 2016; Rich et al., 2010; Saks, 2006).
Additionally, it has been found that work engagement influences employees' adaptability (Barnes & Collier,
2013) and has a positive impact on employee performance (Jamlongkul, 2020). Based on these findings,
the researcher has formulated the following research hypothesis.

H,: The work engagement factor exerts a statistically significant direct influence on the effectiveness

of sustainability performance at Thailand Post Co., Ltd.

Concept of Organizational Loyalty

Organizational loyalty is a concept that has garnered continuous interest from academics and
organizational leaders. Employees with high loyalty contribute to organizational stability and reduce
turnover rates (Blau & Scott, 1962). High loyalty among employees helps organizations retain quality human
resources (Wang et al., 2009), a crucial factor for ensuring organizational stability and continuity (Hoy & Rees,
1974), and enhances an organization’s ability to compete effectively. Loyal employees are dedicated,
honest, and prioritize the organization’s interests and those of their colleagues (Antoncic & Antoncic, 2011;
Elegido, 2013). They are also more likely to support and promote the achievement of organizational goals,
thereby enhancing the organization’s reputation and public image (Wu & Norman, 2006).

Through analyzing the concept of Organizational Loyalty, it can be defined as the sense of
attachment and dedication employees feel toward the organization, whereby employees perceive
themselves as part of the organization and willingly embrace its values and goals. They are ready to support
and work towards achieving the organization’s objectives. The researcher synthesized five components of
Organizational Loyalty from academic theories to use in this study: 1) Belief in and Acceptance of
Organizational Values and Goals: This refers to employees' positive attitudes and confidence in the
organization’s values and operational direction. Employees who feel that the organization’s values and
goals align with their personal beliefs are more willing to work toward shared objectives. When employees
are confident in the organization’s values and goals, they understand their role in contributing to its success

and are motivated to perform at their best (Fullagar & Barling, 1989; Martensen & Gronholdt, 2006;
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Orawongsupatat, 2018; Rosanas & Velilla, 2005). 2) Desire for Continued Membership: This refers to
employees' desire and intention to remain with the organization. Employees feel a sense of pride in working
for the organization and see it as a suitable place for themselves. Those who wish to continue working with
the organization view their role as valuable, have a positive attitude toward the organization, and desire to
be part of its long-term success (Lee et al,, 2015; Rosanas & Velilla, 2005; Varona, 2002, Wu & Norman,
2006). 3) Sense of Ownership: This describes employees’ deep sense of belonging to the organization,
where they feel motivated and committed to working for the organization’s success as if its success were
their own. Employees with a strong sense of ownership are willing to perform their duties enthusiastically,
dedicatedly, and with a commitment to protect the organization’s interests as their own (Lee et al., 2015;
Orawongsupatat, 2018; Varona, 2002; Wu & Norman, 2006). 4) Pride in Being a Member of the Organization:
This refers to the positive feelings and satisfaction employees experience from being part of the
organization. Employees take pride in their status within the organization and view their work as valuable
and meaningful. This pride is essential in fostering long-term loyalty and attachment to the organization
(Fullagar & Barling, 1989; Lee et al., 2015; Moorman & Blakely, 1995; Niehoff et al., 2001; Wu & Norman,
2006). 5) Promotion of Organizational Reputation and Image: This component refers to employees'
willingness to promote a positive image of the organization to external parties. Employees with this quality
speak positively about the organization and see themselves as representatives who uphold its values.
Communicating a positive image and reputation contributes to the organization’s long-term reputation
(Martensen & Gronholdt, 2006, Moorman & Blakely, 1995; Niehoff et al., 2001; Varona, 2002). For an
organization to achieve its objectives and long-term goals, it requires employees who are loyal to the
organization (Antoncic & Antoncic, 2011). Organizational growth and development depend on employees
maintaining strong organizational loyalty (Mozina, 2002, as cited in Antoncic & Antoncic, 2011). Therefore,
in this study, the researcher is interested in examining the relationship between organizational loyalty and
the effectiveness of sustainability performance at Thailand Post Co., Ltd., under the following hypothesis.
Hs: The oreanizational loyalty factor exerts a statistically significant direct influence on the

effectiveness of sustainability performance at Thailand Post Co., Ltd.

Concept of Effectiveness of Sustainability Performance

The study of criteria for evaluating organizational effectiveness has been ongoing for many years.
However, scholars and organizational leaders interested in understanding organizational effectiveness have
yet to reach a consensus on its definition, terminology, and suitable evaluation criteria. Evaluating
organizational effectiveness empirically is challenging due to the complex origins of organizational theory,
which draw from multiple perspectives. Organizations are inherently complex, resulting in conflicts when
attempting to achieve their varied goals (Cameron, 1981). Therefore, the concept of organizational
effectiveness is dependent on the specific objectives and goals of each organization. In practice,
organizations typically operate with a range of multidimensional objectives, meaning that effectiveness
depends on the specific dimension being measured. Today, organizations face pressure from changes in
economic, social, political, cultural, and technological environments. All organizations must adapt and use

resources efficiently to achieve operational goals. The United Nations, alongside 193 member countries
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including Thailand, endorsed the 2030 Sustainable Development Goals (SDGs) framework as a standard for
organizations globally to use as an indicator of operational effectiveness. This framework emphasizes
creating value across three main dimensions: 1) Social Dimension: Organizations are expected to care for
society and communities by fostering positive relationships with consumers and stakeholders without
exploiting each other. 2) Economic Dimension: Focuses on achieving sustainable economic growth, risk
analysis, and management to meet long-term goals. 3) Environmental Dimension: Emphasizes efficient
resource utilization, pollution reduction, and environmental protection to maintain ecosystem. The SDGs
framework consists of 17 goals, 169 targets, and 247 indicators with a universal standard, providing countries
with guidelines for national development. This approach relies on both local and international collaboration
to guide the world towards genuine sustainability by 2030. (Blau & Scott, 1962).

Thailand Post Co., Ltd. (THP) is a state enterprise operating under the Sustainable Development
Goals (SDGs) framework. In this study, the researcher focuses on examining the sustainability performance
of Thailand Post, which has set its sustainable development goals and policies based on the principles of
the Sufficiency Economy Philosophy, balanced with the challenges, risks, and opportunities specific to THP’s
context. (Thailand Post, 2023b). The sustainability framework of Thailand Post encompasses four main areas:
1) Economic Sustainability: THP seeks to conduct its business and explore new opportunities to enhance
competitiveness and develop resilience for survival and growth. 2) Social Sustainability: THP is committed
to treating both employees and contracted labor according to legal standards, offering quality products
and services at fair prices, respecting the human rights of stakeholders, and participating in community and
societal development for the benefit of the public. 3) Governance Sustainability: THP operates under five
principles of good corporate governance: fairness, transparency, adherence to ethical standards,
accountability, and sound decision-making. 4) Environmental Sustainability: THP aims to minimize its
environmental impact by implementing resource management systems that efficiently address pollution
and waste. In this study, the researcher employs Thailand Post’s sustainable development policy framework
as a measure of sustainability performance, covering economic, social, governance, and environmental

aspects.

Conceptual framework

Creative Leadership

(CLO)

Effectiveness of
Organizational

Sustainability Performance
Loyalty (OLY)

(OEF)

Work Engagement
(WEG)

Figure 1 Research Conceptual Framework
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Methodology

This study employs a mixed-methods approach, beginning with quantitative research. The sample
consists of operational employees from metropolitan and regional post offices within Districts 1-10, totaling
14 offices. The researcher determined the sample size according to the criteria of Hair et al. (2019), which
state that for structural equation modeling (SEM) with seven or fewer latent variables, the minimum required
sample size should range from 100 to 300 samples. In this study, the researcher employed random sampling
from operational employees in each postal district office, selecting 50 employees per district, resulting in a
total sample size of 700 employees. Data collection was conducted using a 5-point Likert scale
questionnaire. The questionnaire was validated through an Index of Consistency (I0C) assessment by five
experts. The results indicated that the consistency index ranged between 0.60 and 1.00, which meets the
criterion that the I0C value should be greater than 0.60 (Hair et al., 2010). Regarding reliability testing, the
Cronbach’s alpha coefficient was calculated (Hair et al., 2010), and the overall reliability coefficient of the
variables was found to be 0.991. The reliability coefficients for creative leadership, job commitment,
organizational loyalty, and the effectiveness of sustainability performance were 0.987, 0.957, 0.979, and
0.980, respectively. Prior to data collection, the research proposal and questionnaire received approval
from the Human Research Ethics Committee of Western University, as documented in the Ethical Approval
Certificate No.: WTU 2566-0004, Project Code: HE-WTU 2566-0004. For quantitative data analysis, the
researcher utilized statistical software, applying the following statistical methods: Descriptive statistics,
including mean and standard deviation. Testing the relationships between independent and dependent
variables by examining both direct and indirect relationships among latent variables through Structural
Equation Modeling (SEM) analysis using AMOS version 22.0. This statistical method is used to examine the
relationships between variables, which may be measured through the relationships between observed
variables and latent variables. Subsequently, conclusions derived from the quantitative research findings
were utilized to formulate interview questions for an in-depth interview with 10 senior executives of
Thailand Post Co., Ltd. The content from the in-depth interviews was then analyzed to validate the
quantitative research findings and to ensure that the research outcomes comprehensively address the

research objectives and enhance the overall completeness of the study.

Research Findings and Hypothesis Testing

1. Factors of Creative Leadership, Work Engagement, Organizational Loyalty, and the
Effectiveness of Sustainability Performance at Thailand Post Co., Ltd. 1) Creative Leadership:
The creative leadership factors at Thailand Post Co., Ltd. include four components: (1) Imagination, (2)
Vision, (3) Flexibility, and (4) Intelligence. The average scores for these components range from 3.83 to 4.03,
with the Intelligence component achieving the highest average score of 4.03. 2) Work Engagement: The
work engagement factors for employees at Thailand Post consist of four components: (1) Sense of personal
significance to the organization, (2) Perception of organizational support, (3) Role awareness and dedication,
and (4) Perception of work as part of life. The average scores for these components range from 3.65 to 4.03,

with Role awareness and dedication scoring the highest at 4.03. 3) Organizational Loyalty: Organizational
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loyalty factors at Thailand Post Co., Ltd. comprise five components: (1) Belief in and acceptance of
organizational goals and values, (2) Desire for continued membership, (3) Sense of ownership, (4) Pride in
being an organizational member, and (5) Promotion of organizational reputation and image. The average
scores for these components range from 3.78 to 4.19, with Pride in being an organizational member scoring
the highest at 4.19. 4) The effectiveness of sustainability performance at Thailand Post Co., Ltd.
The sustainability performance of Thailand Post is measured across four dimensions: (1) Economic focus,
(2) Social focus, (3) Good governance focus, and (4) Environmental focus. The average scores for these
dimensions range from 3.93 to 4.09 on a 5-point scale, with the Economic focus component achieving the
highest average score of 4.09.

2. The Relationship Between Creative Leadership, Work Engagement, Organizational Loyalty,
and the Effectiveness of Sustainability Performance at Thailand Post Co., Ltd. The research findings
reveal that all observed variables are positively correlated, with correlation coefficients ranging from 0.490
to 0.799, statistically significant at the 0.01 level. The results are summarized as follows:

2.1) Correlation between Creative Leadership and Work Engagement: The correlation
between creative leadership and work engagement factors ranges from 0.617 to 0.684, with all component
correlations being statistically significant at the 0.01 level. The strongest positive correlation of 0.684 is
found between the Vision component of creative leadership and both the Perception of organizational
support and Perception of work as part of life components of work engagement.

2.2) Correlation between Creative Leadership and Organizational Loyalty: The correlation
between creative leadership and organizational loyalty factors ranges from 0.506 to 0.673, with all
component correlations being statistically significant at the 0.01 level. The highest positive correlation of
0.673 is observed between the Vision component of creative leadership and the Belief in and acceptance
of organizational goals and values component of organizational loyalty.

2.3) Correlation between Creative Leadership and Effectiveness of Sustainability
Performance: The correlation between creative leadership and sustainability performance factors ranges
from 0.490 to 0.605, with all component correlations being statistically significant at the 0.01 level.
The highest positive correlation of 0.605 is found between the Vision component of creative leadership
and the Good governance focus component of sustainability performance.

2.4) Correlation between Work Engagement and Organizational Loyalty: The correlation
between work engagement and organizational loyalty factors ranges from 0.535 to 0.789, with all
component correlations being statistically significant at the 0.01 level. The strongest positive correlation of
0.789 is between the Perception of work as part of life component of work engagement and the Sense of
ownership component of organizational loyalty.

2.5)Correlation between Work Engagement and Effectiveness of Sustainability
Performance: The correlation between work engagement and Effectiveness of sustainability performance
factors ranges from 0.536 to 0.725, with all component correlations being statistically significant at the
0.01 level. The highest positive correlation of 0.725 is observed between the Perception of work as part of

life component of work engagement and the Economic focus component of sustainability performance.
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2.6) Correlation between Organizational Loyalty and Effectiveness of Sustainability
Performance: The correlation between organizational loyalty and sustainability performance factors
ranges from 0.582 to 0.799, with all component correlations being statistically significant at the 0.01 level.
The highest positive correlation of 0.799 is found between the Sense of ownership component of
organizational loyalty and the Economic focus component of sustainability performance.

3. Confirmatory Factor Analysis (CFA) of External Latent Variables: Components of Creative
Leadership and work engagement.

Table 1 presents the correlation coefficients among the eight subcomponents of Creative
Leadership and work engagement, comprising a total of 28 variable pairs. The results indicate that the
correlation coefficients of the observed variables significantly differ from zero at the 0.01 significance level
for all 28 pairs, with high correlations ranging from 0.624 to 0.799. The correlation matrix analysis using
Bartlett’s test of sphericity yielded a Chi-Square value of 4145793, df = 28, and p = 0.000, which is
significantly different from zero at the 0.01 significance level. This result confirms that the correlation
coefficient matrix of the observed variables is not an identity matrix, and the variables have sufficient
correlations to proceed with factor analysis. Additionally, the Kaiser-Meyer-Olkin (KMO) index was found to

be 0.923, indicating that the variables are highly suitable for factor analysis.

Table 1 Correlation Matrix of Observed Variables in the Measurement Model of Creative Leadership (CLC)

and work engagement (WEG).

IMA VIS FLE INT PMF PAL RID FWL
IMA 1
VIS 0.771%* 1
FLE 0.707** 0.708** 1
INT 0.790** 0.799** 0.735%* 1
PMF 0.657** 0.624%* 0.658** 0.617** 1
PAL 0.690%* 0.684** 0.651** 0.650™* 0.702** 1
RJD 0.638** 0.646%* 0.673** 0.628** 0.743** 0.634** 1
FwL 0.679** 0.684** 0.670** 0.634** 0.737** 0.716** 0.798** 1

Bartlett’s test of sphericity Chi-Square = 4145.793, df = 28, p = 0.000, KMO = 0.923

** p < 0.01
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Chi-square = 10.656, df = 10, p-value = 0.385, Chi-square/df = 1.066
GFI = 0.995, AGFI = 0.982, CFI = 1.000, RMSEA = 0.011, RMR = 0.004
Figure 2 Confirmatory Factor Analysis of the Measurement Model for Creative Leadership and work
engagement.

From Figure 2, the results of the measurement model analysis indicate the following values:
Chi-Square = 10.66, df = 10, p-value = 0.385, RMSEA = 0.011, GFI = 0.99, AGFI = 0.98. These findings
demonstrate that the measurement model for Creative Leadership and work engagement, consisting of a
total of eight observed variables, exhibits a g¢ood fit with the empirical data. When examining the
subcomponents of all factors, the values significantly differ from zero at the 0.01 significance level, ranging
from 0.79 to 0.92. The reliability coefficients of all observed variables, measured by R? values, range from
0.63 to 0.84.

4. Confirmatory Factor Analysis (CFA) of Internal Latent Variables: Components of
Organizational Loyalty and Effectiveness of Sustainability Performance

Table 2 presents the correlation coefficients among the nine subcomponents of Organizational
Loyalty and Effectiveness of Sustainability Performance, comprising a total of 36 variable pairs. The results
indicate that the correlation coefficients of the observed variables significantly differ from zero at the 0.01
significance level for all 36 pairs, with high correlations ranging from 0.629 to 0.799. The correlation matrix
analysis using Bartlett’s test of sphericity yielded a Chi-Square value of 5250.687, df = 36, and p = 0.000,
which is significantly different from zero at the 0.01 significance level. This result confirms that the
correlation coefficient matrix of the observed variables is not an identity matrix, and the variables have
sufficient correlations to proceed with factor analysis. Additionally, the Kaiser-Meyer-Olkin (KMO) index was

found to be 0.936, indicating that the variables are highly suitable for factor analysis.

Table 2 Correlation Matrix of Observed Variables in the Measurement Model of Organizational Loyalty

(OLY) and Effectiveness of Sustainability Performance (OEF).

BAG NMM SBL OPC CRI ECO S0OC GOV ENV
BAG 1
NMM 0.794%* 1
SBL 0.732**  0.780** 1
OPC 0.745**  0.688** 0.709** 1
CRI 0.749%*  0.717** 0.715%* 0.777** 1
ECO 0.699**  0.629** 0.799** 0.762**  0.784** 1
SOC 0.736**  0.632** 0.781** 0.701**  0.734* 0.799** 1
GOV 0.710**  0.635** 0.709** 0.627**  0.674** 0.707** 0.721% 1
ENV 0.670**  0.582** 0.678** 0.633**  0.678* 0.727** 0.708** 0.780** 1

Bartlett’s test of sphericity Chi-Square = 5250.687, df = 36, p = 0.000, KMO = 0.936

= p < 0.01

From Figure 3, the results of the measurement model analysis indicate the following values:

Chi-Square = 7.61, df = 6, p-value = 0.268, RMSEA = 0.023, GFI = 0.99, AGFlI = 0.97. These findings

a4



NsasinuAsAansgsAaUszand Uil 20 atudl 32 unmAu-iquieu 2569
Kasetsart Business Applied Journal Vol. 20 No. 32 January-June 2026 (32-55)

demonstrate that the measurement model for Organizational Loyalty and Effectiveness of Sustainability
Performance, consisting of a total of nine observed variables, exhibits a good fit with the empirical data.
When examining the subcomponents of all factors, the values significantly differ from zero at the 0.01
significance level, ranging from 0.80 to 0.92. The reliability coefficients of all observed variables, measured

by R? values, range from 0.63 to 0.84.

Chi-square = 7.610, df = 6, p-value = 0.268, Chi-square/df = 1.268
GFI = 0.997, AGFI = 0.976, CFl = 1.000, RMSEA = 0.023, RMR = 0.003
Figure 3 Confirmatory Factor Analysis of the Measurement Model for Organizational Loyalty and

Effectiveness of Sustainability Performance

5. The Influence of Creative Leadership, Work Engagement, and Organizational Loyalty on

the Effectiveness of Sustainability Performance at Thailand Post Co., Ltd.

Table 3 Analysis of Goodness-of-Fit Indices of the Model after Adjusting the Hypothesis Model

Goodness-of-Fit Indices Criteria Measured Value Evaluation Result
X?/df (75.486/60) < 2.00 1.258 Passed Criteria
CFI > 0.95 1.00 Passed Criteria
GFI > 0.95 0.98 Passed Criteria
AGFI > 0.90 0.96 Passed Criteria
RMSEA < 0.05 0.022 Passed Criteria
RMR < 0.05 0.012 Passed Criteria

Based on the goodness-of-fit test of the causal relationship model concerning the influence of
creative leadership, work engagement, and organizational loyalty on the effectiveness of sustainability
performance following the restructuring of Thailand Post Co., Ltd., the empirical data presented in Table 3
indicate that the model is consistent with the empirical data. This conclusion is derived from the fit indices,
which assess the consistency between the hypothesized model and the empirical data, showing the
following values: X¥/df = 1.258, CFI = 1.00, GFI = 0.98, AGFI = 0.96, RMSEA = 0.022, and RMR = 0.012. These
indices meet the established criteria proposed by Jéreskog and Sérbom (1996), where X2/df should be less
than 2, CFI and GFI should be greater than 0.95, AGFI should be greater than 0.90, and RMSEA and RMR
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should be less than 0.05. Therefore, it can be concluded that the causal relationship model of creative
leadership, work engagement, and organizational loyalty influencing the effectiveness of sustainability
performance at Thailand Post Co., Ltd., as developed in this study, is consistent with the empirical data, as
illustrated in Figure 4.

The results of hypothesis testing reveal that Creative Leadership (CLC) and Work Engagement (WEG)
have a direct influence on Organizational Loyalty (OLY), with statistically significant path coefficients of 0.72
and 0.31, respectively, at the 0.01 level. Therefore, Hypotheses 1 and 2 are accepted. Moreover, the findings
indicate that Creative Leadership (CLC), Organizational Loyalty (OLY), and Work Engagement (WEG) also
exert a direct influence on Organizational Effectiveness in Sustainability (OEF), with statistically significant
coefficients of 0.14, 0.75, and 0.05, respectively. Thus, Hypotheses 3, 4, and 5 are accepted. In addition, it
was found that Creative Leadership (CLC) and Work Engagement (WEG) have an indirect influence on
Organizational Effectiveness in Sustainability (OEF), with coefficients of 0.54 and 0.23, respectively, both
statistically significant. These quantitative results are consistent with the findings from in-depth interviews
with ten senior executives, who unanimously expressed that creative leadership, work engagement, and
employee loyalty are key factors influencing the sustainable operational effectiveness of Thailand Post Co.,
Ltd. Furthermore, the qualitative data revealed additional insights beyond the original research framework
and hypotheses. It was discovered that creative leadership of executives significantly enhances employee
engagement at Thailand Post Co., Ltd. The interviews also revealed two additional influential factors: Shared
Values (SV) and Organizational Culture (OC), both of which affect creative leadership, work engagement,
and employee loyalty. In conclusion, the study confirms that organizational effectiveness in sustainability
at Thailand Post Co., Ltd. is influenced by creative leadership, work engagement, and employee loyalty.
The in-depth interviews further highlight that shared values and organizational culture have a significant
impact on these three key factors, which in turn drive sustainable operational performance, as illustrated

in Figure 5.

Figure 5 Findings from Quantitative and Qualitative Research
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Based on the Findings in Figure 5, the Researcher Developed the CLEAR Model, as Shown in Figure
6 The CLEAR Model represents an operational framework characterized by clear policy and transparency to
deliver accurate and swift services to the public. This model, developed from the findings on Thailand Post
Co., Ltd., consists of five core components: 1) Culture: Organizational culture is forged from shared values
among Thailand Post employees, passed down through generations, leading to a strong organizational
culture. Culture serves as the central factor linking other components and forms a solid foundation that
supports the influence of other factors on the company’s sustainable performance. 2) Leader: Leaders must
exhibit creative leadership qualities, including vision, imagination, flexibility, and intelligence. 3) Engage:
Engagement is fostered at both the job and organizational levels. Creative leadership plays a crucial role in
enhancing employees' engagement with their work and the organization. 4) Allegiance: Employee
engagement leads to loyalty, as engaged employees develop a sense of loyalty toward the organization.

5) Result: The result of this model is the outcome achieved through employee loyalty to the organization.

Shared Sustainability
Creative Work Organizational
Values and Performance
Leadership Engagement Loyalty
Culture Outcomes

Culture Leader Allegiance Result

Figure 6 CLEAR Model for Sustainability Performance of Thailand Post Co., Ltd.

Discussion

The findings from this research confirm that creative leadership, work engagement, and
organizational loyalty have a direct influence on the sustainable operational effectiveness of Thailand Post
Co., Ltd. (THP), which is consistent with the research hypotheses. Regarding creative leadership, the study
shows that THP executives demonstrate qualities such as imagination, vision, flexibility, and intellectual
capability, which have contributed to fostering employee trust, alignment with organizational goals, and the
acceptance of shared values. These qualities are essential in supporting THP's transformation toward its
vision of becoming a sustainable and integrated postal and logistics service provider with international
standards (Thailand Post, 2023b). As THP has expanded its scope of operations, employees have taken on
broader responsibilities, making creative leadership crucial in managing ongoing organizational changes. This
supports the view of Dubrin (2010), who emphasizes that effective leaders must possess adaptability and
flexibility to manage change. Most regional office executives at THP are alumni of the Thailand Post School
and have extensive organizational experience. This background contributes to their strong sense of loyalty,
which they pass on to their teams. These findings align with Chantarasawat (2022), who asserts that
leadership qualities positively influence organizational loyalty through creative problem-solving and

interpersonal collaboration. In terms of work engagement, the results suggest that most THP employees
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perceive their work as a meaningful part of their lives. The majority—76.27%—have been employed for
more than a decade and began their careers at the Thailand Post School. The sense of being valued, having
a defined role, and contributing meaningfully to organizational goals have led to high levels of commitment
and focus on performance. This supports previous studies, such as May et al. (2004) and Bakker and
Demerouti (2008), which explain that job satisfaction, meaning, and intrinsic motivation drive employees to
integrate their work into their personal identity. Similarly, Hackman and Oldham (1980) found that utilizing
diverse skills enhances a sense of challenge and pride in one’s role, reinforcing emotional attachment to
the job. Employees who are highly engaged tend to be diligent, emotionally invested, and identify closely
with their roles. These observations are in line with Schaufeli et al. (2002) and Rothbard (2002), who highlight
that engaged employees apply their skills purposefully and view themselves as part of the organization’s
success. Over time, this deep sense of engagement has led THP employees to see themselves as owners
of the organization, reflecting a profound sense of organizational loyalty. This loyalty is further reinforced
by THP’s clear strategies and consistent policies for organizational development, which have increased
employee confidence in corporate values and goals. According to Wang et al. (2009), loyalty is an essential
condition for achieving sustainable growth. Loyal employees align their personal goals with the
organization’s mission. As discussed by Lee et al. (2015) and Adler and Adler (1988), such employees
internalize the organization's values, willingly commit, and show pride in being organizational members.
Their behavior contributes positively to organizational performance. Furthermore, Olson-Buchanan &
Boswell (2002) argue that loyal employees actively solve problems rather than ignore them. When loyalty
decreases, employees are more likely to consider leaving the organization, as noted by Shaw et al. (1998).
Employees who see long-term value in staying with their organization exhibit higher levels of loyalty
(Antoncic & Antoncic, 2011; Wagas et al., 2014), and believe that working for the organization is the best
available choice (Elegido, 2013). Loyalty also influences how employees represent the organization to
outsiders. According to Guillon and Cezanne (2014), loyalty affects whether employees communicate
positively or negatively about the organization. Loyal employees defend the organization, promote its
reputation, and take pride in associating with it, as shown by Moorman and Blakely (1995).

Beyond quantitative results, in-depth interviews with 10 senior executives further validate these
findings. Interviewees confirmed the influence of creative leadership, work engagement, and organizational
loyalty on THP's sustainable operational effectiveness. Notably, all participants emphasized that creative
leadership enhances employee engagement, both directly and indirectly, by cultivating commitment and
a sense of connection to the organization. These leaders recognized that creative leadership contributes
not only to organizational success but also inspires emotional and intellectual commitment among staff.
The interviews also revealed that shared values and organizational culture—instilled from the Thailand
Post School—shape leadership behavior and influence employee attitudes. THP’s culture emphasizes pride
in duty and a commitment to serving both the organization and society. Many THP executives, having risen
through internal promotion, embody these values and practices. As a result, their leadership aligns with

THP’s cultural identity and enhances organizational cohesion, supporting long-term sustainability.
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In summary, the study concludes that THP’s sustainable operational effectiveness is directly
influenced by organizational loyalty, creative leadership, and work engagement. Organizational loyalty, in
turn, is shaped by creative leadership, work engagement, and organizational culture. These findings
emphasize the interdependent nature of leadership, employee commitment, and organizational values in

fostering sustainable outcomes.

Recommendations

Research Recommendations

The research findings highlight the significance of creative leadership and job commitment in
influencing organizational loyalty and the effectiveness of sustainability performance at Thailand Post Co.,
Ltd. (THP). Based on these findings, the researcher proposes the following key recommendations for THP’s
strategic and operational improvements:

1. Strengthening Creative Leadership at All Management Levels. Given the influence of creative
leadership on organizational loyalty and sustainability performance, THP should invest in leadership
development programs at all levels. These programs should focus on enhancing creative thinking skills,
problem-solving abilities, strategic decision-making, and inspiring leadership. Additionally, THP should
implement mentorship and coaching programs, where senior and mid-level executives who have extensive
experience within the organization serve as mentors for lower-level managers. This initiative would help
develop creative leadership capabilities and effectively drive organizational change.

2. Designing a Work Engagement System to Enhance Employee Motivation and Organizational
Loyalty. The research findings indicate that work engagement plays a crucial role in fostering organizational
loyalty and sustainability performance. THP should create a work environment that promotes employee
participation by: Improving performance evaluation and reward systems (Performance-Based Incentives) to
ensure fair recognition of employees’ contributions. Encouraging a collaborative work culture, allowing
employees to take ownership of their tasks and contribute ideas for organizational development.
Developing clear career paths and advancement opportunities to help employees recognize the value of
career growth within the organization.

3. Integrating Sustainability Principles into Core Business Operations. The research findings support
that sustainability performance is a key factor in enhancing THP’s competitiveness. Therefore, the
organization should embed Environmental, Social, and Governance (ESG) principles as a core aspect of its
business strategy. This can be achieved by: Utilizing clean energy and reducing carbon footprints in
transportation operations. Promoting green logistics, such as developing digital platforms to minimize paper
and fuel consumption. Enhancing public-private partnerships to implement environmentally friendly
projects.

4. Leveraging Digital Technology to Improve Service Efficiency. To remain competitive against
international logistics providers and rapidly expanding logistics startups, THP should adopt digital
technologies to enhance service efficiency, such as: Utilizing Al and Big Data to analyze customer behavior

and improve service quality to meet customer demands. Developing real-time parcel tracking platforms to
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enhance transparency and build customer trust. Implementing blockchain technology to improve security
and reliability in logistics and payment systems.

5. Fostering an Organizational Culture that Supports Change and Sustainable Development THP
must cultivate a culture that embraces change and encourages employees to become proactive innovators
by: Creating a learning organization that continuously supports employee skill development and lifelong
learning. Adopting agile work methodologies to enhance THP’s responsiveness to market changes.
Developing talent retention strategies to retain high-performing employees and reduce turnover rates. By
implementing these recommendations, THP will be well-positioned to enhance its long-term
competitiveness and sustainability in the logistics industry.

Recommendations for Future Research

Based on the findings of this study, the researcher provides the following recommendations for
future research to expand knowledge and develop appropriate organizational management strategies:

1. Expanding the Scope of Research to Other Industries: Future studies should extend to other
state-owned enterprises, private logistics businesses, or service industries with high volatility, such as
technology and energy sectors. A cross-industry study would enable a comparative analysis of the factors
influencing organizational effectiveness in different contexts, providing a more comprehensive
understanding of industry-specific dynamics.

2. Investigating Additional Factors Affecting Organizational Sustainability: Future research should
explore other potential determinants of organizational sustainability, such as: The role of technology and
digital transformation in enhancing organizational efficiency. Quality of work life and psychological safety,
which influence employee engagement and performance. Corporate social responsibility (CSR) and
environmental sustainability, and their contributions to long-term organizational success. Expanding the
study to include these factors would provide deeper insights into strategies for sustainable organizational
growth.

3. Examining Mediating and Moderating Variables Influencing Key Relationships: Future research
should investigate mediating and moderating variables that may impact the relationships among creative
leadership, work engagement, organizational loyalty, and sustainability performance. For instance:
Organizational culture may act as a moderator influencing the relationship between creative leadership and
employee loyalty. Employee motivation could serve as a mediator between work engagement and
organizational loyalty. Industry competition may affect sustainability performance, potentially influencing
how organizations achieve long-term success. Examining these variables would allow for a more in-depth

understanding of key relationships and facilitate the development of more effective management strategies.
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Abstract

This study investigates the pull factors influencing high-potential foreigners to reside in Thailand. It
employs a quantitative research approach using in-depth interviews with high-potential foreigners residing
in Thailand, including both retirees and working-age individuals between the ages of 25 to 65.
Six key factors and 20 sub-factors were identified as pivotal in their decision-making process. The most
important factors include affordable living costs that enhance the quality of life, Thailand’s friendly and
hospitality culture, and easy access to world-class healthcare services. Working age participants prioritized
career opportunities and diverse lifestyle options, while retirees emphasized safety, a peaceful environment,
and favorable climate conditions. Notably, these foreigners are drawn to Thailand not merely for its low
costs but for its capacity to offer an improved quality of life aligcned with their desired lifestyles. The study
underscores the importance of further enhancing quality of life to attract more high-potential foreigners.
However, issues such as legal transparency, sovernmental stability, and policy continuity remain areas of
concern and need improvement. This research fills a gap in existing literature by providing insights into the
motivations and challenges faced by this demographic. The findings offer valuable guidance for future
studies on legal frameworks and foreign homeownership in Thailand and suggest policy improvements that

can foster sustainable national growth by addressing diverse needs.

Keywords: Foreign residency, High-Potential Foreigners, Pull Factors, Thailand
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(Dann, 1981; Devesa et al., 2010) mﬂmiwummiimﬂimwudwmss’haﬁuﬁmlﬂshwszmmﬁamﬁammq

o w

(International Retirement Migration) d@4uansznusg1sdiud1Agyaon15¥oadmsunsnduonUszsinaiiuin

v
= P o

(Nazli, 2019) Usingmsaifiiatuiilanuasfienudidyanniu fe msdredugruiioniaindeneny litsausly
Uszmadindlnuazeinininans @aduiiuiideusudmivanssensnuazuauin) wiludsaus #autud ng
wazaalde st muneiiduiidesnisedaann (Dixon et al, 2006; Zoomers, 2010) Uszinelusdou
W wialdy dsalus uarlne naneduaudnansvesmuanlalunisthedugiuvesiineneny Wunasnmsasmu
G’humwimLﬁmLﬁaqmmwﬁgaLwiﬂmﬂmsmmiw 1990 (Gibler et al., 2009; Ono, 2008; Wong & Musa, 2014)

1INN1INUMUITIUNTTHAaTUTade N AnavesuseimaUatgnieonsgef uien1singemeng e

Y 9
19919977 Taudedadefgeddensidiulveduinayu (Matthew & Lutter, 2025) TWunaanu wazegendelu

UspimaUaneymaiauuuamskardansm fail

Jaseasygin mslviaruddyansesdnisn anminadensiaign f1unadedudiuinisiigedu
(Casado-Diaz, 2006; King et al,, 2021 ; Ozyurt et al, 2018; Wong & Musa, 2014) 51A17 88 81 AusinI 8 18lé
(Gibler et al., 2009; Hall & Muller, 2004; Rodriguez et al., 2004) msﬁamiﬁasmnﬂuﬁaqﬁummmmé’qﬂqﬂﬁ
(Wong & Musa, 2014) an1nundennisasmuiivasnds Tenalunisaavusingsia (Elikucuk & Polat, 2021;
Teeranantawanich & Fongsuwan, 2015) mﬂmsaﬁﬂiw‘mqwﬁ Eclectic paradigm ¥®< Dunning (@198 9T

Jankanakittikul wa Namnai, 2018) laasuin nisndulaamuludssmelatuinamuardeslasulsslasian

'
a

nsvgnen1suszneunsvesnuedlUlussUssmainnInlulsemavednues 3NN1SANBINUARBTARLLNEI0
asuladeisgainamuaniinenaliinamudseweluendou lnslansdsvnalneld Ao Jadeaiunistunis
A9 WU AnSTAwnen® avuseleriantennamianisdn Jadeanunssnu laun anuniouredusey
Vinwevaawsesau (Skilled labors) wagdunuussnu Jaduaunisnain anudesnisvengaainlulsenealne wayly
ngulszmaondeud adunaniilnguazideweods Wendnidewnnsnsiafunisnisi Jadesuninens
funasingAvuarsendnrauds masslssnuadalutssmdlng azviliduunmsnaadniinisvetenmsamuly
Useinanuled (Cuervo-Cazurra et al., 2022; Jiaranairungroj, 2017, p. 77; SCB Economic Intelligence Center,
2018; Tintani et al., 2015)

asedsaudauandon anufoansiroiiuvesnuinsmnilidasdungunoueigiiuamamanuuegi
azanauieiiivsevnsiiduiinsuasvale (Elikucuk & Polat, 2021; Lipkina, 2013; Ungtiren & Kacraz, 2021)
amwaﬁmmﬂﬁﬁlﬁﬁ”au%’ml@imnﬁmmLLUﬁJiau (Akerlund, 2017; Casado-Diaz, 2006; Casado-Diaz et al., 2004;
Elikucuk & Polat, 2021; Rodriguez et al., 1998; Sunil et al.,, 2007; Warnes & Patterson, 1998; Wong et al,
2017) mnuussaunfiazéreesnangienmemunndutarusulgsnunn@adunisutadegsaiddlums
é’haﬁlugmuazﬂﬁvLﬁ”m%qaﬁ’wﬁm%’w&TLﬁ'amiLﬂﬁammq (Casado-Diaz et al., 2004; Casado-Diaz, 2006)
nsuaenanuduegfiazainauis madieiuiienslidinfiadunuladaladddesns damumainmagves
919115 (Akerlund, 2017; Benson & O'Reilly, 2009, Janoschka & Haas, 2014; Nagatomo, 2015; Sudas & Mutluer,

2010) Twusssudundiduiefefmeniinasonsiiunun ndin (Montezuma & McGarrigle, 2018; Ozyurt et al.,

61



NsasinuAsAansgsAaUszand Uil 20 atudl 32 unmAu-iquieu 2569
Kasetsart Business Applied Journal Vol. 20 No. 32 January-June 2026 (56-86)

a

2018) ANUNUANTITUVH (Casado-Diaz, 2004; Elikucuk & Polat, 2021; Lipkina, 2013; Ungiren & Kacmaz,
2021) fgeorgliddyiuiinivasn Sasuguuniu Casado-Diaz (2006) n15@nw1984 Carlson et al. (1998)
wuidadefsgasrienivesdiedlonletudiulngAefansaunatuds anniw wasdamedin Uszaunisal
i’wqﬂL%amﬂﬁlﬁ%’ﬂqumwmEm'1aﬁguLﬁuﬁaé’aﬁa@jwé’ﬂﬁm%’umiéﬁaﬁugmlﬁammasmﬂama N
mATenundITLS ST Tioufiswar msdaduladneiiugiulag Liang et al. (2023) szyinanuegfiay
1398034 (subjective well-being) 1iuusegslandnuesinvieaiieafinaraiduldioiu Fudeuloddnonsaiu
Uszaunisalf i fuannisvieaiisaluussmauaenaneunisdioiu Jadeyuvuieusumduazyusuves
ysnmafiondeeguinuturesssimalaenisdsmadenisindulalunisd efiegordiuiu (Ungtren &
Kagmaz, 2021; Wong & Musa, 2014)

taselasasreitugruuasn1susnts I¥un mavinisaunintugs (Akerlund, 2017; Casado-Diaz, 2006;
Gibler et al,, 2009; Ono, 2008; Sunil et al., 2007) ms{haﬁ'umaaégamqiﬁmmﬁwﬁzyﬁumigLLaqﬂum‘w A9
ANuazAINluAvLIEUaEMNe (Casado-Diaz, 2006; Nagatomo, 2015) n1staunislasia3ssduitndsladte &
WieardunsslUlunaneusema wasszuunsinuiia (Elikucuk & Polat, 2021; Unetiren & Kacmaz, 2021; Wong &
Musa, 2014) Uszinalyedifinamnsaudugudnatsosendou fanisun nah uagniseina darwazaanly
nsdsdudnlusmiediUsanadu 4 luendeu Jadudulasadsfiugulsanalnedlasadsiuguiant
Uszned 9 TuanTeu (SCB Economic Intelligence Center, 2018)

Tasengmaeuazsgura eulusdavesngming aaunnvesanitu mssiuamanindlos nsdans
wazn1shiuiNsvemthsnuigwaznstsduldngruneeg1lisssunavia anuenielunisuseneussia uleuiy
duasumsawuaindai Jadegdlalunsfsgadnamuuasegerdevimied anuazainnieangvaiglunis
ﬁyawfw g &1 (Maller, 2011; NTRC, 2018; SCB economic intelligence center, 201 8; Teeranantawanich &
Fongsuwan, 2015; Wong & Musa, 2014)

wanndadesanaitieiunds :1uidTuaranves Unglren & Kagmaz (2021) wudn Jadewen 4 Jade
‘17'ieiamam'amiﬁmﬁuia%aﬁmwﬁqﬁaawaaﬁu’mi’msmaiuﬂszmmsﬁ (1) AuANwArYDIIAINEUA1EN4 (2) AUENUR
wazUsglenimanionmuemingau sianfiogends uasiitanemingau (3) nsliuinisveseudedmiuning
waznseenuuudiney (4) dymaveadeutuuinuiegends

nmsfeiugrudulnngnisaimassnnsmansiinnududeutagldsudnswaandadeainnany
Liasduladomaasugia deau guaiw visuinsziisnnudosnisaiuyana (de Haas, 2008) Wiofiansands

' o

nauUsernsiiwanaeiu tnsange19gs Joinden uar Jovhou ssnuhduwildunazusaslaluniséhetiug

o w

unneNenueg1siidedAty (Longino & Smith, 1998; Plane, 1992)

NIBULUIAANITIVY

NNMsumIsIAINssuesiuli feuisenansnuilieidesiuiadefgelieniiamnitazansing
nauindeaengdadulasgordouazineluidindimeussma wilsildjaiulufinmsnudadefaganguvninnid
ffnen g« Tnsianzegnededlaifinmsfnuiamesazamesnunguivessumdlne AI3edelivinnnsfnyds
Pafefageumieridnenmgadiuegerdelulsumelne fidundguitmuensdionves BOI (8O, 2022) fathy
Srauflunisideiiie

1. eladudedufageliuniinsninguiifidnenmgsdesnisogerdelulszimelng

2. eglshelymuaveuassalunisunegerdelulszmelny
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nspukAnUIdeiadatafefgauarguassalunisegendevesnimenadnenmadlulsemalng

agUladadiannd 1

pe

ilatudvanziniavanddnanegy

1. ilafudsugia

s ASEuTamaLATHEAR

s amwwIasauMIRINUlaansdie
 @imsavdnen

¢ siatadaansay

2. iladadvaudsmrndan

» aulufiuddusins

- nsdaansfiazain

¢ ylanladaledalunisladin

* ANUKAINUATELAIAINT

- annwesanilaaadsluiuiadarde
f 2UAUDIAIGWIRAUY

- amauiausnma
Uszaunisaitdeudnluarvyssing
anngiiannalivuninsaudnliulsilsiu 111';si1‘1=u1ﬁ¢'l'nquo
ANNNAIAA TAUDINIIETTUANALAL T USTTU

. dadulasedseliugIULarA1TUINIG
VEATFUNNALNIWFILANF'le e
Taseasefiuguivanadned (auu Wi iilszh
TnsauuIAN “a4)

* Msfiunrivssuiwlssmanarszninodasiandedng

* AITANUIANAUAIEZAIN

*  ANUNWTAUGUNITANEN

iladunguunauarisuna
Lafigsninnienstiiag

szuungwInaiada’le
anuTilselamunguanauLazAssnNuAg

A aETATALRUE LA fan Ao 1@ 69N

-+ anuwsanzasnguuig/ngsaidounisiiuiizas
fatardn

wnagadu
Tu'ln

W

T

Hayunnaraldssa

AT 1 NTBULLIAANITIVY

s2108unIY

nsAnviaSiiliisn1ndenanin (Qualitative Research) lumsdsatiadufsgauarguassndiuyanaii
dnsnwasienisedordeuarnisuiegodelulsemalngveavnimsAfnenings diaiasuasagandduamatedls
aunsninsieudoyaludednuldinsesiidoniidudou (Cooper & Schindler, 2008; Stokes & Bergin,
2006) sadavilrannsaldsutoyalniviedoyailinnainasiatu (Taylor & Bodgan, 1984) Fafulsimanzan

Aaalun1s378189d1593 lagnsdun1wall@edn (Indepth interview) iialiilasudayauazairudlagedn

Uszaunisal nssuiaudaiiu wazidunisilalenalifinisdnauusnmieaindinevuazianaidossu

'
al

(Saunders et al., 2009) avilideyailiiusiusandanudndslu (Yin, 2014) Tunsdunvalldmaiuuuuis
lasea$e (Semi-Structured) ¥reliinddelasuteyalagazidenluranitwnnyuangideya 33nsilded
wingay msaunuddniasuteyafeaiuauidn anufadii uasnissuiusiazyana (Creswell, 2003)
< g ' Y
1. Mauseguazdaya
1.1) Uszns waz 35n15duAa9819
Usgnsiildlunsd@nwassllfe vdsnidnenimas deaunsadigvenlszaunisaiuaziinuaisenis

1Y

agendelulsvinalneld §391438n1sAndennguiiegawuuraunau laud nmsduwuuagain (Convenience
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No au Y o

Sampling) {unsdmdeniidisaulunguuszyinsfidnddeidnaldde (Etikan et al, 2016) IneTsenfonisidiia
naumegnmsnufiausalinusieldass lnaldumiisnunaassuasionvunddeyaieaiuseld
N3N UWarDITNVBIYIWNIA Uag NITHULUURNIZIA1 (Purposive Sampling) iielvilangusiag1aiing

mu‘?mqﬂszaaﬁﬁuaqmﬁﬁa (Etikan et al., 2016)

£2 o a

A3deadunsiumsnuiaunsadifsdeyavesrinefdnenings waglutudau lalidguns

o '
'

mhgnuraudnionuazk s ndauauTRnswunaensianseseg AU NLNAge Netlielilangu

q
v

fhogiifianuaonadesiuimUszasdueimisinmegauiiais nasnnszuiunsfnarvhlildngusosaiaiu
18 118 Feliitoyaduiinaantinsnuinasivasdudlrieusmiolumsividunival

1.2) inetlun1sidenngasiaagng

FIdudnaninisiden 2 Yssmslunisdansesdlvduniuel :

Usenausn “anugieds” SedrsBamudienummsnsadneningsves BOI (2022) Faselui:

1) finsndaunazsolig (Wealthy Global Citizen) Fafosiselddiuyana waslsidosndt 80,000

wisegyansgaiel Insnddunduaziaussinayarsiulitesndy 1 Suwvleyanss vse

v
=

2) fnBunegaine1alsema (Wealthy Pensioner) siasilony 50 Jauly d1elddiuyananinnisiuiiu

[N

Ungag/vseselauseindiuyanalitesnit 80,000 wisvyansgrel vise

£

v =

3)  g¥hauanUszmelng (Work-from-Thailand Professional) fesiisieléiduyana tadgliitfosniy
80,000 wisegyansy siol w3 dselaliviosndn 40,000 wisugyansgreluazaunisfnuszAuUTya
PulU videnseunsemsndaumadayan wsolasuduyu Series A Tugsfia laitleendn 1 dumsegy
ansy vise

£% = v

4) Q’ﬁﬁﬂmﬁmﬂmaﬁmw (High-Skilled Professional) afasildyqiamsedygiuinisiuianisiu
Usgina videuianislusnausza lngldsuneumneliidnuvhauluussmalne fdufanisieg
lugmamnssudmuieniu BOI fisteladiuyanaliaenia 80,000 mTagyansy sel ey
msﬁn‘mizﬁw%zgagﬂw%ulﬂmﬂﬁ’mmﬂIuIaﬁm?aﬁmmiﬂ’mLé?ismnzy“lumamuuasﬁimlé’d’m
yapalaitdosndt 40,000 wSegyanigsed vsevhnuliiuantueaufnw an1duide anduilneusy
Wz mhsnumasslusumadslifmuaelddus

Uszmsfiaes “n1segendeluuszmelng” fnnudommsngunelnevinefia msvintnszerem Faust 1

v

Y3uly (Thai Embassy, n.d.)

= wa

wisldulaladdlvideyainuaudfinsanunuaniinmun §iuldaeuaududunaaudfvesitns
dunwalanunaaidnsdiu laud a1g e1fn eld ninddu uaznisegendelulseindlne deunsdunivalanny
wan warlasuanuBusenlunstuiindes saufalamedeyaiugiu wu v 01 e 018w Usennien uwag

Janinfiegendy

ngufoE19UTENUMIBY AR 18 Au 910 4 AU (ewinunile glsu teilly uavesanside) oy
odlutsamalne Tnsswauilfiolmnyauniuuuimees Hennink and Kaiser (2022) fszyin maduneolds
AANASHE RN valsEndng 9-17 A Msduntvalanduluriufounguaiau-iueigy w.a. 2567 lagld
Manufslaseaing (semi-structured) Usznausnefnaasila 3 4o ldnardunivalseyanauszana 45-60

Wil wagandunsifumudinge
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2. fumeumsianzvideya

melenghidomdeyaildainnisdunisalifdngnnsnaeuedisandeniieatns Ussiuvdn (Theme)
uazUszifiugon (Sub-theme) ANutdefion1siduidananind sainmsnszatedvesieya Tagldaufniiu
vosfilimamgdasiianuiuaruszaunsallumsiinssideyadsquan wazdesuslasazidoaieniu
N3TUILNTITY (Merriam & Tisdell, 2015; Whittemore et al., 2001) Hoyanisdunwaliituiinlilasunisdnasn
uaznonmmilaglusunsu Office365 transcript Hniduassaunsiaaouteyafinennu uazldlusunsy NVivo 15.0
Paglunsuszanana nadwsildlasunisdhsta (coding) wazimulaslfmainmsiinsissideyaBsnanm vos
Miles et al. (2014) uagsaiuhanudilayuuesveslvideya

n13Tiesgaiil omuuuuunfianiaaaani (Directed Content Analysis) L psa1nldn1snunay
saunssLasiiiumaisiutedeifegaviendluamei sgrouududdmamnuanysaiiesanauide
ﬁﬁaﬂmiﬁ%ﬁﬂmLawwﬂ@jmmnmﬂmaﬁﬂaquﬂ (Joungtrakul & Wongprasit, 2019) tiniduaasauladnszidyu
wazithsiadeyaiiarussinnumaaiinslunsdunual gUuvvesteyauarUssiundniidunuladsannaiy
witeutureaion luszwimsinsgiiden 1nide 2 auldvdaiReatulssdundnuasysadugosanasd
Funuandoyanisdunivaitarannimumuassunssy vdintuidéddoasuifuduniud Husalfauns
fuauszifiundn (Theme) uagUsziiugos (Sub-theme) livdsarniiu dniwmsgidormgdass 3 euldduns
Unwmdaiieliudlahimsideinnuindedonargnies Ussidundnuassuifugesiildnnnsinszsiden
dgnasluliidomndase 3 aussiaaou wasdewni Sddsunsatuayuangiogmanil (Creswell, 2008)

Tunsguunsil flleivgdasslaussadumuiuarativayuanudideionarAnuyldefovesn1sauny

HaN13398

nansdunwailednuuuislageadne (semi-Structured) :nmsussenefaUszaunisaliazuuifn Jody
Fegaflismanfdnenmgsinduladianidegorderanisdonion nszuaunisiadulauiegendely
Usendlneruisguassanieanuinmeiiny msliTiauas domitnuludsenalne Ténasi

1. dnwzvasdlvideya

o ' '
' o adoy =

A5l 1 uansdnwaizaeslidoya fidrsiuisnundunqueissnsisndidnaningsiiondueyly

Useinelng daud 2-24 U dnguiinBonegiongaaus 50 Y3ulU 7 au nguisviranuniiongdesndt 50 U 11 Ay

o
v o A

Usznaudie Wiresianisuszneussialulszmelne nquiedsiiidudnamuuas{uimsseaugs wazngqu

AL iinnuusenlasunisdaaiunin BOI vseuSeniuwi dannsei 1

dl v v Y
f19799 1 aﬂwmmaqsﬂma;ﬁa

. o o . Usztannis szgza1veyly
1ia YA w01 Jawin D1TN
737989991 (Visa) Uszwelng
F1 WALIA Wy 54 gnuginil e 10-Year LTR Visa 21

. VeI (Ul .
F2 RIFERY Ay 38 NIUNNT Ve Non-b Visa (Business) 124
ANYIRNDUY 49%)

. WvesuIEm (Us¥nlng

F3 auiEn1-glu ¥y 36 AW Non-b Visa (Business) 1nnd1 10 Y
ANYIRNDUY 49%)

€

Ql

N

399¢521I9MST

[aid}

Fa LAUIA-NSaLAE U1Y 33 NFILNN Smart visa 2

ST

S)E
SBee o
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5 o o . UszLanng szgziaveyly
Yia GIRE WA ey Janin 218N
737989991 (Visa) Uszmelng

. . - AFIngmanslsusey .

F5 DIN-LNMA e 25 NTUNNT - Non-b Visa (Business) 44
WUV

F6 ausM 98 55 A3WMNY inde Non-O Visa (Retirement) 39
F7 LN NPT 53 AgwMNT ndew Non-O Visa (Retirement) 31

- Wweau3em (Usdnlng .
F8 LULTBILAUR Y 35 ATUNWA Vs Non-b Visa (Business) 24
A0 DNY 49%)

F9 Towiu NP 30 ATuNN wiEnUUTEVINed Non-b Visa (Business) 29

. HUSMSUTENAAM .

F10 U P 38 NIUNNT o e .. Non-b Visa (Business) 10U

admnIunng

- LB uTENlasy Non-b Visa (Business) .

F11 DoAY Wy 45 ATUNNY 109
BOI (BON)

- - HUIMIUTENENIATN Non-b Visa (Business) -

F12 w 98 45 %ay3 ve 51
1#3v 8ol (BOI)

. . AISRL RN IE it gR S REIT Non-b Visa (Business) -

F13 20ALATAY ¥y 48 vays e 109
1#5v 8ol (BOI)

o . - . WIVRIUIEN (Ul ‘ .
Fl4 JelTY AN 51 %@y Ve non-b visa 244
ANYIADDNU 49%)

. . Wnawmu Usznaufians .
F15 RRGIGE Liald 50  ways , Elite visa 154
TumsUszine

L . WIVRIUIEN (Ul .
F16 UL 9e 41 ways Ve non-b visa 1549
ANYIAD DU 49%)

F17 GIHERY! g 64 vays e Non-O Visa (Retirement) 139

.. . . tdnawmu YseneuRams .

F18 LULGDIUAUR 98 54 @3190357U , Non-O Visa (Retirement) 34
TusneUsewne

¥

2. MFAATZALEM (Content Analysis)
nan1aNNwallTaEnLUUAlATIESS (Semi-structure) 31nATALATIZLLENY (Content Analysis) AUNU

JULUUANY 9 (Patterns) Uszifiumen (Theme) wagUsziiugos (Sub-theme) vadayalnedaninannumiouiuues

'
aa

emiiasnetu vilianunsafvualadefifgeaniseninddneninaegerdelulssmelng 1Ju 6 Jadewndn

(Theme) 20 Uadegas (Sub-theme) ANl 2 way nameusurewlidayarewiazdadeduanliiuiannn

va o '

ANudIAgvetuaazladegosfuandlunisnei 2 FuidenuimanausuvesnguiinausasJeindeuinislv

U

AnuarAyLansenuluuetade Jeaennansnuauideluefnvues Schaeffer (2023) way Zaiceva and

Zimmermann (2016) Aiszyi1 nguuszansiownden uay Jevieu Susegdlalunisdreduiiuansdieiu Sadu

o Yo o =2

wiawad Ay NI sfnwSeufisunginssuniséheduvesaenaguil gidedaldvimsuieuiisuladenfmge

U

a o '

aeanidnenmgeegodelulssmelneseniranguisindeauas Javinau
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BELHARY ia3auan
(Sub-Theme) (Theme)

Y

1
iladu

LASHFAA

= dasasdwilmngauAuAaL W
=) &
TIangetu
= Tamaluaisvinausasvingsia
" msdulamorsesia

~
* Jausssuanududiasuay ( \
Wdafia
* fimafanlunstdiie L2
NaINUILMANADINT BEEHEREEY
s amwasauiaulaaady
Tunisadade —
)
* ANMNAININVDIETTHING
+ anvadiannalivuninsauda _iladu
laiudsisiu Aswamsan

\ ) ilxdudisan
%1619 6

ANLUA TN

* ASUSAITAUNITARRFUNIN
navinawasiniasgIussiuian
as1saul Tnansautasiadede
AULNAINITLAUNINTEN I

iladu

Y VY

Tas9a579

Ll Augruunay

- ﬂ17LﬁuW1dﬁﬁ$ﬂ]ﬂLLﬂa‘iﬁﬂ]1H 5 ~ N
I mMsusns

* ANUWSDUTITUUANTANEN

o szauaisaizasauiaslunisin

<
wien'lne
* aanmisnndiadandaty 5.
e L fladaunas
* duginnatiay tiausiueu A1Sa9aY

Viandeaglulnavianeanive
iszaunsalaasaudulunsiy
=y . <
Fievdaviawielulneannaa
duauaaulal YouTube

* ulouEnsANgALNIEII NS 6:’

o anudaauldseladiungunig iladn

+ amfuasilaansevenisiiiag AuInLnay
LazAVLIE 45una

A9 2 wansiAsgitilon (Content Analysis)

= aada o

= v A ' A v
M99 2 {]QQUW@Q@JWU’D(}]’N‘UWMM ﬂ%Jﬂ’]WEjQ@E\JJE]WﬂEJIHUiSLV]ﬂlV]EJ

naudevheuety  naueinden ang

Yadendn o Hlvidayansvun . .
Uadseio (Sub-theme) B f1n31 50 50 Vauly 1 7
(Theme) U 18 AU i
1 11 A AU
- AsesdndivanzaufiuamnnTiniige 18Au  100% 1l1@u  100% 7 AU 100%
1. 1AT63Aa - Tamdlunisvihauunaeigsia 12 au 67% 1lau  100%  1Au 14%
- MIIYAULATBUATEFAT 10 AU 56% 9 Au 82% 1Ay 14%
- Jausssumnudulinsuasiaile 17au  94% 10AW  91% 7 AU 100%
2. dapu - imadentunsldtisvainvatenudesnis ey 78% 9aAu 82% 50U 71%
- anwnndeniifianuasnselunisegode 13A4  72%  6Au 55% 7R 100%
R - ANHAIYUVDITITUIR 124  67% 50U 45% 7 AU 100%
3. Aawndeu R e W ,
- anmgfiomalinunidndeudauarliulsusiu ey 61% 4au 36% 7 AU 100%

- MIUIMIAUNsQUaguandIfsieuagil
16 AU 89% 9 AY 82% 7 AU 100%

. WmsgIusEAUlan
4. Tnsead 5 e
¥ - assUlnanseauuazitifising 1508  83% 9aAu 82% 6 AU 86%
NugIULaY L
° - FUINANINTAUNTENINUTZNA 13au  T2% 8Au 73% 50U 71%
A5UINT ? p -
- MIFUNNaEAINKAzIAIAIEATY 6 AU 33%  5au 45% 1 AU 14%
- AUNFBUTZUUNSANE 5 Au 28% 4 AU 36% 1 AU 14%
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nauievhauety  nawdeinden ey

tadpuan o Hlidayaravin . ..
Uadugon (Sub-theme) . #1131 50 50 Vauly 1 7
(Theme) U 18 AU s
1 11 AU AL
- Uszaunisalvewutedlunsuiieding 13 Ay 2% 7 64% 6 AU 86%
- Uy TIeAnegedelulne 1Ay 61% 8Au 73%  3AuU 43%
L. .- Auusthandieu Weusiunuiendveglulne
5. WHAIN581989 . 9 Ay 50% 6 AU 55%  3Au 43%
nsoLpeing
- Uszaunisalvasaudulunslddinnserisanesly
. ) S5eu 28% 2Au  18%  3Au 43%
Ingandederneosulal YouTube
- WlU1BN13AIY AR 7 AU 39%  4Au 36% 30U 43%
6. NOMNBUAY . o
. - Anudaulusdaiunguing 7 AU 39%  3Au 2%  4au 57%
S3ua ,
- AndlupsUaendenensideuazngming 6 AU 33%  5au 45% 1Ay 14%

[

2.1) UadeiAsegna (Economic Factor: Econ) Usznause 3 Jadegay sail

o

Amseadnilmanzaniunanniaiigedu flvdeyannau 18 a0 18 au (100%) TmudFsudy
usnluisesAAsesdn v1asswAnnauliiesdionsTd@ialunuy 1) ngma (uxary) ¥3e 2) Foudie finssivia
MefuiuTIn (ifestyle) voanu annsnoglulssmelnelasidonlitinldmuiidomnisiemasedniiamisadng
Huazlésuauduaruineiiuiinela 143inlfetsaynauy azanauts Sauamdinfigatu fitoyana1ii
wanaiideninagordelulssmalnedn arsesdwlutszimalneduldldgnunnlasomglungamme wasdes

vieudigmdn 9 Feegluseaviiamnsadneld daldielndidssiunslddinvesUsemalans Tunn 1wy alsnn

sal v Na A

poawsie viseglsy wildsuanuazmnauiganunsadentddinldnulaialadisensuarannmdiniignin

Va o Y

JideRunudn fliteyaynauiiduvnduwnddneaiwgslinuaiunsetudl Yadef demase
nsdndulalilifiansanandirsesdniign uilvimnuddgiuansosdnivnzanlussduiianmsadngldlngll
Lﬁ'am%’amwiléfivmmmw%imﬁﬁﬂdw (Affordable with higher quality of life) ieSeuifisutulssimanuiotuas
Usznesy 6'?5&Lmn@hammm%’aﬁﬂmmﬁwugfﬂ {Jfaf{TEJv’hmm%‘wﬁgﬂw%ﬁmmmmmﬁiwlﬁ (Cheap, Low, or
Affordable Cost of Living) ﬁmasiamsﬁm?miﬂumsé’wUﬁugmﬁa%aﬁagjmﬁ’a‘lummmm (Casado-Diaz, 2006;
Unguren & Kacmaz, 2021; Wong & Musa, 2014)

Tonalunisvinenuuazvigsia {lidoya 12 91n 18 au (67%) Fedruilvajdunaueluieshaudiineg
orfglulszalneanunsnidswmueaylddwlussmalngldanlenialunisveusagyigsie Tu 1) ae

nsudn dusemdumfvueingunsdugiululssmelng lasanzenamnssueueusd gunsaldiannseind

a

FIAIQAAMNITUNITNNTIINNTARETUTRS BOI hlviillenmaaamuyigsianineniiesivgaavnssumaiil uag

'
° Y% ada o a

Tonalunisyinnud nunndmsulldg A niivnveidenisuRuiouinnil 2) Mansuing Usswdlng

v
H5T7UYAN 18R ATNYBUT81910F1 9918 FATLTUTUNTIUIULINATI9RUTILULINEMTUAITIN
HL¥e9v19y vTUIEMENERFe (Production house) lunmsvidere 9 iisussunduiuslsausuuazanuiiviosiien
3) MsasuANuleugduaTuNTam LA AR TEIMIINAIUTEIMATaY BOI ABnaRediununuideiseyd

TonmalumsvinunaznisasumagsiaanmnsafagaliAanisirefiuiieuaanloniaisinit (Bai & Chow 2014;
Wong & Musa, 2017) dwsunguiinseauazldiiuaniungvseluduxa Tulaileldauddaiulonalunis
auwazyingsia (Ungtren & Kagmaz, 2021; Wong & Musa, 2014)

nmssyiviavearsygin flidoya 10 90 18 au (56%) Waufiuaeaadesiunuideissyinanm

wisegnadunilslutadeninasonsérefugiu (Warnes & Patterson, 1998) nisasvuéedulduszmesing 9 1u
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msaamuszare Ysmalneidugudnarduniinie flemalunsvenenanlugussinadu 4 aeandeaiuilade
fndula Aun1sRann m’mé’aqmwmammfﬂuﬂizLWﬂ1W8LLaﬂuqﬁmﬂmL%uLﬁwﬁﬂL?{mmiﬁmﬁumdmiﬁ’l
(Jiaranairungroj, 2017, p. 77, SCB Economic Intelligence Center, 2018; Tintani, et al., 2015) Imwﬂﬁmwmﬁu
seud UseinalneuwaziinaleWeng Jusenidesld wu Beauiy uiaile Yiazdinisiiivlaniaasugiaegaun

Tutae 5-10 ¥ 9 warlifuwiliunsveasdiadusy q 4 viliszmalnedugamneyatenamifganiisemne

| = A

duindenilivamu TudsUsznevgsialussmalng 93T Montezuma and Mcgarrigle (2018) 5% lsHifiuin
waliumadulamaasvgiavesiieaduniduiadoarudiiavedasamsigatinamuenenesizuia
Tusmna Tumsagaidothundsiiaosandsuszina

2.2) Uadudanu (Social Factor: Soc) Uadevanmudanu Usenausie 3 Jadudes fe

Sausssuaruduinsuazidaie flvdoya 17 10 18 au (94%) Iianufiunssiuinussmalned
Sausssuiinagalinegendelulssmalneilanieu 2 dufe 1) anuduiing lduinsdeusuuinmnd flasn
nsU3M3 Yeuduil wnswgdusazdenla deaenadosiunans@nyives Ungtren & Kagmaz (2021) uansls
Wiud1 msdousuvesauluviesiu demuegluveunvesautinfgelavesgamunevatens feidutladuddnlu
ﬂﬁ%@ﬁ@eﬂjaﬁamawnﬁwma Fandneadstunanisinuitedy q inui Usuiudestausssunisdeusuiia uas
pudufinsvesauvieshy L‘?;Juﬁa%’m?‘iﬁma@iamslﬁaﬂﬁa%}mﬁﬂuﬂizmﬂﬂmama (Lipkina, 2013; Wong & Musa,

Va o Y

2014) waz 2) mudaiile JuITedunuiinfuainnguiliteyassnanndmien q duaruduins lagli

U

a a

anuiuiaulnefianudeiensenlinnutiewmie quaddulaewnizywnwd duaidvinlivnined
anuddninduminifieaiu (Sense of community) $@neuguuazauiglalunislidinlulne

dnadenlun1slddaavainvaregniudands glvidea 14 910 18 au (78%) Ndemnegluussinelnel

anuddnyiudaded aenndestunuideiissyieiiidofiegerdelulssmaduiugiidesnanistredugiuiio
WANNIANAZAINAUIE (Amenity Migration) (Spalding, 2013; Sudas & Mutluer, 2010) w'%‘amié’wﬁugml,ﬁa
ladalnd (Lifestyle Migration) (Akerlund, 2017; Benson & O'Reilly, 2009; Janoschka & Haas, 2014; Nagatomo,
2015; Sudas & Mutluer, 2010) Inegldoyalinnuiuinvssnalnedimadonveinisli®ialanudonis Faus

n51433niivgusdeidlddegeluauinmslidinsouielaglifidldanennn damadenvesnslidinuielad
aladfivannuaneUsznouse 1) Fisludlednyiifiaddnsanuazainasuasy 2) 38Tin7iievasudounatei
595UTIRTIREY 3) Aanssudunuiniseng q ileunaieanmsvhnusazaddfinsaniuaulnewasefou
q fsaanetiensssiald Wun nmsguidaitanas fnnarsudarumadinguiudnsey nisis Tuwn iu
U d viewfleasssumi uag 4) onsivannvanediniunnmd Faflideyalsimnuiiuinussmalneduanssd
vyostiniu Tonmndszan Jandeuazazaandmiunnieulvresnsuilan wu fiaish emnsiilequain
anmuandauiidnadaenselunisegarde lvideya 13 910 18 au (729%) lsienuiuinyszinalne
\Wulssimaileguénidnuasasty sudsimnuddyiueuvasadelumslédinlu 3 Ussiufe 1) mnuvasnde
Uinadtegordouaziinny 2) anutasnfnasafuiananaisiuarnansiu ldfestnaiFesninfuma 3) n1s

wdamauaznsiianuisvie gaudianasunuiasnieunssiiaudiewdelaiinlym ilvaiunsald

'
a

FinUszdriuldegvaungla aenndeaiunuidefissyin anmuwindendivasade \udiifenendiediu wie
szmm'N%ﬁiﬁmmﬁﬂﬁayﬁa%aﬁaaﬂimﬁ’a (Bai & Chow, 2014; Elikucuk & Polat, 2021; Montezuma & McGarrigle,
2018; Wong & Musa, 2014)
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2.3) Uaddawandan (Environment Factor: Envi) Uszneusie 2 tadedes fe

AINAIBINYBIETINYIR HliTeya 12 910 18 au (67%) Wanuiiuindsemalnedumanzdui
nsegrdtuazvieaiisainieu fsssuminiansnumainvansdaud gian 1ian aufenanssuasngiadiasn
fimfonmasstiauuiiansny fanumesnuvomuun wagingtiuviunassssunaiidennd faauiiaeay
ﬁi’wmumﬂagﬁmmmqﬁ’aﬁ%ﬂismﬂ aenndoaiuaAfeiisyyin mnunmnusssnd Wuledugdalunsisga
Y09Kpg e TENINNUTEIWA (Lipkina, 2013; CasadoDiaz et al.,, 2004; Ungtren & Kagmaz, 2021; Wong & Musa,
2014)

anmgiainalivuridnsouiauas liudsUsay dlvidesa 11 90 18 Au (61%) laslamzginBuneny
vneuLazamiwesnuisvhaudesnsvandsenmainundn Wenufusssiuianmenaludesinemans
fumsegende Usznause 1) anmgfieniareutisasiinaentl 2) lifldusssumnavigunss wuusudvlm guailw
suila wignesuila 1udu fan1s@nwives Casado-Diaz (2006) AdnwInsenewvosmaldeglsy nuinann

v
a

plimaduamananveanisénedugiu saudanddednunnidinglennafiovgu Wuladefgefiddey

o '

wiunquiinseaenglidaduladneluegussimalaienis (Akerlund, 2017; Casado-Diaz et al., 2004; Pampel
et al,, 1984, Rodriguez et al., 2004; Sunil et al., 2007; Warnes & Patterson, 1998; Wong & Musa, 2014) ay

DN, &

v
U A Y '

Han1IeATaldRunu Jadeanmenialinundnseudauwasliuususiunulimowdfmagindeaeiguintu

o o o

widsRsaangaieviailidesnsienegluusunalnesie

q

2.4) ‘ﬂﬁlFfffﬂﬂiﬂﬂ%’ﬁﬂﬁugﬂuuazmﬁu?mi (Infrastructure and Services Factor: Infra) Usgnausiy 5
Uadudoy

N15UTNITAUNITQUAg YN LT 1A 1euasduInTgIusEaulan Jlvideya 16 30 18 AW (89%) I
arwddyfusruulassadaiuguduasisuguasdugs tneldanuiuinsamalnefamieudunisqua

guamidinesgluszaulandanulaaaulu 5 Usziaudie 1) asnistudadesiunasnissnulse 2) umsgiu

v

nsunnguazunnd ety seiugeliinmindsemaiauiiaimeennin vieglsy 3) Tunounaidnfiswnmdd

Y

ANUTINTIMAIBABNISIIIES 4) dnszurunisfnnunanissnew waz 5) Arldaielunissnuidlmunzay
fivadenlunisidnsuuinisnusudssanaid lddrezdulsmeuiadgifinisuinisseauunsgiu Ysediunis
TusmsmuanuingAvesruld Idaaisesuusnisuu viselsameuaenvuiiilddnvasiiunnsauiunsuinisg

Juda anmnsasuuinsmenisunmdliegnemngs Jsaenndesiuimiddediuumnnseyd vinsguamdugaiy

v

Uaduilagaredendelusiausine (Akerlund, 2017; Casado-Diaz, 2006; Gibler et al., 2009; Ono, 2008; Pampel
et al, 1984; Sunil et al., 2007) uwazFeawainisguaguain Wuniduiedeivihlifaniséediugiu (Casado-Diaz,
2006) dun1narAINEANYIIVEI319N1e WuTadenanau (Push factor) Nagvioudusndndunisdnineives

wqaﬂssmaa@ﬁ’mﬁu (Wong et al., 2017; Wu & Pearce, 2014)

Y

a151904UlnAnaumazit1fedry iviteyadulve) 16 210 18 A (89%) Timnud1dnyiu 1) Arunsay
Tassafsiuguiuasisaulan wu ssuulnihiades Suwesidanusags dilsedn inseurquinUszve 2)

FIMAUINTALmRALNE 3) nsruIun1sunshndsanssyllnaflidudousinga Wuddiyneufiansanlunis

o w o

grefiegendy ilesnilanudAgyuinlunslddinusgdriu mevinulasyigifa wasiiiuauamdia Felu

Uszindlyne a9 warlfianunsendrtslaieldfidunoundudounasinnalaegienniii Mldnisisuduves

nsnunegerdensenisvingsna ululdesnasiuiu e Carlson et al. (1998) szyin @srulanuazain

]

FufsUszaunsaliungadeuinilasuvessemeaganunedatevnaiu lutefagandndsensn dedwiunis

grefugnuiiedidruisauazain (Amenity migration) wenaniny ANt uliAudAyuINiUAIY
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‘w%fawuaa?qéwmammasmr}maq %’ﬁ?iqmaﬁaﬂﬂiﬁmﬁu%%aﬁa%}aﬁaﬁw (Elikucuk & Polat, 2021; Unguren &
Kagmaz, 2021; Wong & Musa, 2014)
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guénarnisiaunsenInysema fiideyadiulvg) 13 10 18 au (72%) WianuddgiuanuasaIn
yoensAunssEninatssine Tassryiades 1) anufidsvesussmdlnedugudnansnisauuien 2) S1uau
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truinananmavsesnegerdeluuseimadmung (Breuer, 2005; Elikucuk & Polat, 2021; Teeranantawanichand
& Fongsuwan, 2015; Wong & Musa, 2014) lun53seinuin AMNAzAINTUNISIAUNISIZINUsEAdiaudAgy
nnIUssuveInIsAumsluUsene

nsuneiiazaInuasinammaInvaty {lidesya 6 90 18 au (33%) Tanuddyinisiumay
Uszinalunsléinuszaniu msideniiegordeananudind 1) Bnsidumsidanuvainvats Tneglideya
nanriUssmdlnedmadenmaidumaiivainvaneidlassndiu afawes sufwewesledsuimiosneud
Suisitazmnitu uing 2) Snmswannlasedsiuguresssuurudanay (Mass transit) 76 Instamglanans
iesfinsasnasuuuuegiangamm aansaiumldiazansiaiiasivuanalsannsiumasesaliin
vy uagsolldfu 3) szuvrudunavunasuagu 4) szeznailumsiiunisiinings feilinslidinuszdiu
avanausanniu aenadesiunuideves Ungliren & Kacmaz (2021) wuiludagiu wnAnEesauazaniui
Wasuudasluagnan ;Eﬂum'mﬁaqmnﬁumﬂﬂs‘faamuﬁﬁm q fianunsavhAanssusing q Wfegvazainauely
Pranandu  laslawzeriebs ysmnaiuddugiululssmadu metaunlasadeiugudunsoudsly
losdteiduasdusznaviivhlvanuiidudugamneuaemasiiunfage

AuwiauszuUNTsANe) {lideya 5 70 18 Au (28%) snanglideyaiideinisunaiisaseunianienn
ogodlulszmalnenieunsounss Wanuddludomwessyuunsinviuazaninwindeunisisous e
ussmlnedammdonluvansdiu Ao 1) ndngasmsfnuimadoniivanaeiamdngrsniwilne vdngs
@940191 NENGATNWISINGY WALNENGATUILINA 2) MmsgrumsAnwfilaFunsuse TR UAnasilsanInsa
Bouselusziumminendeduiilulssmdlneuagssussmald 3) SszvunaFeunsasuiividlidn 9 $dnayn
Aumsiieunariidase 4) aldsefuns@nmiiannsadenldmunnummzay 5) anuilFouuenvioaeu
Tnde flegende 1y muasisasidn o auuinduifoginly fianssumainvanglivh Msasswaudmnuiedad
Nufidmuidin Faduanmwndeuiivngiunsasyiulavendn o Jwdenadesiuauues Nikuze et al. (2022)

1%

wag Soltani et al. (2022) Nseyd lsaieu lsmmenuia dwasanisideniuinaziotu
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nilsldiarsanda 3 dUavituly weussidudanslddindindugau 3) 9raa1vesl vieleuiutegendely

UszinandIsvianuany 1w aTwusnuiluiieunnsiau asaeunideoumwiey iiesuianine1nia gungiuaz

anmngesluudazgginmnzauvsell 4) anuuseiivlaviauszaunisalffnnnisuvieniies Useneudae

71



NsasinuAsAansgsAaUszand Uil 20 atudl 32 unmAu-iquieu 2569
Kasetsart Business Applied Journal Vol. 20 No. 32 January-June 2026 (56-86)

v a
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Y199 AT ealanzaamuYingsia viseamulusdwnSuningundu (Teeranantawanichand & Fongsuwan,
2015; Unglren & Kacmaz, 2021)
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mamaiflesuaznguang Wlsniedisgaiuayuliumsisniinendelulssmelne analusdadaauuastunoures
nguine Faildelaueuuranmsdunvaifsannsadenleldfudesumulunuidosaid

1. nMsadataBosnmnanisilasuaznsaiusyuInnaigedesalilas

idgsnmmenisifiestazmsatuayuainaaizedisroiiessinadudadeivnsmnidnag anua
msfnw wuiaaliuviusumsnsifeadutiadeiidmaiensdadulaveswnsimnd esinvmmddes
aspluningavluszozen wazanegerdelulne IwissnsiimnuvasafluTinuasnindaunseutununnding
ftu nsaaadosnmlunniadessstaslivsenatauilannfulumsamuiasnisegordeluuszna
ne

2. nvsnguazuleuIeN1ag 9B YR IY1 IR

yisAideinafeiungrmnglne Tnsamzlusungrneisriumsegedeluussmelne Jaglu
ynianadiliasaiensesiiuldiodaenss fifissnsionseanssuanineulafidoulsludadulaiiu 49%
Yo Ui st anualunsazlasinig wioldgunuunisigisserendunisdenunu (Baker Mckinsey, 2024
Thailand Law Online, n.d.) fstedfniorahlmasamiliuiueulunisiadulaamuiuodmiimingluszes
819U IR

Ssunalnefinisfinnsanuleviefieglianidmsvensmniadddnenmgdlunisegerdouazasmuly
Uszineilne 15ulasen15391582817 (Long-term Resident Visa) fiasounguluoyaiaviiauy dnslunisegends
othasioLios avSfilAwNang %émhsﬁﬂamm@mmaﬁﬁmmmu'ﬁaLLasﬁunuwﬁflmufmﬁu (BOI, 2022) agnslsh
au ulsuiefanandansieanisanudaiau uaznisdaaiulifianudeduluszozen Weaduanusiulaliiy
ynfanAnfesmsamuiuiiegerdelulng Ssurameiaunleusiiaenndesiunnudeinisvessewidd
relmAnUselovifuussmalne Wy mssygslivasimAtensesidunelddouluiidaau Tae ngnsgnsas
fvuandninast 383 warleuly msldndeinuielfiduiiegorduvesnusineing we. 2545 fleenaudszana
ﬂ{]ﬁma‘ﬁ'ﬁu W.A. 2497 (Ministerial Regulations prescribing characteristics, procedures, and conditions for
acquiring land for residential use by foreigners, 2002) ifin1sivuandninasidaiau Wy Auveaiuammudes
fnslouduansassmainusuinsvesing (Hu Wustnsiguia nesusaiaunysenme) Wianumvasiinves
Fuiisnamu tieandymnisfionseanssudvduny (Nominee) uazfiviionunmadeunsmssoguaaiuasu
lifnddnutuuagsrosnaniingrneivun nufsyyanaudRsuieiuandsnguosmusiisin (au
Aufaansvesszialne) Aannsodnssuavslufiauld DHusdu

3. maadnarulusdlalunssurunmsuastunsunisnguune

Kamsfnwszy smatesnislingneierulusdaasdaaunniu Insengluduniady
rremindauuazmsamu Tasnslideyangmanefiieatedidaau lasamsdunsusasnszuaumslunsld
avaveluounneng q Ssfeudsunioasuneifuununin (Flow Chart) islunwilnouas awisnassme 1y
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Abstract
This study aims to investicate the relationship between corporate social responsibility,
environmentally friendly image, customer attitude, and repurchasing intention of full-service airline
customers. A quantitative research approach was employed, using survey data collected from 408 Thai
travellers. The data were analysed using partial least squares structural equation modeling. The findings
revealed that corporate social responsibility positively influences the environmentally friendly image of
airlines but does not directly impact customer attitude. In contrast, an environmentally friendly image has
a significant positive influence on customer attitude, which, in turn, positively affects repurchase intention.
This study emphasizes the importance of sustainable operations in building customer loyalty and enhancing
competitiveness in the airline industry. The findings suggest that airlines should focus on developing an
environmentally friendly image, as it directly influences customer attitudes and repurchase intentions.
Strategic initiatives such as advertising campaigns and environmental education programs should align with

customer expectations to foster long-term repurchasing.

Keywords: Airlines, Attitude, Corporate Social Responsibility, Image, Sustainability
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voslnvarsdsdmanonisindulalduinise vl Chen and Chang (2012) 331 amdnuaiuusudi ity
Aanndouddvinadeinderinunfvesgndn waziilugamusnfuazarmadlalunisteslusserentuiu e
psAnsuAamene s uALfURaveUAsdaLTetesdng gnAduuliifesidusaiieduananginseu
msuslneidufinsiudsinden uaziinAunRiBsuindeasfnsaie (Han et al, 2020) wuuidoidasydne
AtUAYULIARTEVANETY 19U Hartmann et al. (2017) wuth lugaavnssunsvieaisawasnistu fuilnaiisudh
gsfafinmdnuaifiufinsfuaanadenasdiiruaiiat uasiuliunevausseuauynsnaiaidun
feusnnniuususialy wenannil Papadas et al. (2019) fuauein ssdnsiiamulunagnénmdnwaidideay
ansafaganguanAifanuasenindiudanndenliinnnii wazdmalmAnauiniluszoren dmiugina
aenstudadunidugpamnssufigndvmussiunsudesasueu msdemsnmmdnualiufinsiudaundon
Jelaflsudifumaden widunagnsisndudesiifieiaiuaiannuduiustugnilugadifuslnaiinnumsemin
ﬁm?%umé’amqa%u (Glaveli, 2021; Hwang & Lyu, 2020b) yonantiunmdnealifnandwhuihiduiinalams
AnufAniasunissuilugnganssu Faluusunvesedded IdSunsiaueliiduiedesg q Wud e
SuRnvousiedinuvatesdns waznmdnwaiiduiinsivdwndendmasiorimunfgndn nsfnuasisstmun
AUNAFIUAD
auuAgIuil 2 anusuinveusedinuveteshnsdsHaTiINdeviFLARgNAD

anufgiud 3 nmanvaliduliasiuduededmadsuainderirupfignd

wuaRnRefuAuRslalun15es1 (Repurchase intention)

anusdlalunstesn aneds mudalavesiuilaalunisnduanldndnsusivieuimaiuinluounn s
fodusuusddyiasvioumnuinivesgniidnegsia (Heller et al., 2003) uazifusiuusiiosuisniungud
woAnssuALLUULEL Tag Ajizen (1991) afunglviiudn auadunilslutadondniifmuaamundmginssu
mngnénfiviruafidauandessdnsuiegsin mnundeniuuliiiiasdes widouusthliiudBumniy luuiunves

sanefdufinsivdandey anusdlalunisdedidiasipuiianisUssdiuamniessessiunasduindenneiuilan

Fadnfwwilidunevaweddudeuindessiafianiiugsivegedadu (Kwon & Boger, 2021) nMsAnwiaundlalunis

v
o =2

Fogr3ulunundniildlunsfinymginssuluemanvesgndn Inedvwavesinuafseninudslalunsdensoldnis

uinsgngsiaiuiinsivdwindeuuansinisussdiuingsiThudauniedauinlaeyans msizanAfinang

'
a a

aszuinunnduisiunsaiiugsiafidulinsiudawnden sdunisaaindmsunisusnsiiiuinsiudmndon

a o

Jadudsiasimaysslevinaasegia wazdunumdAglunsdsuiiunaasegialugnisandunisiamn

2 Ad o a v a a a4 a o ¢

ag198%8u wenantuuslaadedinnuidniaduduindeunsunagdnduladenielduinisgsiaviendnsinei

Hufinstudsnnden Tnefuslaeiidviruadidauindedwadensingonansasiaingsiaimiefsiidunisogis
Fefu FenuAfodszdndduauniuduinnudenlesseninsiruafuazaudsladod Wy Han et al.
(2020) wuh ewAnluBsuanveslnsarsiifdenmdnuaiuaranudBuvesasnisiu daaremudaladed,
ognailfudfey vzt Hanafiah & Hamdan (2020) $31 viruARTdenAdasRUATELAUA IRGDLEI NS
aulindlasasudnduliianginssunnudnilusyezen dufuanusilalunisgesiluuunvesasnisiu

\
lo a o o e

UsnsifugUuu ldiflesazriounginssuduilaadaasugia uidslveddadanagnisenisiauieg1adsgu

N o

Tnganzlulifiasugia denad o ulbwIIweIsIAnIsandseyvftun1stundowdinuneniswmun gy
(Sustainable development goals: SDGs) lagitanig SDG 8 “N1331991ufi i AMAaENITLAULANI9LATYEAT
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(Decent work and economic growth)” ag SDG 9 “gaainnssy winnssy wavlaseas1eanugiy (Industry,
innovation and infrastructure)” @aun1sduasugsfafiivlnaiugluiuanusuiinveudednuuasdawingey
pgwviasahludanuddlalunisdediegaiitedfy Auiunisfnwaselilsivunaunfigiu feil

AuNRgIUN 4 vimuaRgnAdwalauIndeauaslalunisyed

/N5

QLT RERE

nsifusunuteyavesnsinuldifudeyanntnveaiisrrnlvedldvinsaensdunuuuinsdy
sUuvy dndunisasiudiienusmniudeyannineadisanguiies1sdaeismuagain (Convenience
sampling) s¥winafiouganey fasunau w.a. 2567 maiudeyaiduneuiidosiiiunisvesygmitosiuim
Toyannmirsnuiiiisites pdansuisidunisfunuaminauiuiidaduresenstu u auudu
unnnagin ausduunusniadedn warausduunumniaissagd Teefite wagitieidedwau 5 auildsy
nsiinduiiotiefununudeya ifemaulunisdanses WWun aadiorguinnit 18 B3ulY aauduinvieudien
Fynidlnefivszaunisainslivinmsaenistuuuduguuuunienauiuinvesfisdyudlneilduinisaonis
SunvudnsUuuuiuneadsll Inelddndiunisduammuifares Hair et al. (2018) Tnglddnaiuvoafauds
dunn $1uau 1 f devuianguiiegad iy 15 au Ssuunanguiiegiededlidennd 180 au wiogdlsfiniuns
Anseiuuuassaunislasiaiunsiivuanguinegistusie 300 AU (Chomeya et al,, 2022; Tabachnick &
Fidell, 2012) fnviaaflenfidufidnsuazlasunuvasunussnueiisiuiu 420 au lnendaannsAnnsesny
auysalnavdeniios 408 ya Faflamedmiunsiiaeideyamuuuifnves (Tabachnick & Fidell, 2012; Hair et

[ |

al., 2022) YoyadiuynAa oy ALAAIAINT1T 1

A5199 1 SnwarUsEeInsAans

13U (n= 408) Sovaz

LW

e 282 69.0

B8 126 31.0
a1y @)

20-25 16 3.9

26-30 198 48.5

31-35 43 10.5

36-40 37 9.1

41-45 93 22.8

g 45 21 5.2
A0IUAMN

Tan 292 716

GEGR] 54 13.2

Bu 9 62 15.2
3AUNITANYIZIER

fnUSaes 45 11.0

YSges 188 46.1

ganUSyns 175 429
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37U (n= 408) Sovaz

selfindedaiou (Um)
20,000-30,000 54 13.2
30,000-40,000 76 18.7
111137 40,000 278 68.1

\n3esilanside

wieaflofilflumaiununuteyaluniideifeuvvasunudsinuduaneidonouniig Tagld
WATEULUUAATY 5 55U ietasduanuituresineuuuuasuay Tnsfivianun 5 neu il noudl 1 aeunu
Snuailszrnsenans neudl 2 aaunuieniu mnusuinveusediny Tnefaulawnainiuiseves Majeed et
al. (2023) moudi 3 aevauAsatunndnvalfidulinsiudandeou IngUsuUTan131nWIdeves Hwang & Lyu
(2020) piouil 4 aeunuRgIRUTirLARgNA TnefnulamaInnuidess Han et al. (2020) waznoudl 5 deuniy
Aenfuaudalalunsdet Ineu3uUsemnanauiseves Hanafiah & Hamdan (2020) Taeaeudi 2 Smeudl 5
FormauuuUaiAsnaina (Likert scale) Fun3asileldfiuszifiuan 10C mﬂﬁL%mﬂmmﬁﬁﬂmq@ﬁszﬁw?@mLaﬂ

a

$1uau 3 Ay TduA Jilermgmsnuuinsgsia fidsmgmeiugaamnssuuints wagismamadiuans
nnsu den 10C 1ade 0.67-1.00 uenantudslddiiunisnageud ssduiuinendisasiuiu 40 au den
Cronbach'’s alpha 5¥1i1 0.748-0.811 ndsniuisldsuiuniafivloyatunduiegsiuely

nsAssideya

mﬁLm?31/?63’@1461‘14&’1‘14358%1%%?113@ Partial Least Squares Structural Equation Modeling (PLS-SEM)
f1elusunsy SmartPLs Faduiznisfimunzandmsunsiinneiuuuiasndiasiadne lnsanzegadade
Foyalidndudeadinisuanuasuulnd wazaunsasesiududsialdnainvaleguuuu (Sarstedt et al., 2017)
uannil PLS-SEM fsanansaldlunswennsalrvesiaudsiiaulalddnde lunisussifiuamninesiuusians
PLS-SEM 1 azi3uannmsfiansanuuusiansnsia (Measurement Model) lngQaNAETARIS 9 19U Cronbach's
Alpha, Composite Reliability, Indicator Reliability, Average Variance Extracted (AVE), Convergent Validity uag
Discriminant Validity safifinasimualy Idud Andwiinesdussneuanmsgiu uag a1 Cronbach’s alpha RGN
71 0.70 d@uen Composite reliability (CR) kagdn rho_A A35ABIEINI1 0.80 Yona A Aaverage variance
extracted (AVE) @35:81An0731 0.50 (Carmines & Zeller, 1988; Hair et al., 2010; Hair et al., 2014) Weuuudiana

myindanuidetondt Jnganiunsingilunaaunisiassasne (Structural Equation Model) sl

NAN1533Y

nsnAaaUlUAanI1SIn

HANITIATIERUUUSIa091T TR (Measurement model) wandliiuindosauildlunsimseviinu
Yndodie (Reliability) wazarunss (Validity) g9 lagA1adiAsne o 1 Cronbach's Alpha, rho_A, Construct
Reliability (CR) wag Average Variance Extracted (AVE) WAASRINNTIAT 2 wazen Cross loading WAAIRIRNS9T 3
%yiﬁl,ﬁm'ﬂﬁﬂ'ﬂqmdwLﬂmsﬁﬁ'ﬁmum (Hair et al., 2010; Hair et al., 2014; Carmines & Zeller, 1988) uenand
n13MA@au Common Method Bias (CMB) vaendaudsiiAtaenda 0.50 @3un1531AT1E1ANATITITIUNL
1uun (Discriminant Validity) #2838 Fornell-Larcker Criterion WARIRIN15197 4 uaz Heterotrait-Monotrait
Ratio (HTMT) uamafansnedt 5 Afiatosndt 0.90 usdariladedamnunsadesmnasiuungs feiudsaguldin

JornudanuwnrandusunsiAszlinaaunsiasaaseraly (Hair et al,, 2010)
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AN51991 2 NNFIATITVIBIAUSENBULTE LT

Avdn  Cronbach's
. rho A CR AVE
29AUsENaU Alpha
AMUSURAYBUADEIAN 0.738 0.743 0851  0.656
a A Y a a A o Y] Yy a
anenstunvhulduimsiinnsuilsnduguusuuasiiesiu 0.782
aemstuivinuldusmsiinnusuRaveunedanaeulunsaniiuenu 0.840
aremstuiiulduinisiinisujifegadiausssunasinioninde
v , 0.807
HNRUN NN IETaNAaneUaUeInNS URATD U AIAY
awdnwainduiinsiuiaindou 0.729 0736  0.846  0.647
aensiunauldusmsianunsleseduinday 0.824
anenstunduliuinslasunsendeduaujsiuienissnwm
PR 0.798
Fawndou
aensdundulduinmaienuinteisluSesmdygynisaiunis
L 0.790
U URsedwndoy
ViAuARgnAn 0801 0801 0883  0.715
dusudu nsldusnisanenisTunianusuinveuse- danindauty
o 0.831
ViliauiEn ueg (1/ @ (7)
dusudu nsldusnisanenistundanusuinveusedeuindoniiui v
vV Vg ) 1 0842
Widuidnlsiuiwela (1 dwela (7)
Fusudu n1sldusnisanenisTundenusuinveusedeuindoniiu v
Tidugdndusunsie (17 Wudseloni (7)
auAslalunnsdetn 0.790 0.793 0877  0.704
FuardsaadanldusnmsanensOuiilueuan 0.836
Suazidenldusnisaenistuiivestulueuan 0.866
fuazinsudenanemstuiidusmidenusndmdunisiunimia
0.815
21nAlUaUIAR
a ¥ o 3 v . v Jo
a5199 3 AndmtdnesAusenaulyd (Cross Loadings) 1eeaaiin
o AMENEIT s
ANUSURRTOU o enudslalunng
e auasignat  LUulesny ¥
fodeny P Fatn
Fawndou
anenstunviuldusmsiinnsfuilsnduguusuuasviesiu 0.782 0.261 0.449 0.299
aensiunvuldusmsiinnusuiinveusedswnaanlunis
. - 0.840 0.308 0.522 0.346
FIUIU
aemstuiiulduinisiinnsujifegnediasusssunasvinioninde
y L o o 0.807 0.362 0473 0.435
HNUN N YMNeTiavuaLianeuauenuSURRve UiadIAY
anensiunauldusnsianunslesedunday 0.605 0.366 0.824 0.460
anen1stundulduinislasumsendedluagsiusienisinm
o N 0.389 0.361 0.798 0.415
Fawndeu
aensiundulduinsiinnuindeielusesmdyyiiedunis
~om Y 0.417 0.484 0.790 0.417
UfjURsedndon
Fmsudu nsldusnsanensduniinnusuiinveusedawinasy
0.354 0.831 0.453 0.427

W i lidudn ue (1/ 8 (7)
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o nwdnuali Y
AmusuReey -, . . . #ewsslalunis
DY nauARgna  Lulnsnu ¥ ¥
RGN PR Fotn
Fawndeu
dnsusiu nsldu3nsanensdufidausuRaveusodunda
e . 0.289 0.842 0.413 0.400
W yilvduddnliuimela (1)/ dmela (7)
dsusiu nsldu3nsanensdufidausuRaveusodunda
PR . ) 0.331 0.863 0.407 0.439
Wu ilviduddniludunse (1)/ WJudselend (7)
Suardnadenldusnsanunisduilueuian 0.327 0.440 0.424 0.836
Suazidenldusnisarenistuiivestulueuan 0.438 0.430 0.482 0.866
fFuazRasaudenansnstuidusidenusndmdunisdunig
0.361 0.383 0.448 0.815
a1 eluaunan
AN5199 4 NHTIVFDUAIUATUTITUNAIBLNEUT Fornell-Larcker
1 2 3 4
1. muSuRinraUADEIAN 0.810
2. firuaRgnA 0.385 0.846
3. pmdnwaifidufinstuduadou 0.595 0.503 0.804
4. pnusslalunsdes 0447 0500 0538  0.839
ﬁ']i']\"]ﬁ 5 ﬂqimiﬂﬁ]ﬁa‘l]ﬂ'l']llmﬁﬁL%\‘lﬁ’]LLUﬂéhEJﬂlq HTMT
1 2 3 q
1. AnuSuRnreUmRdIAN
2. TiruaRgnA 0.496
3. pmdnwaiidulinstudundoy 0.794 0.655
4. anuadlalunistedn 0.582 0.626 0.706

v v
o

N1sVegeuANNAgIuYeINIsAnwIASIdTAseilumaaunislasasne iievedeuauuAgiuiinvualy

(UAAIRINITIN 6 kazn il 1) Tnen193insnzidnsnanuauuagiusuiiimuall 91w 4 auuigiu lnemiu

SuilnreusedinnvenIRnsawmaldsuInfenmanualiilulinsiudwnaen (B = 0.595, t = 12.519*) Jegausu

1%

aunfgnud 1 uregdlsinumuiuiinveunadinuvesesanslidwmaneirunfigndn (B = 0.133, t = 1.755) s

Y

Ufasauufgiud 2 drunmdnualiduiinsivdwndendmaidauinderiauafignd (B = 0.423, t = 5.881%*) T

=

gauSuALNAgILA 3 uenntuiruafgnAtdmaleuindeanudslalunis@ed (B = 0.500, t = 10.097%) {q
gouTuANLAgIUN 4

ANSNAFBUDNTNAN D DUBAAIANIANT TN 7 TINANISNAADUDNSNAN1IDDUVBINISANWINIIUIU 4 LEUNS

' .
aa A v o W aaa Y

Inensnageuldunidedynadfinsydu 0.05 S1uau 3 @ums waglufidedAgnsadiafissau 0.05 S1uu

1 dune lngadusuiinveudedinuvetesdnsidninanisdeuserinuaigndi iunndnwaliidudnsiu

Yy v
a v ] o

duandeu (B = 0.257, t = 5.071*%) awanwalfidulinsiudwindeniidnsnanisdeunenuaslalunisdodn
uviruaRgnd (B = 0.216, t = 4.588%) usegnslsinuriruafignAnlifidnsnanisdensoaundlalunisiod
suviraRgnd (B = 0.066, t = 1.690) uenntuANNSURRTEURDdIALTBIRIRNTTIBNSNAN1SNReANATl

Tuns@edn lunwdneailuiinsfivdwindouuazsiruafigndn (B = 0.126, t = 4.111%%)
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A151971 6 NIFIATILIBNTNANIINT

B B t p-values  WaNSAN®
AuUAgILN 1 AnusuiinveusedinuveteIAnTAmMAlUINFRA AN 0.595  0.600  12.519 0.000 gousu
& a v a v
Wudinsiudwinasy
AUNAFINN 2 AUTURRYRURDHIANTDIRIANTAMALTIUINHRTIAUAR 0.133  0.131 1.755 0.079 Ufvas
anAn
Y
auufgiud 3 nmanvaliidulinsivdswiedoudmaiduinsderiuag 0423 0428 5881 0.000 gouu
anAn
Y
auufigIun 4 vimuaRignAndswaliuindearundlalunisded 0500 0503 10.097 0.000 gousu
nuewn: seAutedfnymeatiansedu 0.05
el —
Gl2 +—
Gl3 / Cal CAZ2 CA3 IRS1 IRS2 IRS3
Green Image
0.423 (5.887)
0,585 (12.519) 0.500 (10.097) »
Customer Attitude Intention to
0.133(1.755) repurchase

CSR1

CSR2  4———

CSR3

a a 9
AN 1 N1SAATIEALLARANNITIATIASN

AN5197 7 NFASIEIBNTNAN19D Y

B B t p-values

FvsnansdenvesnnuiuinveusedinuvatesfnsraviuARgNAT H1u
o 0252 0257  5.071 0.000

andnwaiidulinsiudainday
dnsnandenvainmdnwaififulinsiudwnndeuseninuddalunisted
L 0212 0216  4.588 0.000
FnuvirLARgNAN
dvswansdenveiruafgnAioruAdlalunstes HuiruAfgne 0.066 0.066 1.690 0.091
BNBNANIDDUVRIANNSURAYDUABFIANUDIBIANTABALAS LD UN1STRT

0.126 0.130 4.111 0.000

&

dnunndnvainiluinsiuiundeunasiinuafigna

° W

nuewe): seauluddgymeatianszau 0.05

A1597U518 d5UNANISIVY LAZIBLEUDMUL

9

v
av Ao

nuifelidadmnefiefnwnansenuvesrnusuiingeusedinuvetesins denmdnvalilidudnsiu
dawandeu viruaiigndn warauadlalunisdetiluuiunvesaenstu Tneyjsd1saainanusuinveudedinuves

29AN5VBIANYN10UD1TANUENRUS A uALAalalun1sTeg S o lul U TR USE N UAUA NS NWalLAY
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o ' a

VimuaRvegnA nsAnwdmuiianusuiaveusediruresesdnsiludidyseasnistu Wewnaunsaviili

andilenudalalunistos muglufunmdnuaifidulinstfuianadouuasiruafigndn
nsnwadiililiiuiheuuinveusedinueesinsdmanmnswionmdnueiiiduinsiudaandou
vosaen1siu lneanuiuinveudedinuvetesdnsiidvinaduinegaiveddudonmdnvaifidudnsiu
Auwndouvesaemsdy fufunisinunediilfdusumadeiiuunemudiiusssrinenusuinveuredn
y0303AnTuazamdnuaifiduinsdudswindeude deauayuuuiAnves Laroche et al. (2001) 1 gafy
mddnuesnmanuaiAdendidwmadenssudiaginuaivesiiuslnn Jeaenndesiunuafnues Caroll (2016) 7
WUANEIAYDIA1NTUR AT UNISdIALTUNITAT 19NN NYalaIANT HaNISANYITIF0AAR BIAULLIAATDS
Nguyen-Viet et al. (2020) fiefungamdnuaiduindeudunissuimedsnuiiuansisnuiuinreunazauld

lasesyuvilinagaddnsnasgrunnrenisindulavesduslaalumsifenldusnisvienindueiveteansty 9 n1s

Suiamdnwaiiidufinsivdunedeniifinaserinuafivesgndfintu lnegnddnuesitesdnsifinnusuiinveuse

Y

Ferusianulusdawagldlasedunndon Fwadennulindawasanuidndauindevuinisvesaisnisiu (Du et

al,, 2010; Han et al., 2019; Glaveli, 2021)

o w W

2813l5An11 N15ANBINUIIANUSURATE UM BFIANTBI8IANS MTENSNalnensedalidudfsavirua

o

1933nA" lnenanisfnwinuusziiuddsy wWu Mohr et al. (2001) Wu31 wan1sAnwfilinudnsnazesniny
SuRnveusadirLvatasAnsHaviruAfvasgnAlildsesEnUnAmngnAdinsTuanusURnYeUdad AN YD I83ANT
avseliUadunsedudu 9 NinansenuseiruafLazngAnTINvesnAuINnd vendniulunsalves CSR Huilaa

21299135 US71A9n551 CSR vasanen1studluselovuns adnansenuNndmaus ot nvesnulagnse 1y n15an

Y

AsUBY Nsatiuayuuvu niensaniunuiuduinden o1gnuesinduanusuiinteuvetasinstuning iy

winnInadenlesiuUsvaunsalianizyanavedgnd dwali CSR liemelunmsadwinuafidauinlnenseie

a £

35M2 gnArenaliilauuisuriruaiuiar Sustiennnune1e1uveeeIAns (Becker-Olsen et al., 2006; Groening et

Y a 3

al., 2018; Du et al,, 2010) uenanil BnUszinunilaminaulade mngnaldiulaluanuniuiaswesesding vise

v v =

woed CSR uiiissnagnsnianisnainietsannaunanssnures CSR seviruafasld Ay doAunuiiin CSR ld

dmalaunsisariAuaRlasviautruddunesfnsdas daa1s CSR agralusalanasdusiusiunalselosivag

v

anAnlaenss WielUdey CSR RnwwIRadisesdnslugnisiuiandannsaduiawayUssiiunnailaase (Fatma et

U Uy

al., 2020; Groening et al., 2018)

'
a a Y =

WINF UL BNTNATIUINF BT AUARYDIANAT &

Y

'
< a v oa

AsAnElkansliiudni amdnuwaliidulinsiud

donAdaItun1s@ny1ves Laroche et al. (2001) iduduinwdnualidulinsiudwindeudmananisiuves
fuslnauaziirunfifisegsnauaznanduaing 4 Tudwin Sddunsdill mssuifanmanuainduiinsivdwindey

q
I v
Y A o aada 07

YasaensuagyhlvignAiiviruafnfivusieuusuiuagu3Nsvesasnsutil wena1nil Chen and Chang (2012)
TinnudAginesinsiiyutiunisasisnndnuvalfidulinsiuduindensranunsaasnnuldieunianisudady

vouslaalieg1sliudAy FamansdnwiddieiiugrunuindAyresanusuiinveudedinuvedednslunis

wsuasauliuieuludnagvsvesesinsaenstu wenanturansfinuiiauladnussiiufe vinuafives

anAnddnsnannsuinfidrfgyseauadlalunisto HeNuIAINNTOULWIAAYDIMOUYNGANTTUANLUKY VB

Ajzen (1991) F3331 ViruaRiAnaINUszaunIsalausia Aue wazn1sussiliunansznuiiasinduainngfngsy
11y 1 IneviruafgnAludsdfgiviiliandfianuadlalunisiedn Tnenan1s@nuaseludupnuduiussening

o

AupRgnALarANadlalunIsTes AL UNSANYIMEIULT (Han & Hyun, 2018; Han et al., 2020; Kwon &
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Abstract
This study investigates the relationship between work motivation and work performance among
employees in a Traditional Chinese Medicine (TCM) hospital in Northeast China. Using Herzberg’s Two-Factor
Theory as its theoretical framework, the research examines how intrinsic and extrinsic motivation affect task
and contextual performance. A cross-sectional quantitative study was conducted with a stratified random
sample of 328 employees, and data were analyzed using correlation and multiple regression analysis. The
findings indicate that both intrinsic and extrinsic motivation significantly influence work performance, with
intrinsic motivation exerting a stronger effect on both task and contextual performance. This study provides
insights into human resource management practices in healthcare organizations, particularly within the
unigue cultural and professional environment of TCM hospitals. In addition, this study provides theoretical

evidence and practical guidance to optimize employee performance in the healthcare industry.
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Introduction

In recent years, the Chinese government has been increasing its reforms in the healthcare sector
to continuously improve the quality of healthcare services, increase the operational efficiency of hospitals,
and meet the growing healthcare needs of its people (National Health Commission of the People’s Republic
of China, 2022). Traditional Chinese Medicine (TCM) hospitals are an integral part of China's healthcare
system, and these hospitals are uniquely positioned to integrate conventional treatments with modern
medical advances (Xu, 2024). However, with increased competition in the healthcare industry, these
organizations face more challenges, including talent management and healthcare operations, and how to
improve employee motivation and overall work performance has become a non-negligible issue.

Human resource management is the cornerstone of hospital operations and directly impacts
healthcare operations, service quality, operational efficiency, and patient satisfaction. Work motivation is
pivotal in driving employee behavior and outcomes in this context. Work motivation consists of two key
dimensions: intrinsic motivation, such as personal growth, job satisfaction, and career fulfillment, and
extrinsic motivation, including financial rewards, promotion, and external recognition (Herzberg et al., 2011;
Ryan & Deci, 2000). High levels of intrinsic and extrinsic motivation are associated with increased work
performance, greater engagement, and decreased turnover (Deci & Ryan, 2013; Gagné & Deci, 2005). Thus,
further research would provide insights that can lead to better employee engagement, improved care
delivery, and effective retention strategies, ultimately contributing to the success of healthcare
organizations. By thoroughly understanding both intrinsic and extrinsic factors, hospitals can foster a
motivated workforce aligned with their goals, ensuring high standards of care and operational effectiveness.

Despite the crucial role of work motivation in human resource management, Chinese medicine
hospitals have faced unique challenges in improving workforce quality. These healthcare organizations
place demands on their employees to navigate dual expectations as they integrate traditional Chinese
medicine cultural concepts into modern healthcare management systems. In China, the complexity of HRM
is further increased by regional differences in medical resources, levels of economic development, and
population distribution (National Health Commission of the People’s Republic of China, 2022) This research
addresses these challenges by focusing on examination of the motivation factors that influence work
performance in the specific context of TCM hospitals in Northeast China. specific context of TCM hospitals
in Northeast China. In previous studies, previous authors have extensively examined the relationship
between motivation and performance in general healthcare organizations (Weinberg et al., 2013; Yildirim et
al,, 2024). Nevertheless, to examine the motivation of Traditional Chinese Medicine (TCM) healthcare
professionals, it is imperative to recognize the cultural specificities and contextual factors that influence
their work motivation (Klajing & Jaengpromma, 2022). Previous research on work motivation often adopts
Western-centric theories, such as Maslow's hierarchy of needs, Herzberg's two-factor theory, or self-
determination theory, which may fail to capture the nuances inherent to Chinese workers deeply
embedded in Confucian values and collectivist ideologies. While such frameworks provide a general

understanding, a cultural lens is crucial for contextualizing motivation among Chinese TCM professionals.
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The omission of specific reference to why conventional theories fall short in explaining Chinese
workers’ motivations is a critical gap. Motivation in TCM healthcare professionals may be shaped by factors
such as societal belief in holistic health, intrinsic dedication to preserving ancient practices, and external
pressures specific to the socio-political environment in China. Existing studies often generalize findings
without adequately considering these unique influences, which raises the need for a focused exploration
into this domain. Moreover, the rationale for conducting a study that delves deeper into TCM healthcare
professionals' work motivation lies in addressing the complexities of managing a workforce steeped in
tradition, while simultaneously navigating modernization in healthcare delivery.

The absence of such rationale weakens the justification for the study and diminishes its potential
to generate tailored insights that inform sustainable workforce strategies in the TCM field. By neglecting to
establish a connection between conventional theories' limitations and the need for culturally specific
inquiry, any attempt at studying Chinese workers’ motivation risks appearing redundant or lacking purpose.
Therefore, articulating a compelling rationale grounded in cultural relevance and theoretical gaps is
essential to justify inquiries into TCM healthcare professionals’ motivation and enhance the utility of the
research in practice.

This research provides alternate to the exclusion of concepts like Confucian values and collectivist
ideologies, despite mentioning cultural gaps, because its setting has certain cultural concepts which might
align directly with the current frameworks, making it more challenging to integrate explicitly in this research
arena. Furthermore, quantifying or measuring abstract constructs like Confucian values or collectivism is
complex but necessary this search thus provides early explicit evidence. Even some research might have
prioritized cultural factors more salient or observable within the specific context or population studied, but
this research deemphasizing broader or less directly observable ideologies.

Thus, the concepts could indeed enrich understanding by providing a more nuanced view of
cultural influences, leading to more comprehensive and insightful findings. Even cultural factors are
inherently influential, made context-specific variables difficult to observe. This research begins to include
specific characteristic of Chinese context by selected a Grade 3A TCM hospital in Jilin Province, Northeast
China, which was established in 1958 for this study. As the largest TCM hospital in the region, the hospital
has 2003 beds, 29 clinical departments and 8 medical technology departments, providing TCM medical
treatment, research, teaching, prevention, rehabilitation and health management services. The hospital has
outstanding advantages in the treatment of brain diseases, cardiovascular diseases and metabolic diseases,
especially in the diagnosis and treatment of chronic diseases such as stroke, coronary heart disease and
diabetes mellitus. In addition, the hospital has undertaken a number of national scientific research projects
and won many scientific and technological progress awards, which has a high academic and clinical
influence in the region. The target population of this study included medical staff from all clinical and
technical departments in the hospital, including doctors, nurses and other paramedical staff, in order to

fully understand the impact of work motivation and work environment on their work performance.
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Consequently, this study aims to fill this eap and provide actionable insights for healthcare
administrators and policymakers by surveying the role of intrinsic and extrinsic motivation on work
performance in a TCM hospital in Northeast China. This research poses a specific question: To what extent
does work motivation affect work performance in hospitals? It deals with an area that has not received
much attention and research, namely work motivation and work performance in Chinese medicine hospitals.
Thus, it contributes to the development of related literature studies and theories. It also provides
theoretical advances and practical recommendations for improving human resource strategies in the
healthcare field. In addition, this study will provide theoretical support and references for other similar
healthcare organizations in the region regarding healthcare management and policy development by

delving into the specific challenges faced by a TCM hospital in Northeast China.

Literature Review

This section reviews theoretical frameworks and prior research related to work motivation and work
performance, focusing on applying these theories to the healthcare industry. Particular emphasis is placed
on Herzberg's two factor theory as the theoretical foundation for this study, which analyzes the effects of
intrinsic and extrinsic motivation on work performance in healthcare organizations. Even many research
adopted the Herzberg's two factor theory, yet placing particular emphasis on this theory allows for a
structured analysis of work motivation in healthcare organizations, providing valuable insights into how
intrinsic and extrinsic factors contribute to employee performance, satisfaction, and overall effectiveness in
delivering quality healthcare (Alrawahi et al., 2020). This theoretical foundation not only enriches academic
discourse but also has practical implications for the human resource management in healthcare, which is
crucial for enhancing patient care and operational efficiency.

Work motivation is the basic psychological construct that drives individuals to achieve work-related
goals (Herzberg et al,, 2011). According to Herzberg's two-factor theory, work motivation consists of two
dimensions: intrinsic and extrinsic motivation. In healthcare, intrinsic motivation stemming from an
individual's intrinsic desire for fulfilment, professional growth, and skill acquisition is critical. For example,
healthcare professionals may feel intrinsically motivated to provide high-quality care out of their
professional ailments, to engage in continuous leaming, or to contribute to healthcare innovation (Ryan &
Deci, 2000). Research has linked intrinsic motivation to long-term engagement, resilience, and innovation in
the workplace (Gagné & Deci, 2005). In comparison, the main factors influencing extrinsic motivation come
from external motivators such as compensation, promotion, and colleague and team recognition. In
healthcare organizations, extrinsic motivation is an important factor in ensuring that employees follow
organizational standards, accomplish base performance, and retain talent (Deci & Ryan, 2013; Huang et al.,
2024).

For healthcare organizations, maintaining a relative balance between intrinsic and extrinsic
motivation is critical to effective human resource management (Alrawahi et al., 2020). Intrinsic motivation
fosters sustained professional engagement and creativity, while extrinsic motivation increases immediate

productivity and reinforces employees' sense of responsibility (Gagné & Deci, 2005). Accordingly, both
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motivations crucially lead to employee turnover intention (Lim & Moon, 2025; Huang et al., 2024;
Sinsakjarungdej & Khanchanapong, 2024; Tian et al., 2024; Tian et al., 2024). In the case of TCM hospitals,
healthcare workers need to achieve this balance by responding to the demands of both traditional healing
and modern healthcare systems (Alrawahi et al., 2020; Dong, 2013).

Work performance is widely defined as the extent to which an individual performs his or her job
duties effectively and efficiently (Yildirim et al., 2024). In healthcare, work performance includes task
performance and environmental performance. Task performance involves core job duties such as diagnosing
patients, administering treatments, and ensuring operational efficiency (Xu et al., 2023). In health care, high
task performance is usually associated with technical expertise, medical knowledge and strict adherence to
medical, behavioral protocols (Deci & Ryan, 2013). Environmental performance, on the other hand,
encompasses behaviors that improve the broader organizational environment, including teamwork,
adaptability and voluntary cooperation (Leki¢ et al., 2019). Environmental performance is critical in the
healthcare industry because it contributes to a supportive organizational environment (Ryan & Deci, 2020
Thongthip & Chotichaipong, 2025).

In healthcare organizations, especially in Chinese medicine hospitals, both task performance and
contextual performance are critical to the high level of hospital operations (Krijgsheld et al., 2022). Task
performance ensures that healthcare workers deliver high-quality care at work, while contextual
performance helps healthcare organizations foster a cohesive and efficient organizational culture (Deci &
Ryan, 2013; Leki¢ et al., 2019). Studies have shown that highly motivated employees who excel in both
areas improve patient outcomes and operational success (Ryan & Deci, 2020; Yildirim et al., 2024).

The selection of Chinese medicine hospitals in the Northeast region as the object of this study has
a clear practical backeround and theoretical significance. First of all, the Northeast region has long faced
the problems of aging population and serious outflow of population, and the overall health service demand
of the society is increasing, which puts higher demands on the service capacity and quality of Chinese
medicine hospitals (Yang et al., 2019). At the same time, the regional economic development has slowed
down, putting more pressure on hospital operational efficiency and human resource management (Shen et
al., 2024). Against this backdrop, how hospital employees can remain motivated and improve their work
performance has become the key to the sustainability of the organization. Secondly, as an organization
integrating traditional culture and modern medical system, Chinese medicine hospitals have to inherit the
concept of Chinese medicine and adapt to the modern management system, especially in the northeast
region where resource allocation is relatively weak, and this “double challenge” puts higher demands on
the motivation of employees (Dong, 2013). Therefore, exploring the motivation and performance of TCM
hospital staff in the specific context of this region not only fills the gap of related research, but also provides
targeted management suggestions and policy references for TCM organizations in similar regions.

A large body of literature emphasizes the positive relationship between work motivation and
performance (Wang et al., 2024). Studies have shown that intrinsic motivation promotes creativity and
proactive self-improvement behaviors among healthcare workers, while extrinsic motivation ensures

adherence to organizational standards and timely completion of tasks (Boselie, 2010; Gagné & Deci, 2005).
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Aljlumah (2023) suggests that intrinsic motivation is closely related to job satisfaction and
environmental performance, while extrinsic motivation is more often associated with task performance.
Thus, striking a balance between these motivation factors plays an important role in maximizing overall
performance (Bandhu et al., 2024).

In the healthcare industry, the unique occupational demands of high stress, long hours, and the
need for continuous learning amplify the need for employee motivation. Healthcare workers with high
intrinsic motivation have been found to provide better patient care, while those driven by extrinsic rewards
are more likely to accomplish business goals. The combination of intrinsic and extrinsic motivation leads to
improved overall performance, suggesting that both dimensions are critical in healthcare human resource
management (Ryan & Deci, 2020; Yildirim et al., 2024). For TCM hospitals, the fusion of tradition and
modernity poses unique and complex motivation challenges. Building on existing literature, this study
examines how intrinsic motivation and extrinsic motivation affect task and environmental performance
within the unique cultural and professional context of TCM hospitals.

Although Herzberg's two-factor theory has been widely used in research on work motivation in
different industries, relevant empirical studies are still lacking in the special context of traditional Chinese
medicine hospitals in China, which integrates traditional culture and modern medical management. The
theory was chosen for this study precisely to test its applicability in this unique context and to explore in
depth the mechanisms by which intrinsic and extrinsic motivation affect employees' task performance and
situational performance. On the one hand, employees in Chinese medicine hospitals are often driven by a
sense of cultural mission and professional identity, with distinctive intrinsic motivation characteristics; on
the other hand, the reinforcement of extrinsic incentives by modern hospital management also has an
important impact on employee behavior (Thongthip & Chotichaipong, 2025). Therefore, the adoption of
Herzberg's theory not only helps to fill the gaps in the existing research, but also provides theoretical
support and practical references to enhance the human resource management strategy of Chinese medicine
hospitals (Stanton et al., 2004). Thus, based on Herzberg's two-factor theory, this study concludes that work
motivation directly affects work performance and proposes the following research hypotheses:

Hypothesis 1: Intrinsic motivation has a positive impact on task performance in TCM hospitals.
Hypothesis 2: Intrinsic motivation has a positive impact on contextual performance in TCM hospitals.
Hypothesis 3: Extrinsic motivation has a positive impact on task performance in TCM hospitals.

Hypothesis 4: Extrinsic motivation has a positive impact on contextual performance in TCM hospitals.

This section reviews the theoretical framework and findings of previous research on work motivation
and work performance using Herzberg's two-factor theory. It emphasizes the importance of intrinsic and
extrinsic motivation in influencing task and environmental performance. This section also emphasizes the
unique challenges faced by TCM hospitals in balancing traditional and modern healthcare needs. Based on
these insights, a robust and carefully developed conceptual framework was crafted. This framework, along
with the research hypotheses, will guide our study in exploring the impact of motivation on work

performance in this unique context.
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Work Motivation Work Performance
X1.1 Intrinsic Motivation |:> Y1.1 Task Performance
X1.2 Extrinsic Motivation Y1.2 Contextual Performance

Figure 1 conceptual framework

Methodology

This was a cross-sectional quantitative study examining the relationship between work motivation
and work performance in a Chinese medicine hospital in Northeast China.

The study population comprises healthcare personnel from various departments at Hospital A, a
Traditional Chinese Medicine (TCM) hospital in Northeast China. This group includes doctors, nurses, and
medical support staff, representing a diverse range of roles. The total number of personnel across all
departments amounts to 1,592 persons. Based on this Yamane's formula, applying a 95% confidence level
and a 5% margin of error, the required sample size for this study is approximately 318 participants. The
stratified random sampling method ensures proportional representation from each department, capturing
a balanced view of the diverse roles within the hospital. Each department was treated as a stratum, with
sample sizes carefully determined to reflect the proportional presence of personnel in each area.

The questionnaire itself was divided into three main sections. Demographic information provides
characteristics of respondents. The measuring of work motivation, this research adapted Ryan and Deci
(2020) and work performance using Niati et al. (2021) along several dimensions and reported the range of
scores for each variable. To ensure the validity of the content of the questionnaire, the questionnaire was
reviewed by three experts using the item-objective congruence (I0C) method to assess the congruence

between the items and the objectives of the studly.

Table 1 Research Instrument

Intrinsic Motivation
1. 1 find my work meaningful to people around me.
2. I am enthusiasm to work because | enjoy the process of helping patients.

3. For the satisfaction | experience when | am successful at doing difficult tasks.

Extrinsic Motivation
1. More monetary rewards will motivate me to spend more time at work.
2. | am satisfying with organization policies that put into practice.

3. | appreciate the housing assistance, and other financial benefits provided by the hospital.
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Task Performance

1. 1'am able to complete my tasks on time and with high quality.

2. | consistently meet or exceed the performance standards set by the hospital.
3. | am effective in managing my workload and prioritizing tasks.

4. | work well under pressure, maintaining high standards of care.

Contextual Performance

1. I'have good communication skills with both patients and colleagues.

2. | actively participate in professional development opportunities to improve my skills.
3. | take initiative and demonstrate leadership when required.

4. | contribute to improving the quality of care provided by my department.

Table 1 provides questions asked on intrinsic motivation, extrinsic motivation, task performance,
and contextual performance, respectively. The questionnaire showed high validity with an I0C score of 0.9
The questionnaire was then scrutinized based on the experts' comments, including linguistic precision,
theoretical comprehensiveness, and subsequent revisions. Prior to full implementation, the questionnaire
was piloted with 30 participants to assess its clarity, structure, and reliability. Cronbach's alpha for intrinsic
motivation ranged from 0.843 to 0.883; for extrinsic motivation, from 0.797 to 0.854; for work performance,
from 0.958 to 0.962. Feedback from the pilot study was used to refine the questionnaire and address any
issues with the wording or structure of the items, thus ensuring the validity and effectiveness of the final
questionnaire.

Data collection was carried out by distributing the online questionnaire via WeChat to hospital
work-groups. The survey lasted for two weeks during September 2024 to allow sufficient time for
responses. A total of 328 valid responses were collected, achieving the target sample size and providing
reliable data for analysis.

The questionnaire utilized a six-point Likert scale to measure respondents' attitudes towards work

motivation and work performance. Levels of agreement were defined as follows:

Table 2 Data analysis

Attitude Score Average Score Level of perception
Strongly Agree 1 point 1.00-1.83 Strongly Agree
Agree 2 points 1.84-2.67 Agree
Slightly Agree 3 points 2.68-3.50 Slightly Agree
Slightly Disagree 4 points 3.51-4.33 Slightly Disagree
Disagree 5 points 4.34-5.17 Disagree
Strongly Disagree 6 points 5.18-6.00 Strongly Disagree

The data collected was processed and analyzed by using SPSS software. Descriptive Statistics
including frequency distribution, mean and standard deviation in the form of frequency distribution, mean
and standard deviation. Pearson's correlation analysis was used to assess the relationship between the

variables; multiple regression analysis was used to test the research hypotheses.
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Findings
Based on the basic information such as gender, age, highest level of education, and total working

experience in the information of this survey, it is analyzed as follows:

Table 3 Demographic Information

Question Options Frequency Percentage (%) Cumulative percentage (%)

Male 137 41.8 41.8
Gender

Females 191 58.2 100

Single 90 27.4 27.4
Marital status Married 222 67.7 95.1

Others 16 4.9 100

Diploma 25 7.6 7.6

Bachelor's Degree 86 26.2 33.8
Highest Level of

Master's Degree 98 29.9 63.7
Education

Doctoral Degree 111 33.8 97.6

Others 8 24 100

0-10 Years 162 49.4 49.4
Working Experience

11-20 Years 102 31.1 80.5
(Years)

Over 20 Years 64 19.5 100

Doctor 192 58.5 58.5
Position Nurse 120 36.6 95.1

Medical Assistant 16 4.9 100

Total 328 100.0 100.0

Table 3 presents the demographic information of the 328 employees who participated in the
survey. The demographic characteristics of the respondents, totaling 328, are summarized as follows:

Out of the 328 valid responses, there was a relatively even split between males and females,
with females in the majority at 58.2% and males at 41.8%. In terms of marital status, 67.7% of the
respondents were married and 27.4% were single.

For the highest level of education, 33.8% of respondents held a doctoral degree, followed by
29.9% with a master’s degree and 26.2% with a bachelor’s degree. A smaller proportion, 7.6%, held a
diploma, while 4.9% were classified under other categories.

In terms of working experience, respondents with 0 to 10 years of experience constituted the
largest group at 49.4%. Those with 11 to 20 years accounted for 31.1%, while 19.5% had over 20 years of
experience.

Regarding job positions, doctors made up the majority at 58.5%, followed by nurses at 36.6%.

Medical assistants accounted for 4.9% of the respondents.

Table 4 Descriptive Statistics

Variable Mean Standard Deviation Level of perception

Intrinsic Motivation 2.65 1.027 Agree
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Variable Mean Standard Deviation Level of perception
Extrinsic Motivation 2.57 1.298 Agree
Task Performance 2.44 1.264 Agree
Contextual Performance 2.38 1.323 Agree

Table 4 shows the descriptive statistics of the four variables of intrinsic motivation, extrinsic
motivation, task performance, and situational performance, including the mean, standard deviation, and
perceived level. The mean value of intrinsic motivation was 2.65, indicating that participants agreed with
the high level of intrinsic motivation. The standard deviation was 1.027, indicating that there was a certain
degree of inter-individual variability in the perception of intrinsic motivation, and the level of perception
made by respondents was to "Agree" with the given statements, which indicated that most participants
agreed or recognized the importance of intrinsic motivation. The mean value of extrinsic motivation is
2.57, which is slightly lower than that of intrinsic motivation, indicating that the participants' agreement
with extrinsic motivation is slishtly weaker, and the standard deviation is 1.298, which indicates that there
is more variability in the perception of extrinsic motivation among individuals, and the level of perception
is also "Agree", which shows that most of the participants agree with the attitude of extrinsic motivation.
The mean value of task performance is 2.44, which indicates that participants perceive their task
performance better, with a standard deviation of 1.264, which shows that there is some variability in task
performance among individuals, and the level of perception is "Agree", which indicates that participants
have a more positive attitude towards their own task performance. The mean value of situational
performance is 2.38, which is the lowest among the four variables but still at a high level, and the
standard deviation is 1.323, indicating that there is a large variability in the perception of situational
performance among individuals and the level of perception is "Agree", which indicates that the participants
have a positive attitude towards their situational performance in general. Overall, participants showed
high levels of agreement ("Agree") on intrinsic motivation, extrinsic motivation, and both types of
performance (task performance and situational performance). Intrinsic motivation had the highest mean,
and situational performance had the lowest mean, suggesting that intrinsic motivation may have a
stronger influence on performance. The standard deviation data showed large individual differences in
situational performance and extrinsic motivation, suggesting that these areas may require differentiated

strategies for different individuals.

Table 5 Relationship between Work Motivation and Work Performance

Variable Intrinsic Motivation  Extrinsic Motivation ~ Task Performance  Contextual Performance
Intrinsic Motivation 1
Extrinsic Motivation 0.544** 1
Task Performance 0.512%* 0.457** 1
Contextual Performance 0.547** 0.469** 0.936** 1

**_ The correlation is significant at the 0.01 level (two-tailed).

114



NsasinuAsAansgsAaUszand Uil 20 atudl 32 unmAu-iquieu 2569
Kasetsart Business Applied Journal Vol. 20 No. 32 January-June 2026 (105-121)

Table 5 shows the correlation between work motivation (intrinsic and extrinsic motivation) and
work performance (task and situational performance). The results show a significant positive correlation
between all the variables, which reaches statistical significance at the 0.01 level of significance (two-tailed
test).

First, the correlation coefficient between intrinsic and extrinsic motivation is 0.544, indicating a
moderately strong positive correlation between the two motivations. This suggests that when employees
perform strongly on intrinsic motivation, extrinsic motivation is likely to follow and vice versa. Furthermore,
the correlation coefficients of inherent motivation with task performance and situational performance are
0.512 and 0.547, respectively, indicating that intrinsic motivation has a medium-strength positive effect on
both types of performance and a slightly higher correlation with situational performance. This may suggest
that employees' intrinsic motivation is more important in promoting organizational supportive behaviors
and situational performance.

The correlation coefficients of extrinsic motivation with task performance and situational
performance are 0.457 and 0.469, respectively, suggesting that extrinsic motivation also has a medium-
strength positive influence on these two types of performance but is slightly less influential than intrinsic
motivation. In addition, the correlation coefficient between task performance and situational performance
is 0.936, showing a very strong positive correlation. This suggests that employees exhibit higher levels of
situational performance, such as teamwork and proactive behavior while completing tasks.

In summary, the results of this table indicate that work motivation, especially intrinsic motivation,
significantly impacts both task performance and situational performance. In contrast, the relationship
between task performance and situational performance is very close. This suggests that managers need to
focus not only on material motivation but also on cultivating intrinsic motivation to improve work

performance more comprehensively.

Table 6 Multiple Linear Regression Analysis-Dependent Variable: Task Performance

Variables B B SE t Sig VIF Tolerance
(Constant) 0.59 0.166 3.552 0.000 *** - -
X1.1 Intrinsic Motivation 0.375 0.461 0.068 6.817 0.000 *** 1.42 0.704
X1.2 Extrinsic Motivation 0.253 0.246 0.054 4.596 0.000 *** 1.42 0.704

R? = 0.308 Adjusted R? = 0.308, F(2, 325) = 72.161, p = 0.000***, D W = 1.837

x*x ** denote significance at 1% and 5% levels.

Table 6 shows the results of the multiple linear regression analysis with Task Performance (TP) as
the dependent variable and Intrinsic Motivation (IM) and Extrinsic Motivation (EM) as the independent
variables. The following are the results of the analysis:

The regression model's coefficient of determination (R2) was 0.308, and the adjusted coefficient
of determination (Adjusted R?) was also 0.308, indicating that the model could explain 30.8% of the total
variance in task performance. The F-value was 72.161 (df = 2, 325), corresponding to a level of significance

(p-value) of 0.000, indicating that the entire regression model is statistically significant, implying that the
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combination of intrinsic and extrinsic motivation significantly predicts task performance. The
Durbin-Watson value of 1.837 is close to 2, indicating no considerable autocorrelation of residuals in the
model.

Specifically, the unstandardized coefficient of intrinsic motivation is 0.461, the standardized
coefficient (Beta) is 0.375, and the t-value is 6.817, corresponding to a p-value of 0.000 (less than 0.001).
This indicates that intrinsic motivation significantly affects task performance and is more influential among
all independent variables. The unstandardized coefficient of extrinsic motivation is 0.246, the standardized
coefficient (Beta) is 0.253, and the t-value is 4.596, corresponding to the exact p-value of 0.000 (less than
0.001), which suggests that extrinsic motivation also has a significant positive effect on task performance.
Still, its influence is slightly less than intrinsic motivation.

The variance inflation factor (VIF) for all independent variables in the model is 1.42, and the
tolerance value is 0.704. These values are within reasonable limits, indicating that there is no
multicollinearity problem.

In summary, the regression model shows that intrinsic and extrinsic motivation have a significant
positive effect on task performance, and the influence of intrinsic motivation is more substantial. This
suggests that managers not only need to focus on extrinsic motivation, such as rewards and recognition,
but also strengthen the cultivation of employees' intrinsic drive, such as providing more growth
opportunities and satisfying their needs for work performance, when enhancing employees' task

performance.

Table 7 Multiple Linear Regression Analysis-Dependent Variable: Contextual Performance

Variables B B SE t Sig VIF Tolerance
(Constant) - 0.328 0.17 1.935 0.054 - -
Intrinsic Motivation 0.415 0.534 0.069 7.731 0.000*** 1.42 0.704
Extrinsic Motivation 0.243 0.248 0.055 4.537 0.000*** 1.42 0.704

R? = 0.584 Adjusted R? = 0.337, F(2, 325) = 84.108, p = 0.000***, D-W = 1.862

x*x ** denote significance at 1% and 5% levels.

Table 7 shows the results of the multiple linear regression analysis with Contextual Performance
(CP) as the dependent variable and Intrinsic Motivation (IM) and Extrinsic Motivation (EM) as the
independent variables. The following are the results of the analysis:

The regression model's coefficient of determination (R2) was 0.584, indicating that the model
explained 58.4% of the variance in situational performance. The Adjusted R? is 0.337, which suggests that
the model still has high explanatory power after considering the number of independent variables. The
F-value is 108 (df = 2, 325), and the significance level (p-value) is 0.000, indicating that the whole model is
statistically significant, i.e., intrinsic and extrinsic motivation are substantial predictors of situational
performance. The Durbin- Watson value of 1.862 is close to 2, indicating no considerable autocorrelation

of the residuals.
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Specifically, the standardized coefficient of intrinsic motivation is 0.534, the standardized
coefficient (Beta) is 0.415, the t-value is 7.731, and the significance level (p-value) is 0.000, which indicates
that intrinsic motivation has a significant positive effect on situational performance. In this model, intrinsic
motivation has the most critical influence. The standardized coefficient of extrinsic motivation is 0.248, the
standardized coefficient (Beta) is 0.243, the t-value is 4.537, and the significance level (p-value) is also
0.000, indicating that extrinsic motivation significantly influences situational performance. Still, it is less
influential than intrinsic motivation.

The constant term has a standardized coefficient of 0.328, a t-value of 1.935, and a significance
level (p-value) of 0.054, which is close to, but not yet at, the level of significance (usually p < 0.05). This
suggests that the constant term contributes less to contextual performance but can still be retained for
model integrity.

In addition, the independent variables' variance inflation factor (VIF) was 1.42, and the tolerance
value was 0.704, indicating no multidisciplinary problem.

In summary, the regression model shows that intrinsic and extrinsic motivation significantly
positively affect situational performance, and intrinsic motivation is more influential. This suggests that
managers should prioritize employees' intrinsic motivation to encourage autonomy and growth while
combining extrinsic motivation, such as rewards and team recognition, to promote situational performance

comprehensively.

Discussion and Conclusion

The findings of this study are consistent with previous research on the impact of job motivation on
employee performance in healthcare organizations (Gagné & Deci, 2005; Ryan & Deci, 2020). Specifically,
the positive impact of intrinsic motivation on environmental performance is consistent with the findings of
Weinberg et al. (2013), who emphasized that employees driven by personal growth and job satisfaction are
more likely to engage in organizational citizenship behaviors such as collaboration and adaptability.
Similarly, Xu et al. (2023) found that intrinsic motivation promotes proactive behaviors and contributes to
a supportive work environment in healthcare organizations.

In contrast, extrinsic motivation had a relatively weak effect on task performance, which is
consistent with the findings of Yildirim et al. (2024), who concluded that extrinsic rewards primarily reinforce
routine tasks but may not be effective in enhancing complex or creative work. The present study also
supports Boselie (2010) who emphasized that while financial incentives are essential for short-term

performance improvement, intrinsic motivators sustain long-term engagement and overall job satisfaction.
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However, it is worth noting that while existing studies have focused on business organizations, this
study specifically investigated a Traditional Chinese Medicine (TCM) hospital in Northeast China. TCM
hospitals combine traditional Chinese medicine with modern healthcare management, and their cultural
and oreganizational contexts present unique challenges for motivating employees. This dual expectation
requires healthcare workers to balance their dedication to traditional medicine with the operational
demands of a modern healthcare system, a complexity that has been less addressed in Western-centered
motivational research.

Therefore, this study contributes to the relevant literature by providing empirical evidence from a
TCM hospital located in an area with significant aging and population loss, further emphasizing the
importance of intrinsic motivation as a key driver of task and environmental performance in this unique
setting. These findings suggest that healthcare managers in TCM hospitals should not only enhance extrinsic
rewards for task-related performance, but also foster a work culture that promotes intrinsic motivation to
support situational performance.

In addition, it also provides empirical evidence on the Strengthen the theoretical framework. This
evidence expands on Herzberg’s Two-Factor Theory by incorporating recent research to contextualize
intrinsic and extrinsic motivators within the healthcare and TCM environment. Consequently, it provides a
more comprehensive understanding of motivators specific to healthcare professionals. This research also
enhances methodological rigor, it is not only justifying the use of stratified random sampling to ensure
diverse representation across different departments and professional roles within the hospital, but also
employ validated measurement scales for intrinsic and extrinsic motivation as well as for task and
contextual performance to improve reliability and validity.

For practical implication, As the findings indicate that both intrinsic and extrinsic motivation
significantly influence work performance, with intrinsic motivation exerting a stronger effect on both task
and contextual performance. Thus, it offers recommendations for hospital administrators and policymakers
to develop motivation-based policies that improve employee well-being and patient care quality.

Despite this research provide no variable directly with cultural issue, nevertheless it does contribute
to cultural and traditional medicine settings within Chinese culture, providing insights for global applications

in similar contexts.

Limitations and Future Research

While this study provides valuable insights through empirical research, limitations also exist. First,
the cross-sectional design limits the ability to determine the causal relationship between work motivation
and work performance. Future research could use a longitudinal approach to explore whether there is a
change in the relationship between work motivation and work performance among physicians and nurses,
respectively, as employees' years of service change. Second, the case of this study was a Chinese
medicine hospital in northeastern China. Due to the differences in the economic and human environments
of Chinese provinces and cities, as well as the differences in the management models of similar hospitals,

this case may limit the application of the findings to other regions or similar hospitals. Expanding the study

118



NsasinuAsAansgsAaUszand Uil 20 atudl 32 unmAu-iquieu 2569
Kasetsart Business Applied Journal Vol. 20 No. 32 January-June 2026 (105-121)

to multiple hospitals or other regions would provide a more comprehensive understanding. Finally, this
study focused on the impact of work motivation on work performance. Still, also the hospital's
organizational culture, leadership style, employee satisfaction, and other factors that may have an impact
on work performance, and these factors deserve further exploration in future research.

In conclusion, this study emphasizes the critical role of work motivation in driving employee
performance in Chinese medicine hospitals. By exploring in depth, the effects of intrinsic and extrinsic
motivation on employee work performance, healthcare organizations can enhance task-related outcomes
as well as situational outcomes, which in turn helps to improve organizational efficiency and enhance

healthcare services.
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