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Abstract

Background and Objective: Behavioral situations of the automotive industry in Thailand is also witnessing
a rapid increase in adoption of electric vehicles (EV). The study has the following objectives: 1) To make a comparison
of consumers’ decision-making to purchase an EV based on individual factors in Nakhon Ratchasima Province, 2) To study
factors affecting decision-making of consumers to purchase an EV in Nakhon Ratchasima Province, and 3) to create
a predictive equation model for decision-making of consumers to purchase an EV in Nakhon Ratchasima Province.

Methodology: This research carried out a quantitative method. The sample consisted of 405 respondents
being consumers in Nakhon Ratchasima Province who had actively intention and decision to purchase an EV.
Data were collected through questionnaires. Besides the use of descriptive statistics such as mean, standard deviation
for data analysis, and inferential statistics such as the t-tests F-test and stepwise multiple regression in hypothesis testing.

Results: The findings of this study suggest that among the marketing mix variables, consumers’ perception
on the marketing strategies had the most influence on the purchase of EV (x =4.02, S.D.=0.50). In terms of targeting
ages and income segment, the target segment focus should on younger consumers (18-24) as well as consumers income
above 35,001 baht in monthly income as both segments had a positive significant relationship in purchase decision
of EVs (p<0.05). While attitude factors and technology acceptance factors affect consumers' decision to purchase
electric vehicles, they can predict 58.70 percent of the decision to purchase electric vehicles, with the prediction equation
in the form scores as Y=0.270+0.348(X1)+0.580(X3).

Discussion: The results show that different consumer age and income levels significantly impact EV purchasing
decisions, with attitudes and technology acceptance.

Suggestions: Future EV adoption strategies should focus on infrastructure development and improving
the EV supply chain across production from upstream to downstream. This will encourage broader participation from
all sectors in Nakhon Ratchasima Province and support the growing demand for EV in the future.
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Table 1. The Number of Newly Registered Electric Vehicles (EV) from 2021 to 2023

T w.a. (Year) FnsnnsiasuuLlas
(5aaaz) (Rate of

SAWAIINHA (Electric Vehicles: EV) change (percentage))

2564 (2021) 2565 (2022) 2566 (2023) 2565/2564 2566/2565
(2022/2021) (2023/2022)

‘EQTWW’]LLUGILGIE% (Battery Electric Vehicle: BEV) 5,889 20,817 100,219 253.49 381.43
salwiuuulauda (Hybrid Electric Vehicle: HEV) 35,794 64,035 85,069 78.90 32.85
imfﬂu%mmmﬁﬁuﬂgﬂ (Plug-in Hybrid Electric Vehicle: PHEV) 7,060 11,331 11,703 60.50 3.28

59 48,743 96,183 196,991 97.33 104.81

NN AFNATANNTIURY NBILNINNYE NTNATINENNLA (2567)

Source: Transport Statistics Group, Planning Division of Department of Land Transport (2024)
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A mamain i wdnen (nfinite population) eIl AwinNSLATIANGNAIBE19619Us 30-500 Fapgi1g
(Cochran, 1977) #apgaslasn1sunuAn n WinfiusIuaungusandns P winfudnaaneeslszsng

iazfimmags Z winiussiuamides fmmaiifAwingy 1.96 fissiuena@ieii 0.05 em Wiy

| = P o Yy A A '
mmfmmmm@ﬂumﬂwqmwmmﬂ@ e LVI'Wﬂ‘LIZ\T’]‘LALUENLU‘LAN’IW‘iﬁ"I‘LAﬂ@QU’iﬁj’Iﬂ’i WLIT
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|
a v a4

THngusesng d9u9u 385 dantng falu e lilinanisideifuszansnin §idededanue
PNANGHAIBENANTY F10491 15 Faaeing T9suiiu 400 fesine FmsuABnagunguantag
AontAsnabilindnansmenduuunezesuslnadmisunssedin Afinnsdnanlauscria
Annmdsladasnaudtiin uazfiongdoust 18 TEWh

\rsasfiafi¥lun1sise

WLLIRBLIATH (Questionnaire) IR BNHIANNNNTNLNTUITTNTTHN 9119w 5 dau Uaznaudas
g 1 HeyadanyARRIBIERLLIUFLANH 119U 6 §8 Usznausiag WA 87y RONHATWANTE
selindssiaifian sziuniafnen uazandn dnuomduuudensay Fwsudmd 2 aasAndin
AenruimaRdmimng msdinle faradan wasdinmeingsy 59 15 o @i 3 AcuAadi
AEn UL ANNNTARIASTHNERST T FUINAT FHYBININNITTAT NN UWaTEINFIEEN
nngRanA 79m 20 dia daudl 4 pamAnduAsadunseensumna inlagdmniasudaaclen
FpradneBineinems uasimmmnasialafiacl san 15 §a dowit 5 arwAaiuAsatunsdeRul
Foansuliinzesialng Smimnsrmdin s 6 i Tnaduiafomuusnnssnazanni
(Rating  Scale) FEAUNINTIA 5 FEFI1 ﬁmumsfﬁrﬁhi:ﬁumwﬁqﬁmmﬂﬁqmﬁu 5 uWArRANEATY
finsfigandi 1 (Likert, 1967)

AMEUNIATI9FaUANNITENASIBIEEM (Content  Validity) 2asdamansTuuuuasyuans
TrermnaRansont 1 Az wiriuudladdrmafiesnss 0 axss windubluladnfiaouifiemss
uaz -1 azud wiriuuiladnlifiannaidiesnas (Kamket, 2012) 9ninsenasnd 91uam 3 vinu

UNAALLLT [(Fanyinn9iiasnzsimAndefinnuaenndes (index of Item Objective Congruence: 10C)

Faamaumebiges 10C = 2R Taer 10C wiAsEiasanrdesssrdlinAa iU TRg Uarad
N

M98 'R WINNATIHIDIATUNHNITNATUING Fenmny uaz N unndmugidearay wudd
Hafnenasidnnnndt 0.50 nde dadndmnsiiesnss ssnsein T Richaroon, 2013) wenani
TivinnnemmnasauAasdasiy (Relicbilty) Tneniuuusaunslunaaests (Try oun funguiuslna
Adnanladasoaudindsbilinguinntng 41mam 30 gn sinapmAniua lianAnsizinei

AnsrAVBuaaNIBIATEULNA (Cronbach's Alpha Coefficient) (Cronbach, 1970) F9PNTT 2

AT5199 2 ANAINIZDNWABILLUFDLDIN

Tabel 2. Reliability of the Questionnaire

$19aAI0 N (Questions) Hamnann (items)  AMANUsEAVBULEANT (Alpha Coefficients)
tla9eviFuAR (Attitude Factors) 15 0.909
tlaquaaulazannIananm (Marketing Mix) 20 0.887
fladaniseansumalnlad (Technology Acceptance Factors) 15 0.911
msdnauladn (Purchase Decision) 6 0.851
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91NA191991 2 U4 FeRannusaziaiatonTuuuuasunIN HANANEeiu Ae
0.909, 0.887, 0.911 uay 0.851 AANsNnd 0.70 it uaAvdn uuLasUAINAANEeTS
warax15a3 T (Cronbach, 1970)

msfiustusandiays

o .a @ v ¥ ad ° a o o ° g ¥
AUHURNITIN VYD NAIVITNITNITIY (Survey  Method) Tﬂﬂﬂﬂ’]‘iﬂﬂﬂ‘iﬂ\‘m@ﬂ’]ﬂ"mL‘LI’rJW]‘lA

| [
VA o/ 1

WedudwinduiuslnefisnauledewaznsoiingfidaoussladasnsudMinnen uiadadng

U U
£4 1

FaAnnmm dmaw 2 gamne fe msansaesiasdaes S mTauesTEENn Ussneusion gudsmms
FWMANT1I0NT ARANITAT 9WANend wazuBEeney uaziwtamvesulailngyinnisadng
LmumumuﬁqﬁﬁmﬂimgLﬁ@ (Google Form) NTHEIH BN saBlaT] 19 Facebook, Messenger,
Pantip, Line tfingins WirugHemsaemd i tudnuaeznisunzsitsia (Snowbdll Sampling) ingnle
HnanSanEyAasEunnAeuadamng wudt Tdayanaunduntnsnsudanuazany ol
d19u 405 o Anduiesas 101.25

msAaTidaya

malmzitoyalnal¥aaAi3anaanmn (Descriptive Statistics) 1ienIA1LARY (Mean: X )
dufleaiunsnpsgn (Standard Deviation: $.D.) fimuansuUaNATAUAMHAATNFIL ANRAY
finin 150 (Fipefign) 151-2.50 (as) 2.51-3.50 (Lhunans) 3.51-4.50 (3010) ez 4.51-5.00 (Hnfiga)
(Likert, 1967) Am3uimainasitiay TafABo1H4 (nferential Statistics) WREMARBLIANKAF M Fefl

ANNAFIHA 1 nNaMAREUT (t-test: 1) UATAATILTAIINULITUTIULLINIRED (F-test: F)
neENLAYTIUANE N Vi aveaeLaHuAna 1 duees faedB NS euiiauny o (Least Significant
Difference: LSD) (Fisher, 1935)

aunAgIT 2 nsmseRaLdauLsRssE huiladeiad Taduauiiszannianan wazilade
naseNsumablad Radils e (Gifin Muticolinearity) fasnsnsnzivnendnlssava
AR e R nesiauLs Nadifl AN a1 0.80 (1D r0.80) uamedn dAnatlayynsauls
ApudNiHEfuesge (Mulicolinearity) aradauuLannnsf tsnennsnifausinnuaaimaden
NITANRNUSTRNB ANTHNANE (1) 399979 0.613-0.785 BafAntinandn 0.80 uamein Giwuilam
LS TAES (Multicolinearity) Flaviss Sioayafi il nswisnzandmsLnIsinssiananemm o
(Hair et al., 2014) Uazyinn1sn Lmﬁﬂzﬁﬂmﬂ@ﬂL“?mwmml,muiy’umu (Stepwise Multiple Regression Andlysis)
RemnAniladanisaenasinansmantuLgigas (Variance Inflation Factor: VIF) LAZATATARINHIAG

(Tolerance) AMAUANOETINITRTITaaLAN VIF Fimisnzan [HA9R1 10 wazen Tolerance fANINAG7 0.2

o/ [% 1o a £ [ . . . 14
Tﬁmmemy@ﬂmﬁmmmmwmmﬂ@ﬂfuﬂ'ﬁummgm (Unstandardized Coefficients) Usznavusing

B unu AndnisransnisanneyrssdaulsneinsoiugUazuunuenggu uay Std. Eror unu

! § ¢ 1 o £ 1 .
FIAITH ﬂﬂ’]ﬁ‘lLﬂﬁﬂuﬂqm‘jﬂquﬂﬂﬂﬂ’]‘j‘if\lﬂ’m‘jm mmﬂ'ﬁ:ﬁmma@ﬂuﬂ‘aumm@u (Standardized
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Coefficients) Ai® Beta w13 mﬁuﬂﬁ:ﬁw%miama@ﬂ"améfqLm‘swmﬂﬁaffugﬂmenmuﬁu ATR W3

Da

1o

AndsyAND VRSN 04 AN R uyin dtlszAvBntanennsal fn Adust R® w dnlsyant
maspRnlaiUSuLEs (Tirakanan, 2012)

AMUATHNTITFUATUHUAL AB Y = bo+biX;+byXo+hsXs

AMMUARNA1TFUALUNUNIATIIN FB Z = BiZx+ ByZyo+ BsZys

fiMMuAR1 p-value (Significance: Sig.) NFERAN * p<0.05 ALUNIFBANNAFUNAN (H) UAzBNTU
ANNFAFINIBY (Hy) Uaasdn FUUIBETY (X-Xs) HANUANFY/ARudNAUsAUFulsaN (V)

Trafseiuuddynuatfneensulfiasas 5 v3a 0.05 (Moore et dl., 2013)

HANTSI9Y

manBaudisunisindulagesasud iheiuslnn usmmasisnani 3 uazananei 4

mssit 3 Tadeilifandesiunsinanlatesnawd Winessduilng

Table 3. Factors of consumers' decision to purchase electric vehicles

{la3% (Factors) X SD.  ammuEe (Meaning) @79 (Ranking)

tlageiFuat (Attitude Factors) 392 047 70 (High) 3
ﬁqumwimmﬁq% (Cognitive) 377 067 N (High) 3
finuAanN3an (Emotional) 400 052 3N (High) 1
FinungAnaax (Behavioral) 398 051 30 (High) 2
flaqudindscannisnatn (Marketing Mix) 402 050 1N (High) 1
ANUNRRATI (Product) 403 058 H1N (High) 2
#11497A7 (Price) 402 057 H7N (High) 3
AT NNITIAT WY (Place) 395 060 H7N (High) 4
ANUAILAINNTITAAIA (Promotion) 407 055 1N (High) 1
Hlasanisaansuinalulad (Technology Acceptance Factors) 396 0.49 H1n (High) 3
Amnns5uitadselend (Perceived Benefits) 401 056 30 (High) 1
Fanaansdnatunngvinen (Ease of Use) 394 058 {1N (High) 2
FmpnnsalaftasT¥ (Intention to Use) 391 057 31 (High) 3
ﬂﬁiﬁ'ﬂﬁu?@%ﬂiﬂﬂuﬁfﬂﬁﬁ (Decision to Purchase Electric Vehicles) 392 055 1N (High)

NANINT 3 Wudn nmsasasiladeiifendesiuntsdnauletesneud Mieuslng
aeflusziuann (X =3.92, S.0.=0.55) uazeg Iuszsiusnnynilads Taeduiuusn fia Tadaaansvan

N15AAR ( X =4.02, S.D.=0.50) 18@1aa9tIads A ATUALEENN1TAAR ( X =4.07, S.D.=0.55)

v

T09a9NNAE TTadun1saans WA lklas (X =3.96, S.D.=0.49) nefnuaasiiadafa Fun155us

U

Setlazlemsd (X =4.01, $.D.=0.56) uavilaqayiAuad ( X =3.92, S.D.=0.47) s19é1uaavilads Aa

AmANERN (X =4.00, S.D.=0.52)

595
RC&SDJ | https://doi.org/10.14456/nrru-rdi.2024.34



Research Community and Social Development Journal. Social Science. VVol. 18 No. 4: Article I1D: e274731

mssit 4 naBeuidieutleduda arareciuilnadunisinanladasnaud Win

Table 4. Comparison of Consumers' Decision on Purchase Electric Vehicles Classified by Personal Factors

i’]‘v’%’aﬂ’mq AAR (Personal Factors) t F Sig. WA (Results)
1. W@t (Gender) -0.022 0.638 U5 (Refuse)
2. 879 (Age) 9.264* 0.000 LaN3L (Accept)
3. A0UNN (Status) 1.170 0.311 U5 (Refuse)
4 elFnRssiairen (ncome) 5.413* 0.000 25U (Accept)
5. 9 UNTSANE (Education) 3.628 0.106 U ias (Refuse)
6. W (Occupation) 1461 0.213 UfiAE Refuse)

* p<0.05

IINANTWT 4 Wud %U%Tﬂﬁﬁﬁmﬂ (Sig.=0.638) &N1UATN (Sig.=0.311) FzAUNITANET
(Sig.=0.106) WAZ®IEN (Sig.=0.213) Fiumnssiin fnrssnauledasnuudiinTiunnsriv

dm3ueny uazane [fiedusalion (Sig.=0.000) fuananeiu fn1sdnauladosaaudinin

1 ¥
4

uwanFnaniu aeelTiadAYNNaRRssAU 0.05 AW AsgansuanNAguiei 1 uazinn1masey

| |
p=1%

AHUANANIYE WEASAIA1TNT 5 Tan13197

mssit 5 naSeuifisusngpeciudlnadunissinanledasnaudin

Table 5. Comparison of Consumers' Age and their Decision on Purchase Electric Vehicles (EV)

27g (Age) _ 18-24 1 25-341 35-451 W1 45T
ANLLsU99 (Variation) X (Age 18-24) (Age 25-34) (Age 35-45) (More than 45 years)

18-24 1) (18-24 Year) 3.35 - 2.88 150 3A7*

25-34 11 (25-34 Year) 3.27 - -1.39 178

35-45 11 (35-45 Year) 3.32 - -2.64

HINN91 45 T (More than 45 years) 315 -

* p<0.05

YA

9Ne5197 5 Wud fulnafifleny 18-24 T (p=3.17) inadndladasaemd hiuansng

Y

|
o aana

91n81Y 25-45 TIWlU atndieddAgneadiffissdiu 0.05

m91e7t 6 ManBaufisureFindederensssfusinadunissinauleasaand inin

Table 6. Comparision of Customers’ Average Monthy Income and their Decision on Purchase Electric

Vehicles (EV)
278 (Age) X smmRaviniu5000um 15,001-30,000 1w 30,001-35,000 W #1nnd1 35,001 1
(Less than or Equal to  (15,001-30,000 baht) (30,001-35,000 baht) (More than 35,001

AMHLL5U59U (Variation) 15,000 baht) baht)
sinndvEawiniy 15,000 L™ 2.80 - -1.60 2.27 -3.27%
(Less than or Equal to 15,000 baht)
15,001-30,000 w1 (15,001-30,000 baht) ~ 2.94 - 1.67 -0.93
30,001-35,000 1 (30,001-35,000 baht)  4.08 - -0.67
HINNT1 35,001 UM (More than 35,001 baht) - -
* p<0.05
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' A A '

91nm91a19 6 wudn uaTnefifansFindededaunnndi 35,001 umiull fnadnauls
Fasoauitiiuansinsengualnafifssliindedodeusindwidawiiy 15,000 Um (p=-3.27)
agnefliudfyneadRnissay 0.05

Foiha fuaTneiifieny 18-24 ¥ uazdisnalFindestaiion 35,001 umawhl Snnsdnaula

FaT02%6 (WA

|
a v o

msfineniladeiideasiantasinaulatasasd imeuslna uanmansisasemsd 7

a5t 7 tadefiaenasianissniledasaed ineesiuilna

Table 7. Factors Influencing Consumers' Decisions on Purchasing Electric Vehicles

fauils (Variables) Y X X, Xs
Y: miﬁmﬁﬁfﬁy@ (Purchase Decision) 1 0.703* 0.762* 0.613*
X;: tlaeviFuaf (Attitude Factor) 1 0.759* 0.674*
Xo: tlaqaaqaulszann1ananm (Marketing Mix) 1 0.785*
Xs: tladtn1seansumalulad (Technology Acceptance Factor) 1

* p<0.05

FINANTNT 7 WL TTaseviuad tadadaularannisnan wasilasanisaensuwialulag

HANANAUE Y (r=0.613-0.785) e eiidadAeyneafifiiseey 0.05 A9y F9eauTUaNNAg N

b

a7 2 uanalATinl9n s 3 a9 daasiomssinanlatasnund biihwecfuslna

mavinanadnanladesauwd Mieesfuilng uaninanisisasinnsned

a7t 8 nasinanledasnuud ihasiuilna

Table 8. Consumers' Decisions on Purchasing Electric Vehicles

Unstandardized  Standardized Collinearity
{1399 (Factors) Coefficients Coefficients t Sig. Statistics WA (Result)
B Std. Error Beta VIF  Tolerance
AR (Constants) 0270  0.160 1.683  0.093
X, fladeviFEum (Attitude Factor) 0.348  0.058 0.297 5.999* 0.000 2466  0.405  BN3U (Accept)
X,: Ta38qutlsyann13nan -0.008  0.061 - 0.008 -0.138 0.890 2.779 0360  Ufias (Refuse)
(Marketing Mix)
X5 Tladensenssume ilad 0.580  0.055 0.520 10.509* 0.000  3.171 0.315  aANsU (Accept)

(Technology Acceptance Factor)

R=0.767, R°=0.589, Adjust R°=0.587, Std. Error of the Estimate=0.35578
* p<0.05

91nANT1991 8 Wudn Tadeviesni (B=0.348) uariladunisuensumnalulad ($=0.580)
danasenssnAuladesasnd Mineesffuilng sdnidladdgmieadfnisyiu 0.05 lagaunsn

Sanrnennsainissinanlatasneus T Soaas 58.70 (Adust R =0.587) dwiuiladadanlsvas

manan (B=-0.008) Tasnasionismanlatasnundiinuesiislng
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wanatiiulidn tadeiminfiuaziiadunissessumalulad fansnadaniadniulede
o ieesiuaTne uansasnsnannsoinisinanlstasnsudiinuasiuilng T

anManeNIoiiugUuuUATUNLAD fia Y = 0.270+40.348(X,)+0.580(Xs)

anMIneINIoiugUUUUATUNINIAT N AR Z = 0.297(Z,)+0.520(Zs)

Farh iflailadusirmad st 1 wie szdinabiniadnduladosasdininasiuilan
s 0.548 viae Tasitladudanuszannisnann uaziladeniseonsumalulad feqnei
uaziladunissasiumalnlad Radu 1 mice sxdonalinisinauladasnsndiiiasiuslng

ANTW 0.580 Mg lefitladeilasayimuad uasilasaaiulseann1snana danesi

AUSIYNR

13 lnaflarAadiuieniuliadenilsensdadilatesnaud bhiheg hazdusnn Taefldads

e3¢

danlszannisnanadududuuen el enailasnangualnaliliaudidydunissuidoys
nmaIn nalazenduiigasgsls salUfwamisnisdndminefiasnsadindend@ndoet s
uazmEUaunsAmdaInta i inligusTnaiannudovalauazinaula aouediladeimni
agluduiugaiing enaflosanimuafifiuitinnisAaviesdnduRunnden dng fesauding
AngaLing vEaanManiifnane A NdeTsdanasangRingantuanan viaeEaasATeL
Ao ligauiyanaiuiidandydadowiinisinauls (Rogers, 1978) wanannil avinnns
WBsuifsummuandsensiiadedaana souansliindnguilnaisiany 18-24 9 uazaneli
wRssaRauNNndn 35,001 umaull fnisiraulsdasaediiiAunnsnsandasans 25-45 1
11 uazs1elARAEAINgN 15,000 UM - 35,000 LW Fanaalidn ngueng 18-24 T ungua
usniiifsuluemnssuil 21 ignEendn iGen (Net Generation) vinunaslandsumasdifin nsiwidate
WAZIMINTTHR1EI504E (Papalia et al., 2010) T Palley (2012) THeBunads iGen dnfunalfinazidy
sinlFaneduifiarsuRmey mnzasiansongerensduasreaursan suiiainnnsteuin
uazfipanaidenmaytunslimaluladodnauiass uaznanisddurnsgnime Unnndn uaziagnid
ufiowavaanad (Pankla & Keawpromman, 2020) afuayidn AnsuAnsnsaseyuazelAiaas
saendnasionisinanladondesoeudiin Ussinlauiauand

fladuiisznaulufiog vimund doulsrannianann uazniasasiumaiilad denasiants
dnanladosnsnd ninansiuslne SuimefrefeiguilnaviinisasinluEasaaafonela
NATIEANATMEIHDT (Kotler & Armstrong, 2001) daiszasyunisnana ueasfiansnanann
dwsuduslnafisinadenisipanladondefuiuasideranis (Kotler & Keller, 2016) TaeiiaTna
azfingfinsaiimssmindilommasrssgie doan uasdanndon Fudausegstanslu vialidunm
HagyatnnasmuAINFanIsIses udinssiunadeniiinfugnadaanlede sl

woAnIINTRnTwenafifus Ina Ao (UudaszasviislneimnuBauienbddiaues
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TS UAUANMNANANIS BT RYIB NN H9TUTA AE WAMNANWE 19 NITUHENUaNFaLAYNITE 8T
ATNAMUANEUILAZAHUANANIBILARZYAARN (Kotler, 2003)

v A

yigi senaovimnetiadevimeRuasiadenissensuma bla iifsdu sxdaaWiniainanla
Fasoaudiiinasiudlnadisdui onaduamauianniafisoaud i dundedomiideds
waliladtunazuauniandayniupeu windeeinsaaudduautuilagiu nasddunginess
wenfj1ATnATuNgH iGen ifAnnanla ArnssuRmeuas@enmoymealilad Fafunalidnanliade
e NRANTY FanAdaITLNATYB9ARES FHAN LAZADL (Sumim et. dl., 2023) LATSUNA
qvisSni (Suttirak, 2023) fiwwdn TadedimimeRnradinuasitnmnfnasy Suadanrndle
Foansul i tuslasmalne dwdudyeifing ARy (Kumnerdpetch, 2020) uazARTS Favan
wazADAY (Sumiim et. o, 2023) wudn ffadeniseesumalulagfinissuitelszlemnd dmulaung
5quna FmBvEnanedean AuannAnAn FauszaznnsunaEnsuasd e ulagdansus
Anasanudsladodendinasaniadnauladosnaudinindadnauiuinngsy nalulad)
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o [ o/ 14

(Research Gap) M5 UNsRAIIBNARINE Il uazadenszuaiAime (New Paradigm) Twudum
yesgArmnTINiisatiasiusnau i foiu ArsfinisfnuAdei@onasnanss (Mixed Method)
ANUALNNTATY BeUf RN suuURdausan (Participatory Action Research: PAR) lagnisszgnst
LAz N AnTesinAT ez R dandaaTuiuiinsdengennynineiifeadiasiunn s
winnaaHAndDLar AN a0t i e BiiAansuf AT aciaunnsBamasuasinuzdan

inlugnisusudesdinaanuansnsauas [f5unaUazlamisanin
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