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Abstract

The objectives of this research are 1) to analyze the characteristics of the sample group's perception
of the value of products created from waste natural materials and 2) to analyze differences in the perceived
value of products created from waste natural materials between the sample groups according to
generational theory. The population in the research was a group of people interested in handicrafts and
home decoration products born from 1946 - 2010. The sample group consisted of 400 people, selected by
quota sampling, divided into 4 groups by generational theory with 100 people per generation. The research
tools were 1) the 7-rating scale of the perceived value questionnaire, and 2) the works created from waste
natural materials as a stimulus. Data analysis used descriptive statistics, frequency, percentage, mean and
standard deviation, and statistical tests 1) Factor analysis and 2) Analysis of Variance.

This research found that 1) the perception of value of products created from waste natural
materials among the sample group had the highest overall perception of value. Products are not devalued
by perception, and 2) The sample group determined according to generational theory has a significantly
different perception of the value of products created from natural waste materials. Generation Z has the

highest overall perceived value, followed by Generation Y, Generation B, and Generation X.
Keywords: Product Perceived Value, Creative product, Waste Material, Generation
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Figure 1 Research conceptual framework.

4. 353n15998 A59HD7Y KATITLUEUITIY
4.1 Uszvnsuaznguaiaeng
fj v &

Uszrnsfilflunmsidendadl Aenquiiiauaulanuinonssuadsassdussnnadnsusinnusiatiiu g
Adaust 9 wa. 2489 - U nel. 2553 pamgudiaeisdu ibulssnnsiildannsansuiouiviueuld
Uszmnadmang Aenduiiisenwalanuinonssaivassdussnvndnsusianusediu faiadou 9
WA, 2489 - U w.e. 2553 lngdnuusnaunnumgsiaiuelsiusazinendusgluluansannanasUsuuna
N13ATINIUINAIBE19DRBERINITALIUNGNUTEINIAIBE 1ML TIVTIUTININYTEAINTIINATI
ﬁ’]L%ﬂg‘U‘U@ﬂ 984 Taro Yamane (Yamane, 1967, p. 886) fiszrsumnudety 95% Aauaainndouiisonsuls
5% Taeiduvuneangusogiei 400 au
nsdenndusegnaiiesfelunsinuifefungulszmninumguiaiueisdy lumsidedliisns

Y

fennqusiiegiawuumvualAIfi (Quota sampling) LWI1EABINITAIUANYVUIANGUAIBE NI NABUAY MY

o—

noUszasdnisfne lldudesdayalunangulanduniidaefimuadiununguiaelsiuay 100 Au

e

[

FEnsiuteyalduuvasuarunsonlidoyausznounasianinIng18HaIIUNTOBNUUY HANS Y17

va o

asvassfaniansssunfumdeldinausidedudassassAdiua 15 Juiidigluuuuand iy aauiiiudeya
USLIUARDINAINTINY kAU Ine1deuriailaluiunndn nTeunnuviuas wazuinuviisednaiesuunys
Jrdauunys Fanatunisiivdeyailudiiiiinmsdnfanssudaaiunisvieaissmumnaniavesdinauun el

Huszneumsthdumussinnauinanssusindviy



ACAAD. 2024, Vol.37 No.2 Tunprawat and Pijukkana

4.2 \e3asiiofilélunsise

in3osdlefldlunmsidedunuuasuniu (Questionnaire) I¥nasunaniamiiassassdaniansssumi
wdeldioonuuulnsnaesidadudansedu (Stimul) faguil 2 Tneneudl 1 Wudeyadiuyana wazneud 2 1Wu
msUsziunsiuinnd 4 du laud 1) aaAlisgunionin 2) aneUsslevdldasy 3) audmsinuensual uag
a) AaAnsnslinsnenns dvuanusinisTiazuuumuInsIauuUsERy 7 SR (Rating Scale) Faguil 3
yvaEeUmNITesiu (Reliability) Tnsthuuvasunslunaasuiunguauiililnguinen S1uau 30 au tilevn

AnTgiiuszdndoanivesnseuusna (Cronbach’s Alpha Coefficient) lomauidstufiseusulan 921

UM 2 MegdramanuainassAaniansssuniimdeldniiumaaey (Fnseaw)

v

Figure 2 Examples of the creative works made from natural waste materials that were tested (Stimuli).

sUnssveswansioe
~ J1unane (Neutral)
fanualsay
The form of the products Toufigp ‘ nniign
i ; Very low O O O O Very high
is beautiful. . ;

sUN 3 FegnasnuyauzAIeelanlylunisive

Y

Figure 3 Example of characteristic of the research tool.

4.3 N151AITAToUA

U

aov & & av a a . . a c v Y aa
N1339810un153981% U308l (Quantitative research) n1satAT Iz Aoy altadAnssauun (Descriptive

Y
Statistics) AMAI1UA (Frequency) ASaeag (Percent) Alady (X) Ardiutdgauuuinsgiu (S.0.) N1sNAaaUNI
adif 1) MaAs1ziesAusenou (Factor analysis) Lay 2) N153LATI8ALLUSUTIU (Analysis of Variance) tag

1%

NSNAARUNNSADRAMEADATIETU1984 (Inferential statistic)

5. NAN15IVYNIDNITANE
5.1 d@3Una (Conclusion)

5.1.1 Yeyangusiiedng
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naudegadunandgs 264 au (Soeaz 66) inndwwawie 136 au (Sevaz 34) fsvaunisnulusyiu

YSyansuniign 216 au (Fevay 54) seeaenseau dseudnwif 132 au (evay 33) uazUszaudnw 52 Au

(Fowaz 13) WHudifisngldszwing 10,001 - 25,000 UM mnﬁqﬂ'«j”]mu 124 Ay (3aay 31) sesasunduddsele

Y

a o

a1 10,000 vm 1w 108 AU (Foeaz 27) wandudlifiseldadiuau 72 au (Gevay 18) wazdudfigfidu

Ainlungamme wazdSunma 280 Au (Sevay 70) wasdlalladfidnuninlunsame uagUiunma 120 au (Gosas

30) NRUAIBE19TIUIY 400 AU MVUANUAI0E1ULIAINIAILNG BT 4 nau taln Laluelsdu B X Y

WAy Z Nauaz 100 AU (Seeag 25) Windumnngy Aam1s1ei 1

M13199 1 ToyATNITTUUIVDINGUAIBEN

Table 1 The descriptive data of the sample

(n=400)

JaduymAa (Personal factors)

ANA (Frequency)

Sovay (Percentage)

LA (Gender)

418 (Men) 136 34
-ngJa (Woman) 264 66
S¥AUNSANEN (Educational level)
-UszauAnu (Primary education) 52 13
-isguAn® (Secondary education) 132 33
-U3eyey»3 (Postsecondary education) 216 54
sneldsaiiou (Monthly income)
-laifisnglel (Have no income) 72 18
-tfaundn 10,000 UM (Less than 10,000 baht) 108 27
-394 10,001-25,000 U™ (Between 10,001-25,000 baht) 124 31
-38%IN9 25,001-50,000 UM (Between 25,001-50,000 baht) 52 13
-5$%319 50,001-100,000 U (Between 50,001-100,000 baht) 40 10
-11nA77 100,000 U (More than 100,000 baht) 4 1
allanwnin (Domicile by birth)
-NTUNNILaTUIUMMA (Bangkok and Metropolitan area) 280 70
15" (Other area) 120 30
ﬂfjmquwﬁmmwﬁbu (Groups by Generational Theory)
-L9LUBLITU B (Generation B) 100 25
-LUBLITY X (Generation X) 100 25
-LLueLsdu Y (Generation ) 100 25
-LALUBLITU Z (Generation 2) 100 25
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5.1.2 MTIATIEiBIAUsEnau (Factor analysis)

Tumsheseiesusznaunisiuinueiiteuduiuusts 16 fuvs lutladvesgueiludus q s
4 Fruiivhnisdne ddanguluiiadedustramnzauuaranndosiu Tnslududuldnslingest KMO (Kaiser-
Meyer-Olkin) wag Barlett’s Test of Sphericity i anadeUAMIIZdNTDIR2LUsA BUN15UlUT LA 99
99AUTENBU (Factor analysis) NaN1TNAFOUNUIN A1 KMO = .832 waza Barlett’s Test of Sphericity A1 Chi-
Square = 1941.530, Sig. = .000 (p<0.05) § wdurrn1snaaeud danumnzanlunisidandsluinseg

939AUSENBU (Factor analysis) A9AINITIATIEITILEATI LRSS 2

A13197 2 ANTIRANUVINEaNTRINTTENTetlAwes-eT-eRaAY Warn1INAdeUANINENTUS YR IUN AT

Table 2 Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Barlett’s Test of Sphericity

nsinANUWINEaNvINTduveslaes-es-oRaAY 832

Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO)

NMIAFIUANNELTUSTOIUISIAYY | laauAdsAIUsENI 1941.530
Bartlett’s Test of Sphericity (Approx. Chi-Square)
9aFdasy (df) 120
Heezdfgy (Sig.) .000

Tunsadadadeldnsiesziesidsznoudfguesdauys (Principal Component Analysis) wagldignas
PAULAULUURIATN (Varimax) wuin fauUsina 16 fauds Alddnnguiisatunisiuiamaludusiie 4 da
wnzaLkazannsaesuietadeiiu q 1 wezdinisvaaeudufivensuldnieadn (d Communality Wilnd 1) s
LansAINTIATIERluAT1ed 3 Msdanduduusineainuudsusiuresiauds (Figenvalues) fifiAmnnia 1
Husuu 4 osddsznou aunsneiuisarmuUsniuld = 81.491 % mnduishdeyalugniswanuaniioasy

UL UNABINSAN®ED

M13°99 3 AINTIATIETRAUsEnaUTewILUTHarnsTangululadansunmuen

Table 3 Factor analysis and clustering of variables according to perceived value factors

. 29AUsENOU (Component) | A1Mssaiu | Uadenisfuianen
AU (Variables) c lty) (Perceived vl
1 2 3 4 ommuna Ity ercelived value
factors)
nanfaunldnulaazain 898 880
The product is convenient to use.
nanAaulgulamunsldaunan 882 851
The product works according to its primary purpose. ﬂmmgﬁu
nanSaulinulasnde 863 875 Uszlovildany
The product is safe. (Functional
Nﬁmﬁm%ﬁmmwﬁmsn .850 .812 value)
The product is strong.

—
(@]
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. 29AUTENBU (Component) | AmsTuiy | Tadunisiuinmen
M3 (Variables) . .
1 2 3 a (Communality) (Perceived value
factors)

wAmAsifuyarlivsneIns 934 915
The products that add value to resources
wARSus AUy loviannninens 918 909 ADAIMN
The products that increase the benefits of resources MIMNSNEINT
Hanfaetldninenslaeenadue 851 817 (Value of using
The product uses resources efficiently. resources)
KARSusitannansenUsedIndey 821 707
The product reduces the impact on the environment.
Nufvesndnsiosiasny 907 856
The texture of the product is beautiful.
LEUUDINAN A9 900 866
The lines of the product are beautiful. V’]iuﬂ'%‘%ﬂ
gﬂmwamamﬁm%mmm .840 783 quUNIEN M
The form of the product is beautiful. (Aesthetic value)
dvosnanduaaiuny 715 673
The color of the product is beautiful.
HanAuIUEUl 877 893
The product is interesting.
WA Touesliaun 865 850 AMAM9AY
The product is affectionate. UL IIGE
HARSUTIANLARALY 841 843 ALFAN
The product is attractive. (Feeling and
NARSuaTinNas1vETIA 640 510 Emotional value)
The product is creative.

v 1 a

5.2 AnEaEN155U3ANAIYRINANAMITIESN9ETIAINTENSTTUBIRMED [YUaINguA1aE19

1% A

5.2.1 UadunisSuinnAntegunienin (Aesthetic Value)

A

AuUsn1ssuinnAdqusen niigeagn lawn n13suinnunuveunse (X 6.46, S.D. 0.82) T09a1

N35UFANUNNVBINURY (X 6.44, S.D. 0.79) MITUIANUMUTBNAU (X 6.31, S.D. 0.95) Uay N13TuiAUNLE

1% A

VoaNN (X 6.22, S.D. 0.86) InsdAnadeonissuinuandegunisnmluninsieglussduinniian ( X 6.44,

q

S.D. 0.79) ﬁumm‘iugﬂ‘ﬁ' il

—_
—_
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W (Lines)

X =6.31,s5.d.= 0.95

JUnss (Form)

X = 6.46,5.d.= 0.82

AUl (Texture)

X = 6.44,5.d.= 0.79

AadeNTIUIANM

WeaunTanmlunimsu

& (Color) (Average of overall perception

X =6.22,5.d.= 0.86

of aesthetic value)

X =6.39,5.d.= 0.81

UM 4 Snuagmssuiauandegunieonin

Y

Figure 4 Characteristic of aesthetic value perception

5.2.2 Yadenissuinamuselonildass (Functional Value)

Faudsnssuinaedsslonildassiigefign leun nssuinindaunsldenundnveandn das
(X 5.92, S.D. 1.03) 599091 n1ssuianuazainlunisidaundasiost ( X 5.81, S.0. 0.97) msfuianulasasie
YoINaniat (X 5.72, S.0. 1.01) uarn1siuianuudiusimumuresmwdndos ( X 5.42, S.D. 1.03) TnediAads

nsfuinuaUselevilldaeslunnsinegluseduunn (X 5.72, S.D. 1.00) Aauanslugui 5

AUUasany (Safety) AIALATITUREN

X =5.72,5.d.=1.01

(Works according to its

primary purpose)

X =5.92,5.d.=1.03

AALTauss (Strong)

X =542,5.d.= 1.03

o4 .. P ANuEEAINtUNNTIGIU
Aadun1ssuinmuAUsslov
(Convenient to use)

X =5.81,s5.d.= 0.97

Tdapalunmsu

(Average of overall perceived

functional value)

X =572,5.d.= 1.01

JUN 5 dnwagnssuiaulselevildany

Figure 5 Characteristic of perceived functional value

5.2.3 YademisiuinaAmesuensuaivazauidn (Feeling and Emotional Value) faudsnisiug

AU THalgeRgn laun SEnfsmnufnasiassAlundnsiost (X 6.58, S.D.

2

‘ .
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0.57) 589aeu1 Fandesnnuiliauivasndndaue (X 6.49, S.D. 0.74) FAntaaruiraulavesndnde (X 6.36, S.D.

v '

0.76) uay jAndanuRgalavesndnsiu ( X 6.32, S.D. 0.76) lagliAnadunisiuiamAmsniuesuailunin

Y 9

sweglustiuanniian ( X 6.35, S.D. 0.77) fauandlugui 6

fagnla (Attractive)

X =6.32,5.d.=0.76

ANES19E53A (Creative)

X = 6.58,s.d.= 0.57

1haula (interesting)

X =6.36,5.d.= 0.76

' B v v v «
ANRAYNITIVFAUAMNIUDIINN

uagAuiAntunnTIY

AMuTlaUY (Affectionate) (Average of overall feeling and

X =649,5.d.=0.74

emotional value perception)

X =6.35,5.d.=0.77

JUN 6 AnvurnsiuiauAmsRueTHIuAEANIEN

v

Figure 6 Characteristic of perception of emotional and feeling value

5.2.4 Yadenissuinaamenisldninens

a 1Y U e

munslininensiganian loun ndndusitiseusnddwindes ( X 6.87, S.D. 0.38)

9

1% '

MuUINsTuIAuA
59909 HARSuINYarlinsnens (X 6.84, S.D. 0.50) windmaliiuuslevdainnineins ( X 6.81, S.D.
0.51) uagrandeildninensidedsfuel ( X 6.75, S.D. 0.60) nedAnaionsiuinnamensidninenseglu

izﬁwmﬁqﬂ (X 6.84, S.D. 0.46) ﬁmamiugﬂﬁ 7

v ea v v o I )
DYINWAULINADN 1‘UVI3WU'Wﬂ$1®@EJ’NﬂqNﬂ7

(Uses resources efficiently)

X = 6.75,s.d.= 0.60

(Reduce the environmental impact)

X =6.87,s.d.= 0.38

Winsglgvdannnsnenns

AN
e

(Increase the benefits of resources)

X =6.81,5.d.=0.51

' a v v v v o
ﬂ'lLaﬁEJﬂﬁiUEﬂmﬂ?ﬂ’luﬂ?ﬂ%VﬁWﬂ’mi

agaelinineins Tuamsy
Add value to resources (Average of overall perceived value

X = 6.84,5.d.= 0.50

of resource use)

X =6.84,s.d.= 0.46

JUN 7 dhwagnissuiamdmianislininens

Figure 7 Characteristic of perceived value in resource use

3

‘ .
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5.2.5 M3suiauATtunmsunsvun (Hedonic Value)

nssuinuA1veINandueiaiassAnTansssuvAmasldlunmsinveangudiegenudn Aadenis

Y9
1%

SuinnAvedndnailunmsimegluseduniniian (X 6.67, S.D. 0.59) Inedadenissuinnageianliuinissus

U

ANAIMINITIENSNEINT (X 6.84, S.D. 0.46) Tosaslaun N3TuAMATAUNTEAIN ( X 6.39, S.D. 0.81) N3

q

(% Y

SuiamAue sHRluAzANIAN (X 6.35, S.D. 0.77) lnenssuiamdmngalaun nssuinaaidulsylovdld

@a8 ( X 5.72,S.D. 1.01) ﬁauam’lugﬂﬁ 8

AmTnsTuianen 7.00 mssunmadsgursanmlunmsin
i

(Overall perceived value of aesthetic)

X =6.39,5.d.= 0.81

v o
nenstaninens

(Overall perceived value of resource use)

X =6.84,5.d.= 0.46

mssuinmumusslovildaeslunimsu

(Overall perceived value of function)

X =5.72,5.d.=1.01

' a v v v v '
mssudnuAiuesualuazaudn AnadnsTuzANLNTIUIAMAN
(Overall perceived value Tunwsm

(Average of overall perceived value)

X =6.67,5.d.= 0.59

of emotion and feeling)

X =6.35,5.d.= 0.77

JUN 8 MsfuinnAmaniueinasassaanianssauvamaeldluninsiy

Figure 8 Overall perceived value of the products that created from waste natural materials

5.3 AnuuanA1svaINsuianAraniuifiaiassdaniagsssumamaelivesngudtegiama

NQEfLaALUaLITU

dordeyanduietndiianesinisiuiamalunmruuds mnfuiadanguiiodaiu 4 nquamumngu]
iueistu neflanufigiuvesnsideie nguiegieiiaiueisdusiaiuaziinisiuinuewaniusiiasassdan
FagsssuwAamasldunnsraiu Inedsedufoddgnisadvuanudonu 95% (p < 0.05) Tumsiiasgrianu
wUsUTIU (Analysis of Variance) wuihfiauuansnswesdiadenssuiandvosnduiaegne dil

5.3.1 Uademssuinaandeaunseninveaniindue wuiinguiaiuelsdu B (X 6.28, S.D. 0.81) uaz Ng
WLueLsTu X (X 5.95, SD. 1.13) fAnadsveengufegiaunnd1san nguatueisiu Z (X 6.66, S.D. 0.56) lng
nguLaLLelstu Y ( X 6.38, S.D. 0.75) liflannuuandsvesanadefunnngs

5.3.2 Yafemissuinnausslenildass wudnguiaiueisdu B (X 5.38, S.D. 1.10) ngul
LLUBLITU X (X 5.59, S.D. 1.01) uagnguiaiuessdu Y (X 5.77, S.D. 0.86) ﬁﬂ'wLa?{ﬂﬁuaaﬂfjuﬁ’;aei’ml,mwmmn
nauaLweLstu Z (X 5.98, S.0. 0.94)

5.3.3 YademisuinnuAmeduensual wudnguiaiueistu B (X 6.09, S.D. 0.73) ngul
LU X (X 6.23, S.D. 0.97) waznguiaiueisdu Y (X 6.15, S.D. 0.83) ﬁﬁ%aﬁmaﬂﬂduﬁaas}wmehamﬂ

naslueLsTY Z (X 6.68, S.D. 0.51)

4
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£ '

5.3.4 U33un155U5AeuA

Y9

MNFENIHEINT WUIINGUAWBLITU B (X 6.66, S.D. 0.60) LaNFULAUBLT
Fu X (X 6.77, S.D. 0.61) fAadsvosnguiiogauanisannguiatueLsty Z ( X 7.00, S.0. 0.00) lngngua
Wwelstu Y ( X 6.81, S.0. 0.49) Liflenuuansnsvesaadeiuynngy

5.3.5 M3suiauATtun s wud nguialueistu B (X 6.53, S.D. 0.57) nauiaiueLsdu X
(X 636, 5.D. 0.90) way nguLaLUoLITY Y ( X 6.58, S.D. 0.58) Adsveenguinegnaunns1991n nguaiuelsty

Z (X 6.94,5D.0.24)
HANMIANYINUAMULANAIUBINTTUSAMAME 4 AU warn1ssuinaalunmsuvianuaflatinisvaaey

lunquénegedaranisAnyfinandlugun 9

e 06 0 O
a a ab b

a _a _a _b
e 0 0 O

mMssuinmuATaunsenm ®
Perceived aesthetic value

msfunueussleviliaes
Perceived functional value

M3sudRmANIiue TRl

a a a b
e 06 06 O

Perceived emotional value

mssuinmaniansldninenns

a a _ab b
e 0 0 O

-
-t ¢éee

Perceived value in resource use

msfuianATtunwTIsan

Overall Perceived value

N 1 2 2 a N A
lLUBLITU B LLUBLITU X LALUBLITU Y LALUBLITU Z
, o ° °
(Generation B) (Generation X) (Generation Y) (Generation 7)

= o ' I = S v v ' ' o
MY NGUAIDYNNGUN 1 ﬁlﬂﬂﬂﬁiu?ﬂmﬂﬂmumﬂﬂﬁﬂu

Refers to the first sample group which has no different perceived value

ymnefia ndufegengud 2 FainsfuinuAuandsinngun 1

Refers to the second sample group which has a different Perceived value than the first sample group (@)

ab  ynedls nquitegsiilifinnuuaneisvesnisiuinuAannisngudieg el 1 waz nqudtegned 2

(Refers to the sample group that has no difference in Perceived value from both sample group (@) and (P)

JUN 9 MsfuinnAmandueinassassAaniansssusimaeldvenguiegsmungugaiueisdu
Figure 9 Perceived value of the products that created from waste natural materials of

the sample group according to generation theory

6. NM35aNUTINE A3U uazdalauaLuz

6.1 aAUsnema

o

Tunsefiusenansideasdunisasurandeyandeunseduseiionsumaunside dail

6.1.1 dnwagn1suianevemdniueifiaiassdaniansssuvfvideldvenguitegiaduegials ns

@

UinuAvendndaeiniassassAntansssuviuideldvaanquiiedisainia 4 Jadeiildvinnismageu wui

e 2ofe

o

an1ssuinuAmenisidninensiianadegeiian JepueiTelinseninunnndnyeAuremauNkandli

ce

Rl

=)

wiutanisitansssunfumdeldunasieassd deaounisallutagdudruludinudanuiudidusgsguiendu

5
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a o

Yymauduneasu NMsanNansynUReaInaeNaINnsHanduAuarnandudndudiiinnisiarsanlunis
\deondoidenlduindudenndasiunisideves Sairanen et al. (2024, p. 331) laglun1sidedinandnindunis
NITUIAUAINDTTITH

N135UAMANTEUNTEAIN (AIY) NUTTARSTTUIRRLBNSNAluTEAUaItanITTUTHUNTIA N T

q

o

doaAReaiun1TIdeil vae Weninger et al. (2023, p. 9) lun1s@nwinalnvesgunisnmiidrenissuivesianuas

AMENURVDIIAR

v T a

nssuAuAmMIAuesualkaraNan nudanadslndifesiuanniunisiuinuandaunisnm

Y9

(A1198) FeaanAdeiuiunsAnwIves Prinz (2011, p. 14) feSuieiiedfivensualuarainuidn daruduiusiv

oY
a o

AIMBUAUDIFBANUNUNLATUNTDINNNNTUSZTUAY

£ Y VA o a '

nsfuinuAsulslevildass anzgideRasandmnnnguiiegesuiinandusnassassaainiang

Y9

s a A

widelduwazludnuaeiusng wu ndndurifinuianunseu Juihliidndnnuwlusmuniuvemdniueitesas

¥
¥ '

U galutadednsenunazdanananisinauladenazidantdnuls wsignissusaumuselevudlvassialanang

Y 9

' P
fal a =

awddydmiunanfuriilfaeslutinusydfu faidulsslevifiAntiulnenssomaninsinedld (Townsend
et al,, 2011, pp. 375-376)

6.1.2 ANUUANANURINTTUSANA AN SuTiTia assAanTansssumAmdeldveanguieisnameu]
wwalstuuegsls

MnransAnwIUINgufegsalueliy Z fanuuandsainauestudu q lunsudnuesis 4 fu
uaznsiuinaaluningiu Ineflseandondedl nduaiuaisdu Z fnmssuinmuamanislininensuandasias
ninguaiuelstudy 4 Jsaenadesiun1siduues Dragolea et al. (2023, p. 3) inamdwuliuluiagiuinngy
fldauiaeistu 7 fgnailaifsrfuunAnmseyinddanndey wnAnnnuddulunmstau waznsinuves
Skeiryt€ et al. (2022, p. 1) finuiluannmglsunguillddudnaiueisdu Z szduwliulunsldfudeyadiu
Aawanden uazdndulateduilnefinnsanaiuourmmiuideutondnfasiunnnitawesdudy 4 warusnaini
naufegaelty Z fuinsudnaiuanisninnguiaisiudu 4 Wud mssuinuandeaunioamiien
donAdaeiun1539809 Lin and | (2011, pp. 40-41) fINUAIULANAINTBILBLSTURBNITHEUALEIRBAD1N
vaanmusznau MisuinuAsElenildassuaznissuinummuauidnwazensuaiiinuaannaediun1siy
93 Zhang and Ren (2015, pp. 45-46) finanfisnguliduiuasndninsinonguansafuaziinisiuiuasaiy
FosmsiefuUselovdldaesdufuazudnfasifunnsety

v &

NKaNITITelwarMsAnwAlINauntl nuditnguauestu Z anudAgiuiuifaniseysny

]

dandeufusgraunn Wesmnbunguuszensieglutisailanlddunansenuaintymsnudswndoud
JuUUsIENsBLTed Uszpalanislinnuddalunsuidymiudwandeuiinniu Ussneusumelulagnis
deanslutlgiuiinddldazmnuaziinnusady aunsadomsdoyasine o ldegediuszansam nguuszans
ety Z Wunguildinaluladifudiuvilsvesmsduiuiisanninguatueisiudu 4 feumin waluladnis
domssstilunsainsmnunszainluniseysnvduindonldifuegiann anamunisalveslanluniyusig o 7
Na1711 F9dINanaANATENTNTINGUUTEVINT ALY Z Tun1siasanindadueilagisluniseuysny

duwndeundndusniuavinuaanndenuFanuarazdmatuaualunmsuvewanfustume
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6.2 a3Unan1sAne

'3 o a

6.2.1 IINMTIATIERENUENITTUIANA NGRS ueTaswasIAIniansTsunfmaeldlunsidedan

q

nausegtlunmsiun lignaaveunmaias wasdanunutalunissuiamuaininisldnineins fadunisadi
anudlafindmiunmsdeasulitanmdeldinaiiuselovd nssduiivensuldlunuaivemdniue Jadu

Uadeiidamarionisindulate Talenuduldldlunsdmhendndusiieduasunsasieneldlitiugus augll

o v

AunmsuAtgymaudaneasulagldnisesnuwuulunsimumdndualdassludinusedniu wandnduriiuaisdes

o = a o 3 @

fldanslinunsesewandiiuliimdnduiiulildgnasveuyszansannisldnuasiog wu Tun1s3deis
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