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ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä 
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

 ÝæÂóäé÷ÂêóßÛè¬ó Âæù¬âÖòèîã¬óÈë¬èÚĂìÎ¬ÿÜĆÚÿßéËóã âöîóãù ƙƜ - ƚƛ Üö ÜäñÂîÛîóËöß
ÂõÉÂóäë¬èÚÖòè âöÂóäé÷ÂêóäñÕòÛÜäõÎÎóÖäö  ĀæñâöäóãăÕ­Ö¬îÿÕøîÚäñìè¬óÈ ƙƖ,ƖƖƗ - ƚƖ,ƖƖƖ ÛóØ 
ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÅèóâëòâßòÚÙ°ÂòÛÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛ
āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã âö Ɯ ÖòèĀÜä ĀæñăÕ­ëâÂóä×Õ×îãÿËõÈÿë­ÚĀÛÛßìù Åøî  
 ÅèóâáòÂÕöÃîÈæúÂÅ­ó = . 551*ÅèóâÝúÂßòÚÃîÈæúÂÅ­ó .+312*Åèóâăè­èóÈĂÉÃîÈæúÂÅ­ó .+211*
ÂäñÛèÚÂóäĂì­ÛäõÂóä R2 = 0.742, SE = 0.217 
 
ÅČóëČóÅòÎ: ÚèòÖÂääâÛäõÂóä, ÅùÔáóßÅèóâëòâßòÚÙ°, ÅèóâáòÂÕöÃîÈæúÂÅ­ó, äñÛÛāØäéòßØ°ÿÅæøćîÚØöć 
 
ABSTRACT 
 

The purposes of this research were (1) to study service innovation and relationship 
quality affecting customer loyalty to the mobile phone system in Thailand. (2) to analyze the 
relationship model of service innovation and relationship quality affecting customer loyalty to 
the mobile phone system in Thailand. (3) to develop a model of service innovation and 
relationship quality affecting customer loyalty to the mobile phone system in Thailand. The 
sample consisted of customer³s used mobile phone system in Thailand. Sampling were 400 
people with convenience sampling method and used descriptive statistics, the average 
percentage and standard deviation. The correlation was used to Pearson product moment 
correlation coefficient and a multiple linear regression with stepwise. The questionnaire 
consisted of four parts, namely, Part 1 Demographic Data, Part 2 Information of service 
innovation consists of 4 aspects: new service idea, the interaction with customers. service 
process and technology option, Part 3 Information on relationship quality consists of two 
aspects: customer commitment and customer trust and Part 4: Information about customer 
loyalty. 

The results of the study showed that most of the samples were male, 36-45 years old, 
employed professionals, a bachelor's degree and a monthly income between ƙƖ,ƖƖƗ - ƚƖ,ƖƖƖ 
baht. Service innovation and relationship quality were related model of customer loyalty of 
mobile phone system were available in factors with 6variables and multiple linear regression 
equation was  
 Loyalty =.551 (Commitment) +.312(Trust) +.211(Process) 
 
Keywords: Service innovation, relationship quality, Customer loyalty, Mobile phone system 
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ÛØÚČó 
 

ÂóäÖõÕÖ¬îëøćîëóäâöÅèóâëČóÅòÎÖ¬îËöèõÖÜäñÉČóèòÚÿÜĆÚîã¬óÈâóÂ îöÂØòĈÈÿÃ­óëú¬ĂÚãùÅāæÂóáõèòÖÚ°Øöć
āØäéòßØ°ÿÅæøćîÚØöćăÕ­âöîõØÙõßæÖ¬îËöèõÖÜäñÉČóèòÚÿÜĆÚîã¬óÈâóÂ ÿÜäöãÛÿëâøîÚÿÜĆÚÜòÉÉòãØöć ƛ ØöćĂË­ĂÚÂóä
ÕČóäÈËöèõÖ ĀæñÕ­èãÉČóÚèÚÝú­ĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćâöÂóäÃãóãÖòèÿÜĆÚÉČóÚèÚâóÂ ĀæñÝú­
Ăì­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜòÉÉùÛòÚâöÉČóÚèÚìæóãäóã ÂóäÖòÕëõÚĂÉÿæøîÂĂË­ÛäõÂóä É÷Èâö
ÅèóâëČóÅòÎâóÂÃ÷ĈÚëČóìäòÛÝú­ĂË­ÛäõÂóä Ýú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćÉ÷ÈÉČóÿÜĆÚÖ­îÈØäóÛ×÷ÈÚèòÖÂääâ
ÛäõÂóäØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöć ÿßøćîÚČóÃ­îâúæÿìæ¬óÚöĈâó
èõÿÅäóñì° ĀæñÚČóăÜßòÓÚóÂóäĂì­ÛäõÂóäĂÚäñÛÛāØäéòßØ°ÿÅæøćîÚØöćÃîÈÛäõêòØ ÙùäÂõÉÂóäĂì­ÛäõÂóä
āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãĂÚ ß.é. ƘƛƜƖ ÚòÛăÕ­è¬óÿÜĆÚÙùäÂõÉØöćâöÂóäĀÃ¬ÈÃòÚëúÈâóÂÙùäÂõÉìÚ÷ćÈĂÚ
áúâõáóÅÚöĈ ĀëÕÈĂì­ÿìĆÚè¬óāØäéòßØ°ÿÅæøćîÚØöćâöÅèóâëČóÅòÎîã¬óÈãõćÈĀæñÿÜĆÚë¬èÚìÚ÷ćÈÃîÈÂóäÕČóÿÚõÚËöèõÖØöć
âÚùêã°ÃóÕăâ¬ăÕ­ (ëČóÚòÂÈóÚÅÔñÂääâÂóäÂõÉÂóäÂäñÉóãÿëöãÈ ÂõÉÂóäāØäØòéÚ° ĀæñÂõÉÂóä
āØäÅâÚóÅâĀì¬ÈËóÖõ, ƘƛƛƟ) 

ÿâøćîÂæ¬óè×÷ÈÙùäÂõÉÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã ßÛè¬óâöÝú­Ăì­ÛäõÂóäāØäéòßØ° 
ÿÅæøćîÚØöć (Mobile phone service providers) Ì÷ćÈìâóã×÷ÈÛäõêòØØöćâöäóãăÕ­ÉóÂÂóäÃóãÅæøćÚîóÂóé 
(Airtime) āÕãâöÝú­Ăì­ÛäõÂóääóãìæòÂ ƙ äóã ÜäñÂîÛÕ­èã ÛäõêòØ ĀîÕèóÚÌ° îõÚāàä° ÿÌîä°èõë ÉČóÂòÕ 
(âìóËÚ) ìäøîÿîăîÿîë âöÝú­ĂË­ÛäõÂóäÉČóÚèÚ ƚƖ.Ɯ æ­óÚÿæÃìâóã ÅõÕÿÜĆÚë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕä­îãæñ 
ƚƜ ÛäõêòØ āØÿØõćæ ĀîĆÅÿÌĆë ÅîââúÚõÿÅËòćÚ ÉČóÂòÕ (âìóËÚ) ìäøîÕöĀØÅ âöÝú­ĂË­ÛäõÂóäÉČóÚèÚÉČóÚèÚ Ƙƚ.ƙ 
æ­óÚÿæÃìâóã ÅõÕÿÜĆÚë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕä­îãæñ ƘƝ ĀæñÛäõêòØ Øäú Åîä°ÜîÿäËòćÚ ÉČóÂòÕ (âìóËÚ) âö
Ýú­ĂË­ÛäõÂóäÉČóÚèÚ Ƙƛ.ƞ æ­óÚìâóãÿæÃ ÅõÕÿÜĆÚë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕä­îãæñ ƘƝ (ëČóÚòÂÈóÚ
ÅÔñÂääâÂóäÂõÉÂóäÂäñÉóãÿëöãÈ ÂõÉÂóäāØäØòéÚ° ĀæñÂõÉÂóäāØäÅâÚóÅâĀì¬ÈËóÖõ, ƘƛƛƟ)  Õ­èãÿìÖù
ÚöĈ ÖæóÕÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćÉ÷ÈâöæòÂêÔñÿÜĆÚÖæóÕÝúÂÃóÕÚ­îãäóã (Oligopoly market)  ØöćÝú­
Ăì­ÛäõÂóäâù¬ÈÿÚ­ÚÂóäĀÃ¬ÈÃòÚÕ­óÚÅùÔáóßÂóäĂì­ÛäõÂóäâóÂÂè¬óÂóäĀÃ¬ÈÃòÚÕ­óÚäóÅó (Üäÿâéèä° Âùâóä
ÛùÎ, Ƙƛƛƛ) É÷ÈØČóĂì­âöëáóßÂóäĀÃ¬ÈÃòÚØöćäùÚĀäÈ ĀæñâöÂóäĀã¬ÈËõÈë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕÅ¬îÚÃ­óÈëúÈ 
āÕãÿÊßóñèÈÉäËöèõÖÝæõÖáòÔÒ°ÃîÈāØäéòßØ°ÿÅæøćîÚØöćâöĀÚèāÚ­âÉñÿÃ­óëú¬äñãñîõćâÖòè ÉóÂäóãÈóÚÃ­îâúæ
ÉóÂëČóÚòÂÈóÚë×õÖõĀì¬ÈËóÖõ Üö ß.é. ƘƛƛƟ ßÛè¬óâöÉČóÚèÚÝú­ĂË­āØäéòßØ°ÿÅæøćîÚØöćØòćèÜäñÿØéÉČóÚèÚ 
ƛƗ,ƗƘƗ,ƜƘƗ ÅÚ ÉóÂÉČóÚèÚÜäñËóÂäØòćèÜäñÿØé ÉČóÚèÚ ƜƝ,ƙƚƝ,ƜƘƝ ÅÚ (ëČóÚòÂÈóÚë×õÖõĀì¬ÈËóÖõ, 
ƘƛƛƟ) 
 Õ­èãÿìÖùÚöĈĀÚèÅõÕØóÈÕ­óÚÚèòÖÂääâÛäõÂóä (Service Innovation) ÿäõćâÿÜĆÚØöćÉòÛÖóâîÈÂòÚâóÂ
Ã÷ĈÚ ÿâøćîÿéäêÑÂõÉāæÂĀæñÅèóââòćÚÅÈÃîÈÜäñÿØéæ­èÚâóÉóÂÙùäÂõÉáóÅÛäõÂóäØòĈÈëõĈÚ āÕãÿÊßóñĂÚ
ØéèääêØöćÝ¬óÚâóÿÜĆÚØöćãîâäòÛÂòÚè¬óÿéäêÑÂõÉāæÂăÕ­ÿÃ­óëú¬ãùÅÿéäêÑÂõÉÕõÉõØòæ Ì÷ćÈÿÜĆÚäñÛÛÿéäêÑÂõÉØöć
ÃòÛÿÅæøćîÚÕ­èãÿØÅāÚāæãöĂÚÂóäÕČóÿÚõÚÈóÚÖ¬óÈą ăâ¬è¬óÉñÿÜĆÚÂóäÖõÕÖ¬îëøćîëóä ÂóäÝæõÖ ÂóäîùÜāáÅ
ÛäõāáÅ ÂóäßóÔõËã°îõÿæĆÂØäîÚõÂë° ÂõÉÂääâØóÈÿéäêÑÂõÉ ìäøîÂóäÂäñØČóØóÈîõÿæĆÂØäîÚõÂë° ĂÚØùÂ
áóÅë¬èÚÃîÈÙùäÂõÉāÕãÿÊßóñÙùäÂõÉáóÅÛäõÂóä ÿÚ­ÚÂóäëä­óÈÅèóâăÕ­ÿÜäöãÛØóÈÕ­óÚÂóäĀÃ¬ÈÃòÚÕ­èã
ÅùÔæòÂêÔñÕ­óÚÂóäÛäõÂóäØöćÖ­îÈāÕÕÿÕ¬ÚÿìÚøîÅú¬ĀÃ¬ÈÃòÚ ÂóäÜäñãùÂÖ°ĂË­ÚèòÖÂääâÛäõÂóäÅøîÂóäÚČóÿîó
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ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä 
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

ÅèóâÅõÕĀæñĀÚèØóÈÂóäÕČóÿÚõÚÈóÚĂìâ¬ą âóÅõÕÿÜĆÚäñÛÛ ĀæñÖ­îÈÿÃ­óĂÉ×÷ÈÅèóâÖ­îÈÂóäÃîÈ
Ýú­ĂË­ÛäõÂóä ÿßøćîĂË­ÿÜĆÚĀÚèØóÈĂÚÂóäëä­óÈÂóäÛäõÂóäØöćĀÖÂÖ¬óÈ ÿßøćîâù¬ÈÖîÛëÚîÈÅèóâß÷ÈßîĂÉÃîÈ
æúÂÅ­óĂì­ÿÂõÚÅèóâÅóÕìèòÈÃîÈæúÂÅ­ó ÿÚøćîÈÉóÂÙùäÂõÉÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćÿÜĆÚÙùäÂõÉÛäõÂóäØöćâö
ÅèóâëČóÅòÎâóÂ É÷Èăâ¬ÅèäìãùÕÚõćÈ ĀÖ¬ÅèäìóèõÙöÜäòÛÜäùÈ ĀæñßòÓÚóÂóäÕČóÿÚõÚÈóÚîã¬óÈÖ¬îÿÚøćîÈĀæñ
ëâČćóÿëâî ÕòÈÚòĈÚÚèòÖÂääâÛäõÂóä É÷ÈÿÜĆÚÿÅäøćîÈâøîĂÚÂóäÉòÕÂóäÛäõìóäØöćâöÛØÛóØëČóÅòÎË¬èãĂì­Ýú­
Ăì­ÛäõÂóäÙùäÂõÉĂË­ÿÜĆÚĀÚèØóÈĂÚÂóäÕČóÿÚõÚÙùäÂõÉ ÿßøćîĂì­ÿÂõÕÜäñāãËÚ°ëúÈëùÕ āÕãëÚòÛëÚùÚĂì­ÿÂõÕ
āîÂóëØóÈÂóäÖæóÕ Âóäëä­óÈÅèóâăÕ­ÿÜäöãÛØóÈÂóäĀÃ¬ÈÃòÚ ÖæîÕÉÚÿËøćîâāãÈăÜëú¬Âóäîãú¬äîÕÃîÈ
ÙùäÂõÉ (Hall and Williams, ƘƖƗƘ) ÚîÂÉóÂÚöĈ ÚèòÖÂääâÛäõÂóäëóâóä×ßòÓÚóÅùÔáóßÂóäĂì­ÛäõÂóäĂÚ
ØùÂßøĈÚØöćäñìè¬óÈÂóäÖõÕÖ¬îëøćîëóäÜäñëóÚÈóÚÂòÛæúÂÅ­óÕ­èãÂäñÛèÚÂóäÖ¬óÈą ÿäõćâÖòĈÈĀÖ¬ Õ­óÚ
ÂäñÛèÚÂóäĂìâ¬ĂÚÂóäë¬ÈâîÛ (New service delivery) ÅøîÂäñÛèÚÂóäØöćëñØ­îÚĂì­ÿìĆÚ×÷È
Åèóâëóâóä×ĂÚäñÛÛÂóäÉòÕÂóäÂóäÛäõÂóäÃîÈÙùäÂõÉáóÅÛäõÂóäĂìâ¬ ÿË¬Ú ÂóäßòÓÚóØòÂêñ
Åèóâëóâóä× ØòéÚÅÖõĂÚÂóäÛäõÂóäÃîÈßÚòÂÈóÚØöćÉñÚČóăÜëú¬ÂóäÛäõÂóäĀÖ¬æúÂÅ­óØöćÿìÚøî ĀæñĀÖÂÖ¬óÈ
ÉóÂÅú¬ĀÃ¬ÈÃòÚ Õ­óÚÿØÅāÚāæãöĂìâ¬ĂÚÂóäĂì­ÛäõÂóä (New technology) ÅøîÂóäÚČóÿØÅāÚāæãöĂìâ¬âóĂË­ĂÚ
ÂóäëÚòÛëÚùÚĂÚÂóäÛäõÂóäĂì­âöÜäñëõØÙõáóßâóÂãõćÈÃ÷ĈÚ Õ­óÚÂóäëä­óÈëääÅ°ÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ 
(New creative service) ÅøîÂóäÿëÚîÅùÔÅ¬óĂìâ¬ĂÚÂóäÛäõÂóäÕ­èãÂóäßòÓÚóÜäòÛÜäùÈëä­óÈëääÅ°ÛäõÂóä
äúÜĀÛÛĂìâ¬ ĀæñÕ­óÚÂóäÖõÕÖ¬îëòâßòÚÙ°ÂòÛæúÂÅ­ó (Client interface) ÅøîÂóäÖõÕÖ¬îëøćîëóääñìè¬óÈÝú­
Ăì­ÛäõÂóäĀæñÝú­äòÛÛäõÂóäØöćÿÂõÕÃ÷ĈÚ (Hertog, ƘƖƖƖ; Salter and Tether, ƘƖƖƜ; Hertog et al., ƘƖƗƖ) 
 Āâ­è¬óÅùÔáóßÅèóâëòâßòÚÙ° ÿÜĆÚÜòÉÉòãëČóÅòÎØóÈÕ­óÚÉõÖèõØãóØöćë¬ÈÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­ó 
áóãĂÖ­ÂäîÛĀÚèÅõÕÂóäÖæóÕĀÛÛâù¬ÈÅèóâëòâßòÚÙ° (Relationship marketing) Ì÷ćÈÿÜĆÚÜòÉÉòãØöćÿÜĆÚ
ÝææòßÙ°ØöćÿÂõÕÉóÂÂóäâöÜÐõëòâßòÚÙ°äñìè¬óÈÝú­Ăì­ÛäõÂóä ĀæñæúÂÅ­ó ÿÜĆÚëõćÈØöćîãú¬áóãĂÚÉõÖĂÉÃîÈæúÂÅ­ó
ÿÜæöćãÚĀÜæÈăÜÖóâÂóääòÛäú­ÉóÂÂóäÛäõāáÅ É÷ÈÅèÛÅùâăÕ­Å¬îÚÃ­óÈãóÂ ÕòÈÚòĈÚÝú­èõÉòãÉ÷ÈØÛØèÚ
èääÔÂääâÿÂöćãèÂòÛÖòèĀÜäÅùÔáóßÅèóâëòâßòÚÙ° (Relationship quality) ØöćÿÜĆÚäñÕòÛÃîÈÅèóâëòâßòÚÙ°
äñìè¬óÈÝú­Ăì­ÛäõÂóäÂòÛæúÂÅ­ó ĂÚÕ­óÚÅóâß÷ÈßîĂÉÃîÈæúÂÅ­ó (Customer satisfaction) Åèóâăè­èóÈĂÉ
ÃîÈæúÂÅ­ó (Customer trust) ÅèóâÝúÂßòÚØöćæúÂÅ­óâöÖ¬îîÈÅ°Âä (Customer commitment) ĀæñÂóäëøćîëóä
äñìè¬óÈæúÂÅ­óÂòÛîÈÅ°Âä (Communication) Õ­èãÿìÖùÚöĈÅùÔáóßÅèóâëòâßòÚÙ° É÷ÈÿÜĆÚÿÅäøćîÈâøîëČóÅòÎØöć
ÉñË¬èãæÕÅèóâÿëöćãÈĂÚÉõÖĂÉÃîÈæúÂÅ­óØöćâöÖ¬îÂóäĂË­ÛäõÂóä (Kotler and Keller, ƘƖƖƜ) ĀæñãòÈâö
ÅèóâëòâßòÚÙ°ØóÈÛèÂÂòÛÅèóâáòÂÕöÃîÈæúÂÅ­óîöÂÕ­èã (Roberts, Varki and Brodie, ƘƖƖƙ; Liu et al., 
ƘƖƗƗ) 
 ÉóÂë×óÚÂóäÔ°ĀæñØõéØóÈÃîÈÙùäÂõÉÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã ËöĈĂì­ÿìĆÚè¬ó
ìóÂÉñÕČóÿÚõÚÙùäÂõÉĂÚáóÅÛäõÂóä āÕãÿÊßóñÙùäÂõÉÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćØöćâöĀÚèāÚ­âÂóäÿÖõÛāÖ
îã¬óÈÖ¬îÿÚøćîÈĂì­ÜäñëÛÅèóâëČóÿäĆÉÖ­îÈßõÉóäÔóÿÈøćîÚăÃëáóßĀèÕæ­îâØóÈÙùäÂõÉ ÜäñÂîÛÂòÛÙùäÂõÉ
ÉČóÿÜĆÚÖ­îÈÜäòÛÖòèĀæñìóÚèòÖÂääâÛäõÂóäÿßøćîØČóĂì­ÝæÂóäÕČóÿÚõÚÈóÚÃîÈÙùäÂõÉÛääæùÿÜ­óìâóã ÉñÿìĆÚ
ăÕ­è¬óÖæóÕÃîÈÝú­ĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãâöëáóèñÂóäĀÃ¬ÈÃòÚØöćâöÅèóâäùÚĀäÈ
ĀæñÿßõćâÃ÷ĈÚîã¬óÈÖ¬îÿÚøćîÈ ÿßäóñĂÚÜòÉÉùÛòÚæúÂÅ­óăâ¬ăÕ­ĂË­āØäéòßØ°ÿßöãÈÿÅäøćîÈÿÕöãè ë¬èÚĂìÎ¬Éñâö
âóÂÂè¬ó Ɨ ÿÅäøćîÈ ÕòÈÚòĈÚÂóäĀÃ¬ÈÃòÚÃîÈÝú­Ăì­ÛäõÂóäĂÚĀÖ¬æñäóãÉñÖ­îÈâöÂæãùØÙ°ØöćĂË­āÚ­âÚ­óèÝú­ĂË­ÛäõÂóä
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ÿßøćîäòÂêóÑóÚæúÂÅ­óÿÕõâăè­ ĀæñßãóãóâìóæúÂÅ­óĂìâ¬ÿßõćâÃ÷ĈÚÕ­èã ĀæñĂÚÜòÉÉùÛòÚîãú¬ĂÚäñãñØöćÿÜĆÚÂóä
ÿÜæöćãÚĀÜæÈØóÈÕ­óÚÿØÅāÚāæãö Ì÷ćÈĂì­ĀÚèāÚ­âÂóäĀÃ¬ÈÃòÚÉñâöÂóäÿÜæöćãÚĀÜæÈăÜ ÕòÈÚòĈÚ É÷ÈØČóĂì­Ýú­Ăì­
ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãÖ¬óÈìòÚÂæòÛâóßòÓÚóÂæãùØÙ°ĀæñĂì­ÅèóâëČóÅòÎ ØòĈÈÚöĈÿßøćî
Ë¬èÈËõÈë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕ ĀæñäóãăÕ­ÉóÂÂóäĂË­ÛäõÂóäÃîÈæúÂÅ­óØöćâöÂóäÃãóãÖòèîã¬óÈÖ¬îÿÚøćîÈ 
ØòĈÈÚöĈÂóäØöćÉñăÕ­âóÌ÷ćÈÂæãùØÙ°ÂóäĀÃ¬ÈÃòÚÚòĈÚ Ýú­Ăì­ÛäõÂóäÉČóÿÜĆÚÖ­îÈØäóÛ×÷ÈÜòÉÉòãÖ¬óÈą ÿßøćîëä­óÈÅèóâ
áòÂÕöĂÚÂóäĂË­ÛäõÂóäĂì­ÂòÛæúÂÅ­ó ÿË¬Ú ÜòÉÉòãÂäñÛèÚÂóäĂìâ¬ĂÚÂóäë¬ÈâîÛÛäõÂóä ÜòÉÉòãÂóäÚČóÿØÅāÚ
āãæöĂìâ¬âóĂË­ĂÚÂóäÛäõÂóä ÜòÉÉòãÂóäëä­óÈëääÅ°ÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ ÜòÉÉòãÂóäÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó 
Åèóâß÷ÈßîĂÉÃîÈæúÂÅ­ó ÜòÉÉòãÅèóâăè­èóÈĂÉÃîÈæúÂÅ­ó ÜòÉÉòãÅèóâÝúÂßòÚØöćæúÂÅ­óâöÖ¬îîÈÅ°Âä Āæñ
ÜòÉÉòãÂóäëøćîëóäÂòÛæúÂÅ­ó Øöćë¬ÈÝæÖ¬îÅèóâáòÂÕöĂÚÂóäĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
ÕòÈÚòĈÚÝú­èõÉòãÉ÷ÈÿìĆÚÅèóâÉČóÿÜĆÚÖ­îÈé÷ÂêóÂóäë¬ÈÝæÃîÈÜòÉÉòãÖ¬óÈą îã¬óÈæñÿîöãÕ āÕãÿÊßóñîã¬óÈãõćÈ
Ö­îÈé÷Âêóè¬ó ÜòÉÉòãĂÕØöćë¬ÈÝæÖ¬îÅèóâáòÂÕöĂÚÂóäĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã ØòĈÈÚöĈ
ÿßøćîÚČóÝæÂóäé÷ÂêóØöćăÕ­ăÜĂË­ĂÚÂóäÜäòÛÜäùÈÂóäĂì­ÛäõÂóä ÖæîÕÉÚÿÜĆÚÜäñāãËÚ°Ö¬îÛäõêòØØöćĂì­ÛäõÂóä
āØäéòßØ°ÿÅæøćîÚØöćØöćÉñÚČóÝæÂóäé÷ÂêóÚöĈăÜèõÿÅäóñì° ĀæñßòÓÚóÜäòÛÜäùÈäñÛÛāØäéòßØ°ÿÅæøćîÚØöćÃîÈÖÚ 
äèâØòĈÈÿÜĆÚÃ­îâúæĂÚÂóäØČóÂóäÖæóÕÖ¬îăÜ 
 

èòÖ×ùÜäñëÈÅ°ÃîÈÂóäèõÉòã 

 
Ɨ. ÿßøćîé÷ÂêóÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóä

ĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
Ƙ. ÿßøćîèõÿÅäóñì°ÅèóâëòâßòÚÙ°ÃîÈÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ÂòÛÅèóâáòÂÕö

ÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
ƙ. ÿßøćîÚČóÿëÚîäúÜĀÛÛÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈ

æúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
 

ëââÖõÑóÚĂÚÂóäèõÉòã 

 
Ɨ. ÚèòÖÂääâÛäõÂóä (Õ­óÚÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ Õ­óÚÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó Õ­óÚ

ÂäñÛèÚÂóäĂì­ÛäõÂóä ĀæñÕ­óÚÿØÅāÚāæãöÂóäĂì­ÛäõÂóä) ØöćĀÖÂÖ¬óÈÂòÚâöÅèóâëòâßòÚÙ°Ö¬îÅèóâáòÂÕö
ÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

2. ÅùÔáóßÅèóâëòâßòÚÙ° (Õ­óÚÅèóâÝúÂßòÚÃîÈæúÂÅ­ó ĀæñÕ­óÚÅèóâăè­èóÈĂÉÃîÈæúÂÅ­ó) Øöć
ĀÖÂÖ¬óÈÂòÚâöÅèóâëòâßòÚÙ°Ö¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
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ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä 
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

ÜäñāãËÚ°ØöćÅóÕè¬óÉñăÕ­äòÛ 

 
Ɨ. ìÚ¬èãÈóÚáóÅäòÑ ĀæñëČóÚòÂÈóÚÅÔñÂääâÂóäÂõÉÂóäÂäñÉóãÿëöãÈ ÂõÉÂóäāØäØòéÚ° Āæñ

ÂõÉÂóäāØäÅâÚóÅâĀì¬ÈËóÖõ (ÂëØË.) ëóâóä×ÚČóÝæÂóäèõÉòãăÜÜäñãùÂÖ°ĂË­ÂóäèóÈĀÝÚßòÓÚóäúÜĀÛÛ
ÂóäĂì­ÛäõÂóäÃîÈÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãăÕ­îã¬óÈÖ¬îÿÚøćîÈ ÿßøćîĂì­ÂóäĀÃ¬ÈÃòÚØóÈ
ÂóäÖæóÕâöÜäñëõØÙõáóßâóÂãõćÈÃ÷ĈÚîòÚÿÜĆÚÜäñāãËÚ°Ö¬îÂóäßòÓÚóØóÈÿéäêÑÂõÉÃîÈÜäñÿØé  

Ƙ. Ýú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćëóâóä×ÂČóìÚÕĀÝÚÈóÚØóÈÂóäÖæóÕĂÚÿäøćîÈÃîÈÂóä
Ăì­ÛäõÂóääñìè¬óÈÝú­Ăì­ÛäõÂóäĀæñÝú­äòÛÛäõÂóä ÿßøćîĂì­ÂóäÛäõÂóäâöÜäñëõØÙõáóßâóÂÃ÷ĈÚ ëóâóä×æÕÅèóâ
ÿëöćãÈØóÈÂóäÖæóÕĂì­Ú­îãæÈ ÿÜĆÚÂóäëä­óÈÅèóâÜäñØòÛĂÉĀæñÅèóââòćÚĂÉĂì­ĀÂ¬æúÂÅ­ó îòÚÉñÚČóăÜëú¬Âóä
ĂË­ÛäõÂóäîã¬óÈÖ¬îÿÚøćîÈÌ÷ćÈìâóã×÷ÈäóãăÕ­ĀæñÂČóăäØöćëúÈÃ÷ĈÚ 

ƙ. ÚòÂèõËóÂóä ÚòÂèõÉòã ĀæñÝú­ëÚĂÉØöćÉñé÷ÂêóÿäøćîÈÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°
ÃîÈÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãëóâóä×ÚČóÃ­îâúæÉóÂÂóäèõÉòãăÜĂË­ÜäñāãËÚ° ĀæñÿÜĆÚ
ĀÚèØóÈĂÚÂóäé÷ÂêóÕ­óÚÂóäÖæóÕ ÿßøćîîùÖëóìÂääâÛäõÂóäÜäñÿáØîøćÚ ÖæîÕÉÚÂóäßòÓÚóÈóÚèõÉòã
ÿßøćîÂ¬îĂì­ÿÂõÕÜäñāãËÚ°Ö¬îÜäñÿØéËóÖõāÕãäèâÖ¬îăÜ 
 

ØÛØèÚèääÔÂääâ 

 
ÂóäèõÉòãÿäøćîÈ Ú́èòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚ

ÂóäĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãµ Ýú­èõÉòãăÕ­é÷ÂêóÿîÂëóäØóÈèõËóÂóäĀæñ
ÝæÈóÚèõÉòãØöćÿÂöćãèÃ­îÈÿßøćîÿÜĆÚĀÚèØóÈĂÚÂóäèõÉòã ÕòÈäóãæñÿîöãÕÖ¬îăÜÚöĈ 

1. ØåêÏöÂóäßòÓÚóÂóäÛäõÂóäĂìâ¬ (New Service Development) ÂóäÛäõÂóäÅøîÂóäâö
ÜÐõëòâßòÚÙ°äñìè¬óÈÝú­ÌøĈîĀæñÝú­Ãóã Âæ¬óèāÕã Halliday and Trott (2010) ÿâøćîÝú­Ăì­ÛäõÂóäëóâóä×ĀãÂ
ÅèóâĀÖÂÖ¬óÈÃîÈÂóäÛäõÂóäØöćÚČóÿëÚîÖ¬îæúÂÅ­óăÕ­ĂÚØöćëùÕÂĆÂæóãÿÜĆÚÃ­îÕöĂÚÂóäĀÃ¬ÈÃòÚ ÿâøćîæúÂÅ­óÿÜĆÚ
Ýú­ÛäõāáÅÂóäÛäõÂóä ÕòÈÚòĈÚÂóäØČóĂì­æúÂÅ­óâöë¬èÚä¬èâĂÚÑóÚñÂäñÛèÚÂóäëääìóÛäõÂóäîóÉØČóĂì­ÿÂõÕ
ÜäñāãËÚ°Ö¬îÂóäßòÓÚóÛäõÂóäĂìâ¬ îã¬óÈăäÂĆÖóâãòÈÃ÷ĈÚîãú¬ÂòÛÅèóâëóâóä×ÃîÈĀÖ¬æñîÈÅ°ÂäĀæñ
ÉùÕâù¬ÈìâóãØóÈÙùäÂõÉ ÿâøćîÿÜäöãÛÿØöãÛÂòÛĀÚèāÚ­âÃîÈÂóäÛäõÂóäØòćèāæÂĀæ­èëõćÈëČóÅòÎÅøîÖ­îÈÿÃ­óĂÉ
ëáóßĀèÕæ­îâÿßøćîÅóÕÂóäÔ°ÂæãùØÙ°ØóÈÙùäÂõÉĀæñëä­óÈÅèóâëóâóä×ĂÚÂóäĀÃ¬ÈÃòÚÅèóâĀÖÂÖ¬óÈÃîÈ
ÝæõÖáòÔÒ°ìäøîÛäõÂóäÉñË¬èãĂì­îÈÅ°Âäëóâóä×ĀÃ¬ÈÃòÚÂòÛÖÚÿîÈăÕ­ (Fitzsimmons and Fitzsimmons, 
2000) 

Âóäé÷ÂêóÿÂöćãèÂòÛ "ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­ó
ĂÚÂóäĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã" Âæ¬óèè¬óÂóäÿÜæöćãÚĀÜæÈÃîÈëáóßĀèÕæ­îâĂÚ
ÂóäĀÃ¬ÈÃòÚØóÈÙùäÂõÉĀæñáóèñèõÂåÖõĂÚîùÖëóìÂääâÂóäÛäõÂóäÂČóæòÈÝæòÂÕòÚÙùäÂõÉĂì­âù¬ÈÿÚ­ÚØöćĀÚèāÚ­â
ĂÚîÚóÅÖÿßøćîâù¬ÈâòćÚÂòÛÅú¬ĀÃ¬ÈāÕãÂóäëä­óÈÃ­îăÕ­ÿÜäöãÛØóÈÂóäĀÃ¬ÈÃòÚĀÖÂÖ¬óÈÉóÂÂóäÿëÚîÃóãĂÚ
ÖæóÕ (Tajeddini, 2011) ĀæñÂóäèóÈÖČóĀìÚ¬ÈØóÈÂóäÖæóÕ (Smith and Colgate, 2007) 
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Åèóâëóâóä×ĂÚÂóäĀÃ¬ÈÃòÚÂòÛÅú¬ĀÃ¬ÈăÕ­ÕöãõćÈÃ÷ĈÚ Cangemi and Miller (2007) ăÕ­Ăì­ÅèóâëČóÅòÎÂòÛÂóä
ÿÜĆÚÝú­äõÿäõćâÛäõÂóäÕ­èãÿË¬ÚÂòÚîÈÅ°ÂäÖ­îÈâöÅèóâëóâóä×ĂÚÂóäÅõÕÚîÂÂäîÛÜäñëÛÂóäÔ°ÂóäÛäõÂóäØöć
ÿÜĆÚÿîÂæòÂêÔ°ÃîÈæúÂÅ­óāÕãÿÊßóñîã¬óÈãõćÈÚèòÖÂääâÛäõÂóäÉñăÕ­äòÛÂóäßõÉóäÔóè¬óÿÜĆÚÂóäÿÜæöćãÚ
ĀÚèÅõÕĂìâ¬ ą æÈĂÚÝæõÖáòÔÒ°ìäøîÛäõÂóä ×øîÿÜĆÚÂóäĂì­ĂÚäúÜĀÛÛÃîÈÅèóâëČóÿäĆÉāÕãÂóäÚČóÿëÚî
ÝæõÖáòÔÒ°ÂäñÛèÚÂóäĀæñÛäõÂóäØöćâöÜäñëõØÙõáóßìäøîĀÖÂÖ¬óÈÂòÚăÜ ìæóãÛäõêòØîãú¬ĂÚë×óÚÂóäÔ°Øöć
Ö­îÈĀÃ¬ÈÃòÚÂòÚāÕãÂóäëä­óÈâúæÅ¬óÃîÈæúÂÅ­óÝ¬óÚÂäñÛèÚÂóäßòÓÚóÛäõÂóäĂìâ¬ (Edvardsson, 
Gustafsson and Enquis, 2006) ÿßøćîëä­óÈÜäñëÛÂóäÔ°ØöćÕöĂì­ĀÂ¬æúÂÅ­óÌ÷ćÈÖ­îÈÂóäÅèóâÅõÕßøĈÚÑóÚ
ÿÂöćãèÂòÛâùââîÈÕ­óÚÚèòÖÂääâèõÙöÂóäĂË­ÚèòÖÂääâÛäõÂóäÖóâØäòßãóÂäÃîÈîÈÅ°ÂäîóÉĀÖÂÖ¬óÈÂòÚăÜ
ÖóâîùÖëóìÂääâ ÿìĆÚăÕ­ËòÕè¬óÚèòÖÂääâÛäõÂóäÿÜĆÚĀÚèÅõÕìæòÂÃîÈĀÚèÅõÕĂìâ¬ ą Ì÷ćÈâù¬ÈÿÚ­ÚÂóä
ÚČóÿëÚîäúÜĀÛÛĂìâ¬ÃîÈÂóäĂì­ÛäõÂóäÝæÜäñāãËÚ°ĀÚèÅõÕìäøîäúÜĀÛÛÙùäÂõÉĂìâ¬ ą āÕãÂóäÜäòÛÜäùÈ
ÜäñëõØÙõáóßĀæñÅèóâëóâóä×ĂÚÂóäĂì­ÛäõÂóäÃîÈîÈÅ°Âä Öòèîã¬óÈÿË¬ÚÂóäÜäòÛÜäùÈÂóäÕČóÿÚõÚÈóÚ
îã¬óÈÖ¬îÿÚøćîÈÉóÂÂóäæÈØùÚĂÚÂóäÜÐõÛòÖõÈóÚÃîÈßÚòÂÈóÚìäøîÂóäÉòÕÂóäÜäñëÛÂóäÔ°ÃîÈæúÂÅ­ó 
ÚèòÖÂääâÕ­óÚÛäõÂóäÃîÈØäòßãóÂäĀæñÅèóâëóâóä×ÃîÈîÈÅ°ÂäÿÜĆÚìæòÂÂóäÃîÈÂäñÛèÚÂóäëä­óÈ
âúæÅ¬óĂÚîùÖëóìÂääâÛäõÂóäÕòÈÂæ¬óè 

2. ĀÚèÅõÕÿÂöćãèÂòÛÚèòÖÂääâÛäõÂóä (Service Innovation) îČóÚóÉÃîÈÚèòÖÂääâĀæñ
ÅèóâëČóÅòÎĂÚÂóäßòÓÚóÿéäêÑÂõÉăÕ­äòÛÂóäãîâäòÛÿÜĆÚÿèæóÂè¬óìÚ÷ćÈéÖèääêÚòÛÖòĈÈĀÖ¬Üö ß.é. 2455 
Schumpeter ăÕ­Öößõâß°ÿäøćîÈØåêÏöÂóäßòÓÚóÿéäêÑÂõÉ ëČóìäòÛÛäõÂóäÖ¬óÈąÝæÜäñāãËÚ°ØöćăÕ­äòÛÉóÂ
ÂóäĂì­ÛäõÂóäÚèòÖÂääâäèâ×÷ÈÂóäÿëäõâëä­óÈÅèóâëóâóä×ĂÚÂóäØČóÂČóăäÃîÈÂóäÿëÚîÃóãØöćâöîãú¬ 
ÅèóâáòÂÕöÃîÈæúÂÅ­óÖ¬îÛäõêòØ ÂóäÕ÷ÈÕúÕæúÂÅ­óĂìâ¬Ăì­ÂòÛÛäõêòØ ĀæñÂóäÿÃ­óëú¬ÙùäÂõÉÖæóÕĂìâ¬ (Storey 
and Easingwood, 1999) Āâ­è¬óÉČóÚèÚØöćÿßõćâÃ÷ĈÚÃîÈÛäõêòØÂóäÝæõÖãòÈâöÂóääèâë¬èÚÜäñÂîÛÛäõÂóä
áóãĂÚÝæõÖáòÔÒ°Õ­èã ĂÚÂóäé÷ÂêóÅäòĈÈÚöĈÚèòÖÂääâÛäõÂóäìâóã×÷ÈÚèòÖÂääâĂÚÂóäĂì­ÛäõÂóä 
(Sundbo, 1997) Ì÷ćÈÿÚ­ÚÂóäîîÂĀÛÛìäøîÜäòÛÜäùÈĀÚèÅõÕÂóäĂì­ÛäõÂóäÿßøćîÖîÛëÚîÈÅèóâÖ­îÈÂóä
ÃîÈæúÂÅ­óØöćăâ¬ăÕ­äòÛÂóäÖîÛëÚîÈ ÉČóÚèÚÛØÅèóâÿÂöćãèÂòÛÚèòÖÂääâÛäõÂóäØöćÿÝãĀßä¬ĂÚ
èóäëóäèõËóÂóäâöÿßõćâÃ÷ĈÚîã¬óÈÖ¬îÿÚøćîÈĂÚË¬èÈëóâØéèääêØöćÝ¬óÚâó (Papastathopoulou and Hultink, 
2012) ÚòÂèõÉòãăÕ­ÉòÕÜäñÿáØÂóäé÷ÂêóÚèòÖÂääâÛäõÂóäÂ¬îÚìÚ­óÚöĈÿÜĆÚ 3 ÜäñÿáØ Ì÷ćÈÜäñÂîÛÕ­èã 
èõÙöÂóäÕúÕÌòÛ (Assimilation approach) èõÙöÂóäĀÛ¬ÈĀãÂ (Demarcation approach) ĀæñÂóäëòÈÿÅäóñì° 
(Synthesis approach) (Coombs and Miles, 2000; de Vries, 2006; Drejer, 2004) èõÙöÂóäÕúÕÌ÷âÿÜĆÚ
ÚèòÖÂääâÛäõÂóäØöćÅæ­óãÂòÛÚèòÖÂääâÂóäÝæõÖĀæñÿÜĆÚÂóäâîÈÂóäÛäõÂóäÉóÂâùââîÈÃîÈÝú­ÝæõÖ èõÙöÂóä
ĀÛ¬ÈĀãÂäñÛùè¬óÚèòÖÂääâÛäõÂóäâöÅèóâĀÖÂÖ¬óÈÉóÂÚèòÖÂääâĂÚÂóäÝæõÖÉ÷ÈÖ­îÈĂË­ØåêÏöĀæñ
ÿÅäøćîÈâøîĂìâ¬ ĀæñèõÙöÂóäëòÈÿÅäóñì°ĀëÕÈĂì­ÿìĆÚè¬óÚèòÖÂääâÕ­óÚÂóäÛäõÂóäâù¬ÈÿÚ­ÚĂì­ÅèóâëČóÅòÎÂòÛ
îÈÅ°ÜäñÂîÛØöć×úÂæñÿæãÃîÈÚèòÖÂääâĀæñâòÂÿÂöćãèÃ­îÈÂòÛÂóäÝæõÖĀæñÛäõÂóä Ì÷ćÈÂóäé÷ÂêóÿäøćîÈ
ÚèòÖÂääâÛäõÂóäĂÚÜòÉÉùÛòÚ ãòÈâöÂóäé÷ÂêóĂÚÿËõÈÜäñÉòÂê° ĀæñãòÈÃóÕÅèóâäú­ÿÂöćãèÂòÛÚèòÖÂääâĂÚ
ÛäõêòØÂóäĂì­ÛäõÂóä (O³Cass et al., 2012; Papastathopoulou and Hultink, 2012) 
 ÚèòÖÂääâÛäõÂóä âù¬ÈÿÚ­ÚÜäñëÛÂóäÔ°ÂóäÛäõÂóäĂìâ¬ ĀæñäúÜĀÛÛÂóäÛäõÂóäØöćâöÅùÔÅ¬ó Āæñ
ÿÜĆÚÜäñāãËÚ°ÖîÛëÚîÈÅèóâÖ­îÈÂóäÃîÈæúÂÅ­óØöćìæóÂìæóã ÚČóâóÌ÷ćÈÂóäÛäõÂóäØöćâöÜäñëõØÙõáóß 
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ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä 
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

Āæñëä­óÈÅèóâß÷ÈßîĂÉĂì­ÂòÛæúÂÅ­óîã¬óÈÿìÚøîÅèóâÅóÕìâóã O³Sullivan and Dooley (2013) ăÕ­
Âæ¬óèè¬ó ÚèòÖÂääâÂóäÛäõÂóäÿÜĆÚÂóäëä­óÈÂóäÿÜæöćãÚĀÜæÈÂóäÛäõÂóä ÿßøćîĂì­æúÂÅ­óăÕ­äòÛÜäñāãËÚ°
ÉóÂÂóäÛäõÂóä ÿË¬ÚÿÕöãèÂòÛ Flaatin (2012) ßÛè¬ó ÚèòÖÂääâÂóäÛäõÂóäÿÜĆÚÂóäÚČóÿëÚîÂóäÛäõÂóä
Ö¬óÈą ĂÚäúÜĀÛÛĂìâ¬ ÿßøćîëÚîÈÖîÛÅèóâÖ­îÈÂóäÃîÈæúÂÅ­ó ÿÜĆÚÛØÛóØëČóÅòÎĂÚÂóäÝæòÂÕòÚØöćëČóÅòÎ
Ö¬îÂóäÿÖõÛāÖÃîÈÙùäÂõÉáóÅÛäõÂóä ÚîÂÉóÂÚöĈ ÚèòÖÂääâÂóäÛäõÂóäãòÈÿÜĆÚÅèóâßãóãóâĂÚÂóäßòÓÚó
ĀÚèÅõÕÂóäÛäõÂóäĀæñÂóäÕČóÿÚõÚÂóäĂìâ¬ ØöćÿÂõÕÉóÂÅèóâÖ­îÈÂóäÃîÈæúÂÅ­ó ØČóĂì­ÿÂõÕÿÜĆÚĀÚèØóÈĂÚ
ÂóäßòÓÚóÂóäÛäõÂóäØöćÖîÛëÚîÈÅèóâß÷ÈßîĂÉÃîÈæúÂÅ­óĂì­ÿìÚøîÅèóâÅóÕìèòÈ (Agarwal and 
Selen, 2013) 
 ìæòÈÉóÂăÕ­ØäóÛÅèóâìâóãÃîÈÚèòÖÂääâÂóäÛäõÂóäĀæ­è îÈÅ°ÜäñÂîÛÃîÈÚèòÖÂääâÂóä
ÛäõÂóäÉñÜäñÂîÛÕ­èã 1) ÂóäÛäõÂóäĀÚèÅõÕĂìâ¬ (New service concept) ÿÜĆÚÂóääèâÿîóÂóäÛäõÂóä
äúÜĀÛÛÖ¬óÈą ÿÃ­óăè­Õ­èãÂòÚ ØČóĂì­ÿÂõÕÂóäĂì­ÛäõÂóäĀÛÛĂìâ¬ØöćÅäÛ×­èÚĀÂ¬æúÂÅ­óìäøîÝú­ĂË­ÛäõÂóä āÕã
îóÉÿÜĆÚÚČóÿëÚîÂóäĂì­ÛäõÂóäÅèÛÅú¬ăÜÂòÛëõÚÅ­óìäøîÝæõÖáòÔÒ° ÿßøćîëÚîÈÖîÛÅèóâÖ­îÈÂóäÃîÈæúÂÅ­ó
ØöćìæóÂìæóãâóÂÃ÷ĈÚ Ì÷ćÈë¬ÈÝæĂì­ÙùäÂõÉëóâóä×ëä­óÈâúæÅ¬óÿßõćâĂì­ÂòÛÂóäĂì­ÛäõÂóäĀÂ¬æúÂÅ­ó ĀæñâöÅèóâ
āÕÕÿÕ¬ÚÿìÚøîÅú¬ĀÃ¬ÈÃòÚ (Lowe, 2012)  (2) ÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó (Client interface)  ÿÜĆÚÂóäÿßõćâ
Ë¬îÈØóÈ ĀæñĀÚèØóÈĂÚÂóäÿËøćîâāãÈäñìè¬óÈÝú­Ăì­ÛäõÂóäÂòÛæúÂÅ­ó ÿßøćîë¬ÈâîÛÃ­îâúæ Ã¬óèëóä Åèóâäú­Øöć
ÿÂöćãèÃ­îÈÂòÛÂóäĂì­ÛäõÂóä ÖæîÕÉÚÂóäÜ­îÚÂæòÛÃîÈÃ­îâúæäñìè¬óÈæúÂÅ­óÂòÛÝú­Ăì­ÛäõÂóä ÉñÿìĆÚăÕ­è¬ó
ÂóäâöÜÐõëòâßòÚÙ°äñìè¬óÈÙùäÂõÉÂòÛæúÂÅ­óÿÜĆÚë¬èÚëČóÅòÎÖ¬îÂóäĂì­ÛäõÂóä ØČóĂì­ÙùäÂõÉÿÂõÕÂóääòÛäú­×÷ÈÅèóâ
Ö­îÈÂóäÃîÈæúÂÅ­ó Āæñëóâóä×ÜäñÿâõÚÝæÅèóâß÷ÈßîĂÉĂÚÂóäĂì­ÛäõÂóäăÕ­îã¬óÈäèÕÿäĆèâóÂÃ÷ĈÚ 
ÚîÂÉóÂÚöĈÂóäÜäòÛÜäùÈÂóäÿËøćîâāãÈäñìè¬óÈÙùäÂõÉÂòÛæúÂÅ­ó āÕãÝú­Ăì­ÛäõÂóäîóÉÿßõćâèõÙöĂÚÂóäâö
ÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­óāÕãĂË­ßÚòÂÈóÚÿÃ­óâóÕČóÿÚõÚÂóä (Ryu and Lee, 2012) (3) ÂäñÛèÚÂóä
Ăì­ÛäõÂóä (Service process) ÙùäÂõÉÝú­Ăì­ÛäõÂóäëóâóä×ßòÓÚóÂóäë¬ÈâîÛÂóäĂì­ÛäõÂóäăÕ­ìæóãĀÛÛ 
ăÕ­ĀÂ¬ ÂóäÜäòÛÜäùÈÂóäÛäõÂóäĂì­ÂòÛæúÂÅ­óăÕ­îã¬óÈäèÕÿäĆèâóÂÃ÷ĈÚ Âóäëä­óÈäñÛÛØöćÿÂöćãèÂòÛÂóäë¬ÈâîÛ
ÂóäÛäõÂóäØöćÕöÂè¬óÿÕõâÃ÷ĈÚâóĂìâ¬ ÂóäÚČóÿØÅāÚāæãöÿÃ­óâóĂË­ĂÚÂóäÛäõÂóä Ì÷ćÈØČóĂì­æúÂÅ­óìäøî
Ýú­ĂË­ÛäõÂóäăÕ­äòÛÜäñāãËÚ°ÉóÂÂóäĂì­ÛäõÂóäĀÛÛĂìâ¬âóÂÃ÷ĈÚ îöÂØòĈÈãòÈëóâóä×æÕäñãñÿèæóĀæñÃòĈÚÖîÚ
ÂóäĂì­ÛäõÂóäØöćãù¬ÈãóÂæÈăÕ­ ĀæñãòÈÿßõćâÅùÔÅ¬óĂì­ÂòÛæúÂÅ­óÌ÷ćÈØČóĂì­âöÝæÖ¬îßåÖõÂääâÃîÈæúÂÅ­óĂÚ
ØóÈÛèÂîöÂÕ­èã (Gremyr et al., 2014) (4) ÂóäÚČóÿØÅāÚāæãöâóĂË­ĂÚÂóäÛäõÂóä (Technology 
options) ÿÜĆÚÂóäÛäõÂóäØöćÚČóÿîóÿØÅāÚāæãöâóÜäòÛĂË­Ăì­ĀÂ¬ÙùäÂõÉ ÿßøćîÿëäõâëä­óÈÅùÔÅ¬óĂì­ĀÂ¬æúÂÅ­óâóÂ
ãõćÈÃ÷ĈÚ ÿÜĆÚÂóäëä­óÈÚèòÖÂääâÂóäÛäõÂóäØöćîóéòãÿÅäøîÃ¬óãëòÈÅâîîÚăæÚ° ØČóĂì­ëóâóä×ÃãóãÖæóÕ
ÙùäÂõÉáóÅÛäõÂóäîîÂăÜăÕ­ ÿßøćîĂì­ÂóäÛäõÂóäÅäîÛÅæùâÂæù¬âæúÂÅ­óÿÜ­óìâóãâóÂãõćÈÃ÷ĈÚ îöÂØòĈÈãòÈÿÜĆÚ
ÂóäÿËøćîâāãÈÂæù¬âæúÂÅ­óÝ¬óÚÿÅäøîÃ¬óãëòÈÅâîîÚăæÚ° ØČóĂì­ÿÂõÕÂóäëä­óÈëääÅ°ĂÚÂóäĂì­Ã­îâúæ Ã¬óèëóä 
ĀæñÅèóâäú­ĀÂ¬æúÂÅ­óÂæù¬âÿÜ­óìâóãăÕ­ (Giannopoulou et al., 2014)ÈóÚèõÉòãØöćÿÂöćãèÃ­îÈÂòÛÚèòÖÂääâ
ÛäõÂóä ăÕ­âöÂóäØÛØèÚÉóÂ ëâÚ÷ÂĀæñÅÔñ (2553) ăÕ­îÙõÛóãè¬ó ÚèòÖÂääâÛäõÂóäÚòĈÚÖ­îÈ
ÜäñÂîÛÕ­èã (1) ÂóäÛäõÂóäØöćâöÅèóâĂìâ¬ ÿÜĆÚëõćÈØöćăÕ­äòÛÂóäãîâäòÛè¬óÿÜĆÚëõćÈØöć×úÂßòÓÚóÃ÷ĈÚâóĂìâ¬ Ì÷ćÈ
îóÉÿÜĆÚÖòèÝæõÖáòÔÒ°ÂóäÛäõÂóä ìäøîÂäñÛèÚÂóäÛäõÂóä āÕãÉñÿÜĆÚÂóäßòÓÚóÃ÷ĈÚâóĂìâ¬ìäøîÿÜĆÚÂóä
ÜäòÛÜäùÈÉóÂÃîÈÿÕõâÂĆăÕ­ (2) ÂóäĂË­ÅèóâÅõÕëä­óÈëääÅ°ĂÚÂóäëä­óÈÂóäÛäõÂóä ÿÜĆÚëõćÈØöćÿÜĆÚÚèòÖÂääâ
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ØöćÖ­îÈÿÂõÕÉóÂÂóäĂË­Åèóâäú­ÅèóâÅõÕëä­óÈëääÅ°ÿÜĆÚßøĈÚÑóÚĂÚÂóäßòÓÚóÃ÷ĈÚâóĂìâ¬ ăâ¬ĂË¬ÿÂõÕÉóÂÂóä
æîÂÿæöãÚĀÛÛÂóäØČóÌČĈó Āæñ (3)  ÜäñāãËÚ°ĂÚØóÈÿéäêÑÂõÉĀæñëòÈÅâ ÿÜĆÚÂóäĂì­ÜäñāãËÚ°ĂÚØóÈÂóä
ëä­óÈÅèóâëČóÿäĆÉĂÚØóÈßóÔõËã° Âæ¬óèÅøî ÚèòÖÂääâÉñÖ­îÈØČóĂì­ÿÂõÕâúæÅ¬óÿßõćâÃ÷ĈÚăÕ­ÉóÂÂóäßòÓÚóëõćÈ
Ăìâ¬ ą Ì÷ćÈÝæÜäñāãËÚ°ØöćÉñÿÂõÕÃ÷ĈÚëóâóä×èòÕăÕ­ÿÜĆÚÖòèÿÈõÚāÕãÖäÈ ĀæñĂÚÿËõÈëòÈÅâÿÜĆÚÂóäëä­óÈ
ÅùÔÅ¬ó Ì÷ćÈăâ¬ëóâóä×èòÕÿÜĆÚÖòèÿÈõÚăÕ­ ĀæñÈóÚèõÉòãÃîÈ Bettencourt (2010) ăÕ­Âæ¬óè×÷ÈÚèòÖÂääâ
ÛäõÂóäè¬óÜäñÂîÛÕ­èã (1) ÚèòÖÂääâÛäõÂóäĂìâ¬ Ì÷ćÈÿÜĆÚÚèòÖÂääââóÉóÂÂóäÅ­ÚßÛÂóäÛäõÂóäĂìâ¬
ìäøîÈóÚØöćÿÂöćãèÃ­îÈØöćâöîãú¬ĂÚÜòÉÉùÛòÚìäøîÛäõÂóäĂìâ¬ Øöćëóâóä×ÖîÛëÚîÈÅèóâÖ­îÈÂóäÃîÈæúÂÅ­óăÕ­ 
(2) ÚèòÖÂääâìæòÂ ÿÜĆÚÚèòÖÂääâØöćâóÉóÂÂóäË¬èãĂì­æúÂÅ­óăÕ­äòÛÂóäÛäõÂóäìæòÂăÕ­ÕöãõćÈÃ÷ĈÚāÕãÂóä
ÜäòÛÜäùÈÛäõÂóäØöćâöîãú¬ĂÚÜòÉÉùÛòÚìäøîÿÜĆÚÂóäÅõÕÅ­ÚÛäõÂóäĂìâ¬ (3) Âóäë¬ÈâîÛÚèòÖÂääâÂóäÛäõÂóä Ì÷ćÈ
ÿÜĆÚÚèòÖÂääâØöćâóÉóÂÂóäÜäòÛÜäùÈèõÙöÂóäØöćæúÂÅ­óăÕ­äòÛÜäñāãËÚ°ÉóÂÛäõÂóäÿâøćîăÕ­äòÛÈóÚìæòÂ Āæñ (4) 
ÚèòÖÂääâÕ­óÚÛäõÂóäÿëäõâ ÿÜĆÚÚèòÖÂääâØöćâóÉóÂÂóäË¬èãĂì­æúÂÅ­óăÕ­ÈóÚØöćÿÂöćãèÃ­îÈÂòÛÂóäĂË­
ÝæõÖáòÔÒ°ìäøîÂóäÛäõāáÅ 

3. ĀÚèÅõÕÿÂöćãèÂòÛÅùÔáóßÅèóâëòâßòÚÙ° (Relationship Quality)Âóäëä­óÈÅèóâëòâßòÚÙ°ÂòÛ
æúÂÅ­óĂÚäñãñãóè×øîÿÜĆÚë¬èÚìÚ÷ćÈÃîÈĀÚèÅõÕÅùÔáóßÅèóâëòâßòÚÙ° (Relationship quality) Ì÷ćÈ 
Gronoos, 2000 î­óÈĂÚ Alrubaiee and Alnazer, 2010 ăÕ­Âæ¬óè×÷ÈĀÚèÅõÕĀæñÉùÕâù¬ÈìâóãÃîÈ
ÂóäÖæóÕĀÛÛâù¬ÈëòâßòÚÙ°è¬óÿÜĆÚÿÅäøćîÈâøîëČóÅòÎĂÚÂóäëä­óÈĀæñäòÂêóÅèóâëòâßòÚÙ°îòÚÕöäñìè¬óÈæúÂÅ­ó
ÂòÛÝú­Ăì­ÛäõÂóä ÕòÈÚòĈÚĀÚèÅõÕÚöĈÉ÷È×úÂÚČóâóĂË­ĂÚìæóãîùÖëóìÂääâ (Liu, Guo, and Lee, 2011) 
āÕãÿÊßóñîã¬óÈãõćÈÂóäÚČóăÜĂË­ĂÚîùÖëóìÂääâÛäõÂóä Ì÷ćÈÿÂöćãèÃ­îÈÂòÛÂóäÉČóìÚ¬óãëõćÈØöćăâ¬âöÖòèÖÚ 
æúÂÅ­óÉ÷ÈÖ­îÈĂË­ÜäñëÛÂóäÔ°ĂÚîÕöÖ ÖæîÕÉÚÅèóâÿËøćî×øî Āæñăè­èóÈĂÉâóÿÜĆÚÿÅäøćîÈâøîĂÚÂóäæÕÅèóâ
ÿëöćãÈ ìóÂÝú­Ăì­ÛäõÂóäëóâóä×ëä­óÈÜäñëÛÂóäÔ°ØöćÕöĂì­ÂòÛæúÂÅ­óÉÚÿÂõÕÅèóâß÷ÈßîĂÉ Åèóâăè­èóÈĂÉ 
æúÂÅ­óã¬îâÿÂõÕÂóäãîâäòÛ ĀæñÿËøćî×øîĂÚÖäóëõÚÅ­óÃîÈÝú­Ăì­ÛäõÂóä (Crosby et al., 1990) ĀæñÉñØČó
ÙùäÂõÉä¬èâÂòÚăÜÿäøćîãą ÉÚÂæóãÿÜĆÚÅèóâäú­ë÷ÂÝúÂßòÚÖ¬îÝú­Ăì­ÛäõÂóä ĀæñĀÜäÿÜæöćãÚăÜëú¬ëòâßòÚÙáóßîòÚ
Õö (Coulter and Coulter, 2002) Ì÷ćÈĂÚÂóäé÷ÂêóÚöĈÉñÿäöãÂè¬ó ÅùÔáóßÅèóâëòâßòÚÙ° 

ÅùÔáóßÅèóâëòâßòÚÙ°ÚòĈÚ×úÂßòÓÚóÃ÷ĈÚÖóâĀÚèÅõÕÂóäÖæóÕĀÛÛâù¬ÈëòâßòÚÙ°ÿÜĆÚÅèóâäú­ë÷ÂÚ÷Â
ÅõÕ ĀæñÂóääòÛäú­Ö¬îÅèóâëòâßòÚÙ°ØöćÿÂõÕÃ÷ĈÚäñìè¬óÈæúÂÅ­óÂòÛÝú­Ăì­ÛäõÂóä Ì÷ćÈÿÂõÕÉóÂÜäñëÛÂóäÔ°ĂÚîÕöÖ
ÃîÈÂóäØČóÙùäÂõÉä¬èâÂòÚ äèâ×÷ÈÂóäâöë¬èÚä¬èâÕČóÿÚõÚÂóäîã¬óÈĂÕîã¬óÈìÚ÷ćÈÿÜĆÚäñãñÿèæóÚóÚÉÚÿÂõÕ
ÅèóâÅù­ÚÿÅã ăè­èóÈĂÉ äèâ×÷ÈÂóäÿÃ­óĂÉ ĀæñÿÃ­ó×÷ÈÅèóâÖ­îÈÂóäîöÂÞ¬óãìÚ÷ćÈÉÚÂ¬îÿÂõÕÅèóâÜäñØòÛĂÉ 
ĀæñÝúÂßòÚÖ¬îÂòÚ (Alrubaiee and Alnazer, 2010) ÕòÈÚòĈÚÂóäëä­óÈÅùÔáóßÅèóâëòâßòÚÙ°ØöćÕö Åøî ÂóäØČó
Ăì­æúÂÅ­óăÕ­äòÛÂóäÖîÛëÚîÈÖóâÿÜ­óìâóãØöćÅóÕìèòÈăè­ ×­óìóÂëõćÈØöćăÕ­äòÛÿÜĆÚăÜÖóâØöćÅóÕìèòÈăè­ÂĆÉñ
ÿÂõÕÅèóâäú­ë÷Âß÷ÈßîĂÉ ăè­èóÈĂÉ ĀæñÝúÂßòÚÖ¬îÂòÚ (Athanasopoulou, 2009) Õ­èãÿìÖùÚöĈÅùÔáóß
ÅèóâëòâßòÚÙ°É÷ÈÿÜĆÚÿÅäøćîÈâøîëČóÅòÎØöćÉñË¬èãæÕÅèóâÿëöćãÈĂÚÉõÖĂÉÃîÈæúÂÅ­óÖ¬îÂóäĂË­ÛäõÂóä (Kotler 
and Keller, 2006) ĀæñãòÈâöÅèóâëòâßòÚÙ°ØóÈÛèÂÂòÛÅèóâáòÂÕöÃîÈæúÂÅ­óîöÂÕ­èã (Roberts, Varki, 
and Brodie, 2003; Liu, et al., 2011) 

ÝæÉóÂÂóäØÛØèÚèääÔÂääâÿÂöćãèÂòÛîÈÅ°ÜäñÂîÛÃîÈÅùÔáóßÅèóâëòâßòÚÙ° Āâ­ÉñßÛè¬óâö
ÈóÚèõÉòãÉČóÚèÚâóÂ (Crosby, et al., 1990) ØöćăÕ­é÷Âêó ĀæñØÕëîÛÿÂöćãèÂòÛîÈÅ°ÜäñÂîÛÃîÈÅùÔáóß
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ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä 
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

ÅèóâëòâßòÚÙ°ăè­îã¬óÈÚ¬óëÚĂÉ ÉÚØČóĂì­ÿÂõÕÚõãóâÉäõÈ ĀæñÚõãóâÜÐõÛòÖõÂóäÃîÈÅùÔáóßÅèóâëòâßòÚÙ°Øöć
ìæóÂìæóãăÜÖóâÛäõÛØ ĀæñÉùÕâù¬ÈìâóãÃîÈÂóäèõÉòãÚòĈÚą (Rauyruen and Miller, 2007) āÕãĂÚ
Âóäé÷ÂêóÚöĈ Ýú­èõÉòãăÕ­ÉČóĀÚÂîÈÅ°ÜäñÂîÛÃîÈÅùÔáóßÅèóâëòâßòÚÙ° āÕãÜäñãùÂÖ°ÉóÂĀÚèÅõÕÃîÈ 
Morgan and Hunt (1994) Ì÷ćÈÿÕõâÜäñÂîÛÕ­èãÅèóâăè­èóÈĂÉ ĀæñÅèóâÝúÂßòÚ ÿØ¬óÚòĈÚ 

áóãìæòÈÉóÂÝú­èõÉòãăÕ­ØČóÂóäèõÿÅäóñì°ÜòÉÉòãĀæ­è ßÛè¬óÅèóâß÷ÈßîĂÉăÕ­ÿÃ­óăÜÿÜĆÚë¬èÚìÚ÷ćÈ
ÃîÈÅùÔáóßÅèóâëòâßòÚÙ°áóãĂÖ­ÛäõÛØÂóäé÷Âêó Ýú­èõÉòãÉ÷ÈăÕ­ØČóÂóäØÛØèÚèääÔÂääâÿßõćâÿÖõâÂæòÛ
ßÛè¬óâöÈóÚèõÉòãÉČóÚèÚìÚ÷ćÈ (Alrubaiee and Alnazer, 2010) ØöćÂæ¬óè×÷ÈÅèóâß÷ÈßîĂÉĂÚÑóÚñÃîÈÖòè
ĀÜäÜäñÉòÂê°ÃîÈÅùÔáóßÅèóâëòâßòÚÙ° ÕòÈÚòĈÚĂÚÂóäé÷ÂêóÅäòĈÈÚöĈÝú­èõÉòãÉ÷ÈÉČóĀÚÂîÈÅ°ÜäñÂîÛÃîÈ
ÅùÔáóßÅèóâëòâßòÚÙ° îîÂÿÜĆÚëóâîÈÅ°ÜäñÂîÛāÕãâöäóãæñÿîöãÕÕòÈÚöĈ 

1) ÅèóâÝúÂßòÚØöćæúÂÅ­óâöÖ¬îîÈÅ°Âä (Customer commitment) ÿÜĆÚÅèóâÖòĈÈĂÉØöćÉñÿÂöćãèßòÚ 
ìäøîÝúÂâòÕĂÚîòÚØöćÉñÅÈăè­Ì÷ćÈëòâßòÚÙáóßîã¬óÈÖ¬îÿÚøćîÈ (Andreassen and Lindestad, 1998) Åèóâ
ÝúÂßòÚÿÜĆÚÜäñÿÕĆÚØöć×úÂÂæ¬óè×÷ÈâóÚóÚØòĈÈĂÚĀÈ¬ÅèóâëòâßòÚÙ°ÿËõÈëòÈÅâ ìäøîĂÚèääÔÂääâØöćÿÂöćãèÂòÛ
ÂóäÖæóÕÿËõÈëòâßòÚÙ° Ì÷ćÈâòÂÉñÂæ¬óè×÷ÈÅèóâÝúÂßòÚĂÚÑóÚñØöćÿÜĆÚÜäñÿÕĆÚØóÈÕ­óÚÉõÖèõØãóÃîÈæúÂÅ­ó
Ì÷ćÈÿÂöćãèāãÈÂòÛÅèóâáòÂÕö ÅèóâÂòÈèæÿÂöćãèÂòÛÅèóâÿÜĆÚîãú¬ØöćÕöĂÚîÚóÅÖ ÂóääòÛäú­ë×óÚñÃîÈÖÚÿîÈ 
ĀæñÅèóâáúâõĂÉĂÚëòâßòÚÙáóß (Garbarino and Johnson, 1999) Ì÷ćÈÉñØČóĂì­æúÂÅ­óâöĀäÈÉúÈĂÉØöćÉñØČó
ÙùäÂõÉÂòÛÝú­Ăì­ÛäõÂóä (Gronroos, 2004) ÕòÈÚòĈÚÅèóâÝúÂßòÚÉ÷ÈÿÜĆÚÅèóâÖòĈÈĂÉîòÚĀÚ¬èĀÚ¬ØöćÉñÅÈăè­Ì÷ćÈ
ëòâßòÚÙáóßØöćâöÅùÔÅ¬óîã¬óÈÖ¬îÿÚøćîÈãóèÚóÚ (Morgan and Hunt, 1994) ÅèóâÝúÂßòÚÚòĈÚâöÂóäÉČóĀÚÂ
îÈÅ°ÜäñÂîÛăè­îã¬óÈìæóÂìæóã (Tim, Gavin, Shirley, and Leandre, 2010) ĀÖ¬ Tor and Line 
(2008) ëäùÜăè­îã¬óÈÚ¬óëÚĂÉè¬óÅèóâÝúÂßòÚĀÛ¬ÈăÕ­ÿÜĆÚ 2 îÈÅ°ÜäñÂîÛ Åøî ÅèóâÝúÂßòÚØöćã÷ÕÿîóÿìÖùÝæ
ĀæñÿéäêÑÂõÉÿÜĆÚÿÂÔÒ° (Calculative commitment) ÂòÛÅèóâÝúÂßòÚØöćÿÂöćãèÃ­îÈÂòÛîóäâÔ° (Affective 
commitment) ĀÖ¬ÿÚøćîÈÉóÂÅùÔáóßÅèóâëòâßòÚÙ°ÉñÿÂöćãèÃ­îÈÂòÛÂóäèòÕÿËõÈÕ­óÚØòéÚÅÖõ É÷Èé÷Âêó
ÿÊßóñÅèóâÝúÂßòÚØöćÿÜĆÚÿäøćîÈÃîÈîóäâÔ°ÿØ¬óÚòĈÚ 

2) Åèóâăè­èóÈĂÉÃîÈæúÂÅ­ó (Customer trust) ÿÜĆÚÜäñÿÕĆÚØöćăÕ­âöÂóäé÷Âêóîã¬óÈÂè­óÈÃèóÈĂÚ
ÈóÚèõÉòãØöćÝ¬óÚâó ĂÚÑóÚñØöćÿÜĆÚÿÅäøćîÈËöĈèòÕÖ¬îÅèóâÿËøćîâòćÚÃîÈæúÂÅ­óè¬óÝú­Ăì­ÛäõÂóäÚòĈÚâöÅèóâÌøćîëòÖã° 
Ú¬óÿËøćî×øî Āæñăè­èóÈĂÉăÕ­ (Morgan and Hunt, 1994) äèâ×÷ÈÂóäĂì­ÛäõÂóäØöćÖäÈÂòÛÅèóâÖ­îÈÂóäÃîÈ
æúÂÅ­ó (Liu, et al., 2011) ÚòćÚÅøîÅèóâăè­èóÈĂÉîóÉÉČóĀÚÂăÕ­ÿÜĆÚÅèóâăè­èóÈĂÉĂÚÖòèÛùÅÅæ ĀæñÅèóâ
ăè­èóÈĂÉØöćâöÖ¬îîÈÅ°Âä(Ganesh, Arnold, and Reynolds, 2000) Ì÷ćÈĂÚÂóäèõÉòãÅäòĈÈÚöĈ Ýú­èõÉòãăÕ­ÂČóìÚÕ
ÚõãóâÉäõÈ ÃîÈÅèóâăè­èóÈĂÉ ìâóã×÷È äñÕòÛÅèóâÅõÕÿìĆÚÃîÈæúÂÅ­óÿÂöćãèÂòÛÅèóâÚ¬óăè­ĂÉāÕãäèâØöćâö
Ö¬îØòĈÈîÈÅ°Âä ĀæñÛùÅÅæ (Morgan and Hunt, 1994) Âæ¬óèÅøî æúÂÅ­óâöÅèóâÿËøćîâòćÚè¬ó Ýú­Ăì­ÛäõÂóäÚòĈÚ
Ăì­ÛäõÂóäÕ­èãÅèóâÌøćîëòÖã° ÉäõÈĂÉ âöäñÛÛÖäèÉëîÛÅ¬óĂË­É¬óã ĀæñÂóäËČóäñÿÈõÚØöćâöÅèóâÿËøćî×øîăÕ­ Øöć
ëČóÅòÎÅøîßÚòÂÈóÚÖ­îÈâöÅèóâäú­ÅèóâÿÃ­óĂÉĂÚÈóÚ ĀæñâöÅèóâËČóÚóÎĂÚÿäøćîÈØöćÉñĂì­ÛäõÂóäîã¬óÈ
ÿßöãÈßî Āæñëóâóä×ØČóĂì­æúÂÅ­óÿÂõÕÅèóâÿËøćî×øî Āæñäú­ë÷ÂèóÈĂÉØöćÉñÃîÅČóÜä÷Âêó ìäøîÃîäòÛÂóä
Ë¬èãÿìæøîÉóÂÛùÅæóÂäÃîÈÛäõêòØ (Wieringa and Verhoef, 2007) Åèóâăè­ĂÉ ×øîÿÜĆÚÖòèËöĈèòÕëČóÅòÎ
ÃîÈÅùÔáóßÅèóâëòâßòÚÙ° (Anuwichanont, 2010) Âæ¬óèÅøî ÿâøćîæúÂÅ­óÿÂõÕÅèóâăè­èóÈĂÉÖ¬îÖäóëõÚÅ­ó 



                                 èóäëóäÛäõìóäÙùäÂõÉÿØÅāÚāæãöâìóÚÅä 
 

ÜöØöć 15 ÊÛòÛØöć 2 (ÂäÂÏóÅâ · ÙòÚèóÅâ 2561) 

31 

ìäøîÝú­Ăì­ÛäõÂóä ã¬îââöÅèóâãõÚÕöØöćÉñÝúÂëòâßòÚÙ°Āæñã÷Õ×øîÅèóâëòâßòÚÙ°ÚòĈÚÖ¬îăÜÉÚÂæóãâóÿÜĆÚ
ÅèóâëòâßòÚÙ°ØöćãòćÈãøÚ  
 ÝæÉóÂÂóäØÛØèÚèääÔÂääâÉ÷ÈăÕ­Ã­îëäùÜè¬ó ÅèóâÝúÂßòÚØöćæúÂÅ­óâöÖ¬îîÈÅ°Âä ĀæñÅèóâ
ăè­èóÈĂÉÃîÈæúÂÅ­ó ÿÜĆÚîÈÅ°ÜäñÂîÛëČóÅòÎÃîÈÅùÔáóßÅèóâëòâßòÚÙ°Øöćëóâóä×ëñØ­îÚ×÷ÈëòâßòÚÙáóß
îòÚÕöäñìè¬óÈÝú­Ăì­ÛäõÂóäÂòÛæúÂÅ­ó ĀæñÅùÔáóßÅèóâëòâßòÚÙ°ÚòĈÚÂĆÿËøćîâāãÈÅèóâëòâßòÚÙ°ØóÈÛèÂÂòÛ
ÅèóâáòÂÕöÃîÈæúÂÅ­ó āÕãÿÊßóñÂóäëä­óÈÅèóâăè­èóÈĂÉÚòĈÚ ×øîăÕ­è¬óÿÜĆÚÜòÉÉòãëČóÅòÎÖ¬îÂóääòÂêóæúÂÅ­ó 
(Reichheld and Schefter, 2000) Āæñë¬ÈÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óîöÂÕ­èã (Reichheld, 2003) ØòĈÈÚöĈ
ÂóäØöćÅùÔáóßÅèóâëòâßòÚÙ°âöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óÚòĈÚÿÜĆÚÿßäóñÝú­Ăì­ÛäõÂóäëóâóä×Ăì­ÛäõÂóäăÕ­
ÖóâØöćăÕ­Ăì­ÅČóâòćÚëòÎÎó ĀæñÿÜĆÚăÜÖóâØöćæúÂÅ­óÅóÕìèòÈăè­ (Foscht, et al., 2009) ãõćÈØČóĂì­æúÂÅ­óÿÂõÕ
ÅèóâÿËøćîâòćÚ Āæñăè­èóÈĂÉăÕ­âóÂÿØ¬óăä ÂĆÉñØČóĂì­ÜÐõëòâßòÚÙ°ØóÈÙùäÂõÉäñìè¬óÈëîÈÞ¬óãÕČóÿÚõÚăÜîã¬óÈ
Ö¬îÿÚøćîÈ ĀæñÂ¬îĂì­ÿÂõÕÿÜĆÚÅèóâÝúÂßòÚÖ¬îÂòÚ (Luarn and Lin, 2005) āÕãØöćæúÂÅ­óÿîÈÂĆăâ¬ÅõÕØöćÉñ
ÿÜæöćãÚÝú­Ăì­ÛäõÂóä ÿÚøćîÈÉóÂâöÅèóâÿëöćãÈìäøîÅèóâÿëöãìóãÉóÂÂóäÿÜæöćãÚĀÜæÈÝú­Ăì­ÛäõÂóä ìäøîÂóä
ëä­óÈëòâßòÚÙáóßĂìâ¬ (Aydin and Ozer, 2006) 

4. ĀÚèÅõÕÿÂöćãèÂòÛÅèóâáòÂÕöÃîÈæúÂÅ­ó (Customer Loyalty) ĀÚèÅõÕÅèóâáòÂÕöÃîÈæúÂÅ­óÚòĈÚ
âöÅèóâëČóÅòÎâóÂĂÚîùÖëóìÂääâÛäõÂóä ÿÚøćîÈÉóÂÿÜĆÚîùÖëóìÂääâØöćÝæõÖëõćÈØöćÉòÛÖ­îÈăâ¬ăÕ­ æúÂÅ­óâòÂ
äú­ë÷ÂâöÅèóâÿëöćãÈëúÈØöćÖ­îÈÜäñÿâõÚÅùÔÅ¬óÉóÂëõćÈØöćÉòÛÖ­îÈăâ¬ăÕ­ É÷ÈÖ­îÈĂË­ÅèóâáòÂÕöÃîÈæúÂÅ­óÖ¬îÝú­
Ăì­ÛäõÂóäÿÜĆÚÿÈøćîÚăÃëČóÅòÎĂÚÂóäæÕÅèóâÿëöćãÈÉóÂÂóäÌøĈîÛäõÂóäÕòÈÂæ¬óèâóĀæ­è (Dick and Basu, 
1994) ëîÕÅæ­îÈÂòÛÃ­îÅõÕÿìĆÚÃîÈ Reichheld (2003) Ì÷ćÈÂæ¬óèè¬óÅèóâáòÂÕöÿÜĆÚâóÖäÑóÚØîÈÅČóÃîÈ
ÂóäèòÕÅùÔáóßÃîÈÅèóâëòâßòÚÙ° Õ­èãÿìÖùÚöĈ Ýú­èõÉòãÉ÷ÈăÕ­ØÛØèÚèääÔÂääâØöćÿÂöćãèÂòÛÚõãóâ Āæñ
îÈÅ°ÜäñÂîÛÃîÈÅèóâáòÂÕöÃîÈæúÂÅ­óāÕãâù¬ÈÿÚ­ÚăÜØöćÙùäÂõÉÛäõÂóä Ì÷ćÈßÛè¬óÚõãóâÃîÈÅèóâáòÂÕöÃîÈ
æúÂÅ­óÚòĈÚâöÚòÂèõËóÂóäĂì­Åèóâìâóãăè­âóÂâóã (Patterson, 2007; ÚßâÔö áóäù¬ÈāäÉÚ°äòÖÚ° ĀæñØõßã°
äòÖÚ° ÿæóìèõÿËöãä, 2560) ĀÖ¬ëóâóä×ëäùÜăÕ­è¬óÅèóâáòÂÕöÃîÈæúÂÅ­óìâóã×÷ÈÅèóâÝúÂßòÚîã¬óÈĀÚÛĀÚ¬Ú
ØöćÉñÅÈăè­Ì÷ćÈÅèóâëòâßòÚÙ°äñìè¬óÈÝú­ÌøĈîÂòÛÝú­ÃóãĀæñßä­îâØöćÉñĂì­ÂóäëÚòÛëÚùÚëõÚÅ­óĀæñÛäõÂóäÃîÈ
Ýú­ÃóãÖ¬îăÜ āÕãăâ¬ÅõÕÉñÿÜæöćãÚăÜÌøĈîìäøîĂË­ÛäõÂóäÉóÂÝú­ÃóãäóãîøćÚ ÕòÈăÕ­Âæ¬óèâóĀæ­è 

ÉóÂÚõãóâÃîÈÅèóâáòÂÕöÃîÈæúÂÅ­ó Ýú­èõÉòãÉ÷ÈăÕ­ÚČóâóÜäñãùÂÖ°ĀæñÂČóìÚÕÿÜĆÚÚõãóâÅèóâáòÂÕö
ÃîÈæúÂÅ­óÖ¬îÝú­Ăì­ÛäõÂóäāØäéòßØ°ÿÅæøćîÚØöć Ì÷ćÈÉñìâóã×÷ÈäñÕòÛÃîÈØòéÚÅÖõĀæñßåÖõÂääâØöćĀëÕÈ×÷È
ÅèóâÖòĈÈĂÉØöćÉñîùÜ×òâá° ÂóäÌøĈîÌČĈó ÂóäÛîÂÿæ¬óÿÂöćãèÂòÛÝú­Ăì­ÛäõÂóäĂÚĀÈ¬Õö ÂóäÿæøîÂĂË­ÛäõÂóäÉóÂÝú­
Ăì­ÛäõÂóäØöćĂË­ÛäõÂóäîãú¬ĂÚÜòÉÉùÛòÚÿßöãÈäóãÿÕöãèÿØ¬óÚòĈÚ Āâ­è¬óÉñâöäóÅóëúÈÂè¬óÝú­Ăì­ÛäõÂóääóãîøćÚÂĆÖóâ 
(Kandampully and Suhartanto, 2000) ÕòÈăÕ­Âæ¬óèâóĀæ­èĂÚÖîÚÖ­Ú ÉóÂÚõãóâØöćÂæ¬óèâóÚöĈĀëÕÈĂì­
ÿìĆÚè¬ó ÂóäèõÿÅäóñì°ÿÂöćãèÂòÛÅèóâáòÂÕöÃîÈæúÂÅ­óÉñÜäñÂîÛÕ­èãÅèóâáòÂÕöÿËõÈßåÖõÂääâ ĀæñÿËõÈ
ØòéÚÅÖõÃîÈæúÂÅ­óāÕãÂóäèòÕÅèóâáòÂÕöÿËõÈØòéÚÅÖõÚòĈÚ ÚòÂèõËóÂóäë¬èÚĂìÎ¬ÉñèòÕÉóÂ ÅèóâìÚòÂĀÚ¬Ú
ĂÚëõćÈØöćËîÛ Ì÷ćÈÿÜĆÚÂóäĀëÕÈÅèóâËîÛÝú­Ăì­ÛäõÂóääóãĂÕäóãìÚ÷ćÈîîÂâóîã¬óÈËòÕÿÉÚ (Thurau, 
Gwinner, and Gremler, 2002) āÕãăâ¬ÅõÕØöćÉñÿÜæöćãÚăÜĂË­ÛäõÂóäÉóÂÝú­Ăì­ÛäõÂóäîøćÚ ×÷ÈĀâ­è¬óÝú­
Ăì­ÛäõÂóääóãîøćÚÉñÅõÕÅ¬óÛäõÂóä×úÂÂè¬óÂĆÖóâ  
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 ĂÚÂóäé÷ÂêóÿäøćîÈ ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­ó
ĂÚÂóäĂË­ÛäõÂóääñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãëóâóä×ÜäñãùÂÖ°ĂË­ĀÚèÅõÕÃîÈ Hertog (2000), 
Dwyer et al., (1987) Āæñ Crosby et al., (2000) Ì÷ćÈÿëÚîÜòÉÉòãëČóÅòÎØöćØČóĂì­ÿÂõÕÅèóâáòÂÕöÂóäĂË­
ÛäõÂóä Ýú­èõÉòãÉ÷Èã÷ÕĀÚèÅõÕÃîÈ Hertog (2000); Dwyer et al., (1987) Āæñ Crosby et al., (2000) ĂÚ
ÂóäßõÉóäÔóÿæøîÂÖòèĀÜäëóÿìÖùÃîÈÂóäé÷ÂêóÚöĈ 
 

ÂäîÛĀÚèÅèóâÅõÕ 

 
 ÉóÂÂóäØÛØèÚèääÔÂääâØòĈÈĂÚÜäñÿØéĀæñÖ¬óÈÜäñÿØé Ýú­èõÉòãăÕ­ëäùÜÜòÉÉòãØöćÿÜĆÚÖòèĀÜäĂÚ
Âóäé÷ÂêóĀæñÂČóìÚÕÂäîÛĀÚèÅèóâÅõÕØóÈÂóäèõÉòã āÕãĀÛ¬ÈîîÂÿÜĆÚ 3 îÈÅ°ÜäñÂîÛ Åøî 1) 
ÚèòÖÂääâÛäõÂóä 2) ÅùÔáóßÅèóâëòâßòÚÙ° Āæñ 3) ÅèóâáòÂÕöÃîÈæúÂÅ­ó ĀëÕÈÕòÈäúÜØöć 1 
 
 
 
 
 
 
 
 

 
 
 
 
 

 
 

äúÜØöć 1: ÂäîÛĀÚèÅèóâÅõÕÂóäèõÉòã 

 

äñÿÛöãÛèõÙöèõÉòã 

 
ÂóäèõÉòãÅäòĈÈÚöĈÿÜĆÚÂóäèõÉòãÿËõÈÜäõâóÔ (Quantitative Research) āÕãØČóÂóäé÷Âêó

ÅèóâëòâßòÚÙ°äñìè¬óÈÚèòÖÂääâÛäõÂóä ÅùÔáóßÅèóâëòâßòÚÙ° ĀæñÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
 

1. ÜäñËóÂäØöćĂË­é÷Âêó Åøî æúÂÅ­óØöćĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãØöćâöë¬èÚĀÛ¬È
ÂóäÖæóÕâóÂØöćëùÕ ƙ ÿÅäøîÃ¬óã Åøî ÿîăîÿîë ØäúâúàÿîË Āæñ ÕöĀØÅ (ëČóÚòÂÈóÚë×õÖõĀì¬ÈËóÖõ, Ƙƛ59) 

ÚèòÖÂääâÛäõÂóä 
(Service Innovation) 

1. Õ­óÚÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ 

2. Õ­óÚÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó 

3. Õ­óÚÂäñÛèÚÂóäĂì­ÛäõÂóä 

4. Õ­óÚÿØÅāÚāæãöÂóäĂì­ÛäõÂóä 
 

ëââÖõÑóÚØöć 1 

ÅèóâáòÂÕöÃîÈæúÂÅ­ó 
(Customer Loyalty) 

ÅùÔáóßÅèóâëòâßòÚÙ° 
(Relationship Quality) 

1. Õ­óÚÅèóâÝúÂßòÚÃîÈæúÂÅ­ó 

2. Õ­óÚÅèóâăè­èóÈĂÉÃîÈæúÂÅ­ó 

ëââÖõÑóÚØöć 2 
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2. Âæù¬âÖòèîã¬óÈØöćĂË­ĂÚÂóäèõÉòã Åøî æúÂÅ­óØöćĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
ĂÚË¬èÈÿÕøîÚâöÚóÅâ ß.é. Ƙƛ60 āÕãÂóäÂČóìÚÕÖòèîã¬óÈÉóÂÂæù¬âÖòèîã¬óÈĀÛÛăâ¬ØäóÛÜäñËóÂäÃîÈ 
W.G. Cochran (ÉõäóáäÔ° ÂâæèóØõÚ, ƘƛƛƜ) ÉČóÚèÚ ƙƞƚ Öòèîã¬óÈ ĀÖ¬ÿßøćîÅèóâĀâ¬ÚãČóÃîÈÃ­îâúæĂÚ
ÂóäÿÂĆÛÖòèîã¬óÈ Ýú­èõÉòãÉ÷ÈÿÂĆÛÖòèîã¬óÈÉČóÚèÚ ƚƖƖ Öòèîã¬óÈ ÂóäÿÂĆÛäèÛäèâÃ­îâúæÅäòĈÈÚöĈ ĂË­Âóäëù¬âĀÛÛ
ìæóãÃòĈÚÖîÚ (Multistage Random Sampling) āÕãÝú­èõÉòãØČóÂóäëù¬âîã¬óÈÈ¬óã (Simple Random 
Sampling) Õ­èãèõÙöÂóäÉòÛÊæóÂāÕãÂóäëù¬âÉòÈìèòÕĂÚĀÖ¬æñáóÅØòĈÈìâÕÉČóÚèÚ ƝƝ ÉòÈìèòÕ ĀæñØČóÂóä
ëù¬âĀÛÛÉòÛÊæóÂâóÉČóÚèÚ ƞ ÉòÈìèòÕ Åøî ÉòÈìèòÕÂäùÈÿØß ÉòÈìèòÕÿËöãÈĂìâ¬ ÉòÈìèòÕîùÕä ÉòÈìèòÕĀßä¬ 
ÉòÈìèòÕËæÛùäö ÉòÈìèòÕËùâßä ÉòÈìèòÕßòÈÈó ĀæñÉòÈìèòÕäñÚîÈ āÕãÝú­èõÉòãØČóÂóäĀÉÂĀÛÛëîÛ×óâ ÉòÈìèòÕ
æñ ƛƖ ËùÕ Ì÷ćÈÿÜĆÚÂóäĀÛ¬ÈÖóâāÅèÖó (Quota) ĀæñÿÂĆÛÃ­îâúæÂòÛÂæù¬âÖòèîã¬óÈĂÚĀÖ¬æñĀì¬ÈÕ­èãèõÙöÂóä
ëù¬âÖòèîã¬óÈĀÛÛÖóâëñÕèÂ (Convenience Sampling) 
 3. ÿÅäøćîÈâøîØöćĂË­ĂÚÂóäèõÉòã Åøî ĀÛÛëîÛ×óâ ÜäñÂîÛÕ­èã 4 ë¬èÚ Åøî ë¬èÚØöć 1 Ã­îâúæ
ÿÂöćãèÂòÛæòÂêÔñØóÈÜäñËóÂäéóëÖä° ë¬èÚØöć 2 Ã­îâúæÿÂöćãèÂòÛÚèòÖÂääâÛäõÂóä ÜäñÂîÛÕ­èã 4 Õ­óÚ 
Åøî Õ­óÚÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ Õ­óÚÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó Õ­óÚÂäñÛèÚÂóäĂì­ÛäõÂóä ĀæñÕ­óÚ
ÿØÅāÚāæãöÂóäĂì­ÛäõÂóä ë¬èÚØöć 3 Ã­îâúæÿÂöćãèÂòÛÅùÔáóßëòâßòÚÙ°ÃîÈæúÂÅ­ó ÜäñÂîÛÕ­èã 2 Õ­óÚ Åøî 
Õ­óÚÅèóâÝúÂßòÚØöćæúÂÅ­óØöćâöÖ¬îîÈÅ°Âä ĀæñÕ­óÚÅèóâăè­èóÈĂÉÃîÈæúÂÅ­ó Āæñë¬èÚØöć 4 Ã­îâúæÿÂöćãèÂòÛ
ÅèóâáòÂÕöÃîÈæúÂÅ­ó 

4. ÂóäìóÅùÔáóßÃîÈÿÅäøćîÈâøîØöćÿÜĆÚÅ¬óÅèóâÖäÈ (Validity) āÕãÝú­èõÉòãÚČóĀÛÛ ëîÛ×óâ
ÊÛòÛä¬óÈØöćëä­óÈÃ÷ĈÚĀæñÚČóăÜĂì­Ýú­ØäÈÅùÔèùÓõØöćâöÅèóâäú­ÿÊßóñØóÈ Ăì­ØČóÂóäßõÉóäÔóĀÛÛëîÛ×óâ 
ÉČóÚèÚ ƙ Ø¬óÚ ÿßøćîÿÜĆÚÂóäØÕëîÛÅèóâÖäÈ (Validity) ÅèóâÅäîÛÅæùâÃîÈÿÚøĈîìó ĀæñÅèóâ×úÂÖ­îÈ
ĂÚëČóÚèÚáóêó ĀæñÅèóâëîÕÅæ­îÈÃîÈÃ­îÅČó×óâÂòÛèòÖ×ùÜäñëÈÅ° ìæòÈÉóÂÚòĈÚ Ýú­èõÉòãÉ÷ÈăÕ­ÚČó
ĀÛÛëîÛ×óâØöćÝ¬óÚÂóäÜäñÿâõÚÃîÈÝú­ØäÈÅùÔèùÓõ âóĂË­ÿÜĆÚĀÚèØóÈëČóìäòÛÂóäÜäòÛÜäùÈĀÂ­ăÃ
ĀÛÛëîÛ×óâ ĀæñìóÅ¬óÅèóâÖäÈÖóâÿØÅÚõÅ Item Objective Congruence (IOC) ÖóâÿÂÔÒ°ØöćÖ­îÈ
âóÂÂè¬ó Ɩ.5 Ì÷ćÈÂóäØÕëîÛĀÛÛëîÛ×óâßÛè¬ó ăÕ­Å¬óÅèóâÖäÈÃîÈĀÛÛëîÛ×óâÿØ¬óÂòÛ Ɩ.Ɵƛ Ì÷ćÈîãú¬
ĂÚäñÕòÛÕö ĀæñÂóäÖäèÉëîÛÅèóâÿËøćîâòćÚ (Reliability) āÕãĂË­èõÙöëòâÜäñëõØÙõċĀîæà¬ó (a - 
Coefficient) ÃîÈÅäîÚÛòÅ (Cronbach) ÝæÂóäØÕëîÛÅèóâÿËøćîâòćÚ a= 0.814 Ì÷ćÈÿÂÔÒ°ØöćãîâäòÛăÕ­
Ö­îÈâöÅ¬óâóÂÂè¬ó 0.700 

5. ÂóäĂË­ë×õÖõĂÚÂóäèõÿÅäóñì°Ã­îâúæ ĂË­ë×õÖõÿËõÈßääÔÚó (Descriptive statistics) ÉóÂ
Å¬óë×õÖõä­îãæñ (Percentage) Å¬óÿÊæöćã (Mean) Āæñë¬èÚÿÛöćãÈÿÛÚâóÖäÑóÚ (Standard deviation) ë¬èÚ
ë×õÖõî­óÈîõÈØöćĂË­ìóÅèóâëòâßòÚÙ°äñìè¬óÈÜòÉÉòãĂË­ë×õÖõëìëòâßòÚÙ°îã¬óÈÈ¬óãÃîÈÿßöãä°ëòÚ (Pearson 
Product Moment Correlation Coefficient) ĀæñÂóäëä­óÈëâÂóä×Õ×îãÿËõÈÿë­ÚĀÛÛßìùÅúÔ (Multiple 
Linear Regression: MRA) ÃîÈÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã
Õ­èãèõÙö Stepwise 
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ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­ÛäõÂóä 
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 

ÝæÂóäèõÉòã  

 
 Ã­îâúæë¬èÚÛùÅÅæÃîÈÝú­ĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã ßÛè¬ó Âæù¬âÖòèîã¬óÈë¬èÚĂìÎ¬
ÿÜĆÚÿßéËóãâóÂÂè¬óÿßéìÎõÈ ÅõÕÿÜĆÚä­îãæñ ƛƟ.ƘƖ Āæñ ƚƖ.ƞ ÖóâæČóÕòÛ âöîóãù ƙƜ - ƚƛ Üö ÅõÕÿÜĆÚ
ä­îãæñ ƚƛ.Ɯ ÜäñÂîÛîóËößÂõÉÂóäë¬èÚÖòè ÅõÕÿÜĆÚä­îãæñ ƘƝ.ƛ âöÂóäé÷ÂêóäñÕòÛÜäõÎÎóÖäö ÅõÕÿÜĆÚ
ä­îãæñ ƚƛ.Ƙ ĀæñâöäóãăÕ­Ö¬îÿÕøîÚäñìè¬óÈ ƙƖ,ƖƖƗ - ƚƖ,ƖƖƖ ÛóØ ÅõÕÿÜĆÚä­îãæñ ƚƗ.Ɯ 
 èòÖ×ùÜäñëÈÅ°ÂóäèõÉòãØöć Ɨ ÚèòÖÂääâÛäõÂóäØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛ
āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã äñÕòÛÚèòÖÂääâÛäõÂóäØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛ
āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãßÛè¬ó Âæù¬âÖòèîã¬óÈÿìĆÚÕ­èãĂÚäñÕòÛâóÂ ăÕ­ĀÂ¬ ÂóäĂì­ÛäõÂóäĀÚè
Ăìâ¬ (x= ƙ.Ɵƛ, S.D.=Ɩ.ƟƖƗ) ÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó ( x= ƙ.ƟƖ, S.D.=Ɩ.ƞƞƝ) ÂäñÛèÚÂóä
ÛäõÂóä (x = ƙ.Ɲƞ, S.D.=Ɩ.ƞƗƟ) ĀæñÿØÅāÚāæãöÂóäĂì­ÛäõÂóä ( x = ƙ.ƞƛ, S.D.=Ɩ.ƟƚƘ)  ÜòÉÉòã
Õ­óÚÅùÔáóßÅèóâëòâßòÚÙ° ßÛè¬ó Âæù¬âÖòèîã¬óÈÿìĆÚÕ­èãĂÚäñÕòÛâóÂ ăÕ­ĀÂ¬ ÅèóâÝúÂßòÚÃîÈæúÂÅ­ó ( 
x= ƙ.ƞƛ, S.D.=Ɩ.ƟƗƛ) Åèóâăè­èóÈĂÉÃîÈæúÂÅ­ó ( x= ƙ.ƟƘ, S.D.=Ɩ.ƞƟƞ)  Āæñ ÜòÉÉòãÕ­óÚÅèóâ
áòÂÕöÃîÈæúÂÅ­ó ßÛè¬ó îãú¬ĂÚäñÕòÛâóÂ ( x= ƙ.53, S.D.=Ɩ.894) 
 èòÖ×ùÜäñëÈÅ°ÂóäèõÉòãØöć 2 ÂóäèõÿÅäóñì°ÅèóâëòâßòÚÙ°ÃîÈÚèòÖÂääâÛäõÂóäĀæñÅùÔáóß
ÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãāÕãÂóäĂË­
èõÙöèõÿÅäóñì°ĂË­ë×õÖõëìëòâßòÚÙ°îã¬óÈÈ¬óãÃîÈÿßöãä°ëòÚ (Pearson Product Moment Correlation 
Coefficient) ßÛè¬ó ÜòÉÉòãØùÂÖòèØöćâöÅèóâëòâßòÚÙ°ØóÈÛèÂÂòÛÂòÛÅèóâáòÂÕöĂÚÂóäĂË­äñÛÛ
āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã îã¬óÈâöÚòãëČóÅòÎØóÈë×õÖõØöćäñÕòÛ Ɩ.ƖƗ Ì÷ćÈÝæÂóäØÕëîÛĀëÕÈăè­ĂÚ
ÖóäóÈØöć 1 
 
ÖóäóÈØöć 1: ÅèóâëòâßòÚÙ°äñìè¬óÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ÂòÛÅèóâáòÂÕöĂÚÂóäĂË­äñÛÛ

āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã 
ÖòèĀÜä Ɨ Ƙ ƙ ƚ ƛ Ɯ 

Ɨ. ÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ 
Ƙ. ÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó 
ƙ. ÂäñÛèÚÂóäĂì­ÛäõÂóä 
ƚ. ÿØÅāÚāæãöĂÚÂóäĂì­ÛäõÂóä 
ƛ. ÅèóâÝúÂßòÚÃîÈæúÂÅ­ó 
Ɯ. Åèóâăè­èóÈĂÉÃîÈæúÂÅ­ó 

Ɨ.ƖƖƖ 
Ɩ.ƝƖƙ** 
Ɩ.ƝƙƝ** 
Ɩ.ƜƜƗ** 
Ɩ.ƛƟƗ** 
Ɩ.ƝƗƗ** 

 
Ɨ.ƖƖƖ 
Ɩ.ƛƛƚ** 
Ɩ.ƛƘƗ** 
Ɩ.ƚƚƝ** 
Ɩ.ƜƜƗ** 

 
 
Ɨ.ƖƖƖ 
Ɩ.ƛƙƛ** 
Ɩ.ƛƞƗ** 
Ɩ.Ɲƚƞ** 

 
 
 
Ɨ.ƖƖƖ 
Ɩ.ƚƞƖ** 
Ɩ.ƝƘƛ** 

 
 
 
 
Ɨ.ƖƖƖ 
Ɩ.ƛƝƞ** 

 
 
 
 
 
Ɨ.ƖƖƖ 

**âöÚòãëČóÅòÎØóÈë×õÖõØöćäñÕòÛ Ɩ.Ɩƛ  **âöÚòãëČóÅòÎØóÈë×õÖõØöćäñÕòÛ Ɩ.ƖƗ 
 
 èòÖ×ùÜäñëÈÅ°ÂóäèõÉòãØöć 3 ÝæÂóäßòÓÚóäúÜĀÛÛÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°Øöćâö
ÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãÕ­èãëâÂóä×Õ×îãÿËõÈÿë­Ú
ĀÛÛßìù (Multiple linear regressions: MRA) èõÙö Stepwise āÕãÜòÉÉòãëČóÅòÎâöÅèóâëîÕÅæ­îÈÂòÛ
Ã­îâúæÿËõÈÜäñÉòÂê° ĀæñâöÅèóâëóâóä×ĂÚÂóäßãóÂäÔ° ăÕ­äñÕòÛÕö ØòĈÈÚöĈâöÅ¬óëìëòâßòÚÙ°ßìùÅúÔÂČóæòÈ
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ëîÈ (R2) ÿØ¬óÂòÛ 0.742 ìäøîÅõÕÿÜĆÚä­îãæñ 74.2 Ì÷ćÈëóâóä×ÿÃöãÚÿÜĆÚëâÂóä×Õ×îãÿßøćîÚČóăÜÿÜĆÚ
ÜòÉÉòãëČóÅòÎĂÚÂóäßòÓÚóäúÜĀÛÛÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈ
æúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã ÅøîÅèóâáòÂÕöÃîÈæúÂÅ­ó = Ɩ.211ÂäñÛèÚÂóä
Ăì­ÛäõÂóä+.551ÅèóâÝúÂßòÚÃîÈæúÂÅ­ó+.312Åèóâăè­èóÈĂÉÃîÈæúÂÅ­ó  
 
ÖóäóÈØöć 2: ÖóäóÈĀëÕÈÅ¬óëòâÜäñëõØÙõċëâÂóä×Õ×îãÿËõÈÿë­ÚĀÛÛßìùÅúÔÕ­èãèõÙö Stepwise 

ÜòÉÉòã b S.E.B Beta t p-value 

ÂäñÛèÚÂóäÂóäĂì­ÛäõÂóä 
ÅèóâÝúÂßòÚÃîÈæúÂÅ­ó 
Åèóâăè­èóÈĂÉÃîÈæúÂÅ­ó 

Ɩ.ƘƗƗ 
Ɩ.ƛƛƗ 
Ɩ.ƙƗƘ 

Ɩ.Ɨƛƚ 
Ɩ.ƖƚƗ 
Ɩ.Ɩƙƛ 

Ɩ.ƗƚƘ 
Ɩ.ƘƘƞ 
Ɩ.Ɨƞƛ 

ƛ.ƚƘƖ 
ƚ.ƜƛƜ 
Ƙ.ƞƙƗ 

Ɩ.ƖƖƖ 
Ɩ.ƖƖƖ 
Ɩ.ƖƖƖ 

R Square (RƘ) = Ɩ.ƝƚƘ Adjust R Square (ARƘ) = Ɩ.Ɯƛƙ Std. Error of the Estimate (S.E.) = 0.ƘƗƝ F= ƗƘƜ.ƘƙƗ 
Sig. = 0.ƖƖƖ 

 

ëäùÜĀæñîáõÜäóãÝæ 

 
 Ɨ. ÂóäèõÿÅäóñì°ÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÅèóâëòâßòÚÙ°ÂòÛÅèóâáòÂÕö
ÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãßÛè¬óÜòÉÉòãØöćÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­ó 
ÜäñÂîÛÕ­èã Ɯ ÜòÉÉòã ăÕ­ĀÂ¬ ÂóäĂì­ÛäõÂóäĀÚèĂìâ¬ÂóäâöÜÐõëòâßòÚÙ°ÂòÛæúÂÅ­ó ÂäñÛèÚÂóäĂì­ÛäõÂóä 
ÿØÅāÚāæãöĂÚÂóäĂì­ÛäõÂóä ÅèóâÝúÂßòÚÃîÈæúÂÅ­ó ĀæñÅèóâăè­èóÈĂÉÃîÈæúÂÅ­ó 
 2. Âóäëä­óÈëâÂóä×Õ×îãāÕãĂË­èõÙö Stepwise ÿßøćîÚČóăÜÿÜĆÚÜòÉÉòãëČóÅòÎĂÚÂóäßòÓÚó
äúÜĀÛÛÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­äñÛÛ
āØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØã āÕãÚČóÖòèĀÜäîõëäñÿÃ­óëâÂóäØòĈÈ Ɯ ÖòèĀÜä ĀæñÝæÉóÂèõÿÅäóñì° 
MRA ßÛè¬óëâÂóä×Õ×îãÃîÈÅèóâáòÂÕöÃîÈæúÂÅ­óâö ƙ ÖòèĀÜä ăÕ­ĀÂ¬ ÂäñÛèÚÂóäĂì­ÛäõÂóä Åèóâ
ÝúÂßòÚÃîÈæúÂÅ­ó ĀæñÅèóâăè­èóÈĂÉÃîÈæúÂÅ­ó Ì÷ćÈëâÂóä×Õ×îãØöćăÕ­ ëóâóä×ä¬èâÂòÚîÙõÛóãÅèóâÝòÚ
ĀÜäÃîÈÂóäÖòÕëõÚĂÉĂË­ÛäõÂóä ăÕ­ä­îãæñ 74.2 ĀæñâöÅ¬óÅèóâĀÜäÜäèÚÿØ¬óÂòÛ Ɩ.ƘƗƝ āÕãëóâóä×
ÿÃöãÚÿÜĆÚäúÜĀÛÛÚèòÖÂääâÛäõÂóäĀæñÅùÔáóßÅèóâëòâßòÚÙ°ØöćâöÝæÖ¬îÅèóâáòÂÕöÃîÈæúÂÅ­óĂÚÂóäĂË­
äñÛÛāØäéòßØ°ÿÅæøćîÚØöćĂÚÜäñÿØéăØãÕòÈĀëÕÈĂÚäúÜØöć ƙ 
 




