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Abstract
This study aims at examining the effects of strategic pricing on firm
performance. The samples of the study are 148 cosmetics SMEs in Thailand.
The results find that strategic pricing has a positive effect on market response,

sustainable competitive advantage and firm performance. Also, market response
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has a positive influence on both sustainable competitive advantage and firm
performance while sustainable competitive advantage has a positive impact on
firm performance. This study confirms that strategic pricing is a dynamic capability
and it is a key factor of their competitive advantage and performance.

Keywords: Strategic Pricing Market Response Firm Performance Sustainable

Competitive Advantage

Introduction

Nowadays, competitive markets and environments have continuously
changed. They are highly rigorous and uncertain. To achieve success in
entrepreneurship, operation, practices, and activities, firms need to create and
implement their competencies, capabilities and potentialities through utilizing
valuable resources, and assets in doing business. These effective creations and
implementations can enhance firms to efficiently respond to customer needs and
market requirements and achieve sustainable competitive advantage, superior
performance and long-term survival. Thus, business competencies, capabilities
and potentialities are important for enabling their success and sustainability.
Strategic management accounting is one of the management accounting
approaches, methods, processes, and procedures and it reflects firms’ valuable
business competencies, capabilities and potentialities. It is a key determinant of
competitive advantage and performance. In this study, strategic management
accounting is defined as the provision and analysis of management accounting
data, information and insight about a business and its competitors and competitive
markets and environments, for use in developing and monitoring business
strategies and techniques (Simmonds, 1981). It explicitly highlights strategic issues
and concerns with using financial information and non-financial information in
order to develop superior strategies as means to achieve sustainable competitive
advantage and outstanding performance (Ward 1993). In addition, strategic
management accounting provides for a more external, long-term, forward-looking,

and strategic focus (Cadez & Guilding, 2008). It comprises of five techniques,
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namely strategic costing, strategic performance measurement, strategic decision
making, competitor accounting, and customer accounting. Greater strategic
management accounting implementation can promote firms to be stable and
grow in the competitive markets and environments.

Strategic pricing is one of efficient strategic decision-making techniques
and it is used to determine, drive and explain changing levels of competitive
advantage and performance. Here, strategic pricing refers to the management
accounting data and information used to provide pricing decisions that comply
with strategic objectives of firms and directly relates to costs involved with their
businesses (Tzokas et al. 2000). Best pricing policy and optimal pricing offer can
increase firms’ competitiveness and improve their valuable outcome. Effective
strategic pricing can influence customers’ choices, prevent competitors’
market entry and competency and fulfill market requirements and expectations.
Therefore, strategic pricing has a significant impact on firms’ competitive edge in
competing against competitors and successfully dealing with rigorously uncertain
competitive markets and environments. Additionally, strategic pricing is defined
as the analysis of strategic factors in the pricing decision process (Turner et al.
2017). It comprises of competitor reaction, elasticity, market growth, economies
of scale, and experience. Both cost and non-cost factors can assist firms to
develop pricing policies in order to promote market response, gain sustainable
competitive advantage and achieve superior performance. With regard to pricing in
a competitive environment, costs, marketing, technological changes, and business
and competitive forecasting are important factors that link to the aforementioned
outcome. Thus, strategic pricing significantly determines firms’ market response,
sustainable competitive advantage and firm performance. It is likely to drive
their business outcome.

This study aims at examining the effects of strategic pricing on firm
performance of cosmetics SMEs in Thailand. Cosmetics SMEs in Thailand have
grown very fast from the past to the present according to increased competencies,

capabilities and potentialities of Thai entrepreneurs and continuous growths
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of information and internet technology that enhance their successful business
operations and they have created much value to Thai economy, including

economic development, employment, tax revenue, and others.

Relevant Literature Review

Hla H2b

R Market

Strategic || Response Firm
_>
Pricing H2a ¢ Performance

Hib Sustainable H3 )

»|  Competitive

Advantage Hic

Figure 1 A Conceptual Model of Strategic Pricing and Firm Performance

According to dynamic capability theory, a capability is an important
source of firms’ competitive advantage and performance (Teece, Pisano & Shuen,
1997). It must be valuable, rare, inimitable, and non-substitutable. It also creates,
adapts, combines, integrates, and reconfigures skills, resources and abilities to
renew competencies to achieve congruence with changing competitive markets
and environments. In this study, strategic pricing is considered as a valuable
dynamic capability of firms and it is proposed to determine, drive and explain
changing levels of market response, sustainable competitive advantage and firm
performance. Thus, the research relationships of these variables are discussed
and hypothesized. The conceptual model presents the aforementioned

relationships, as shown in Figure 1.

Strategic Pricing

Strategic pricing is one of the strategic management accounting techniques
and it plays a significant role in helping firms respond to customer needs, fulfill
market requirements and deal with business environment, increase sustainable
competitive advantage, and improve outstanding performance. Then, the effects

of strategic pricing on market response, sustainable competitive advantage and
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firm performance are empirically investigated. Here, strategic pricing is considered
as a valuable business approach to determining competitive advantage and
performance. It is defined as the management accounting data and information,
including financial and non-financial aspects used to provide pricing decisions that
comply with strategic objectives of firms and directly relates to costs involved
with their businesses (Tzokas et al.,, 2000). To obtain successful strategic
pricing, company-, market- and product-related factors are considered. Firstly,
company-related factors are competencies, capabilities, potentialities, resources,
assets, and experiences of firms. Secondly, market-related factors are
characteristics and behaviors of customers, competitors, suppliers, and
environments. Thirdly, product-related factors are degrees of product uniqueness
and differentiation, stages of product life cycle and availabilities of substitutes.
Similarly, costs, customer demand and competitor behavior are main factors
to set pricing policies. Firms need to pay attention to these factors through
effectively managing costs, efficiently responding to customer needs and
excellently learning competitor operations, practices and activities in order to
gain competitiveness and promote performance in highly uncertain competitive
markets and environments. Thus, they are likely to provide market response,
build sustainable competitive advantage and improve performance in the current
and future perspectives.

In addition, strategic pricing is defined as the analysis of strategic factors
in the pricing decision process (Turner et al.,, 2017). These factors include
competitor reaction, elasticity, market growth, economies of scale, and
experience. Similarly, costs, marketing technological changes, and business
and competitive forecasting are also requirements for effective strategic pricing
implementation. They encourage firms to survive and sustain in changing
competitive situations, circumstances and conditions. In existing literature, pricing
policies and guidelines can enable to firms’ competitive positions and outcomes.
These policies and guidelines are considered as valuable business strategies and

techniques used to help firms compete against target and future competitors
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and successfully deal with uncertain and unexpected competitive markets and
environments. With regard to these markets and environments, strategic pricing
comprises of six approaches and methods, namely target-profit pricing, cost-plus
pricing, perceived-value pricing, going-rate pricing, sealed-bid pricing, and
negotiated pricing (Cannon & Morgan, 1990). Firstly, target-profit pricing is required
to achieve profit objectives and is determined on the basis of sales volume
forecasts. Secondly, cost-plus pricing refers to the use of a standard mark-up
on unit costs, based on company or industry norms. Thirdly, perceived-value
pricing involves the basis of the monetary value a product has for target
customers. Fourthly, with going-rate pricing firms charge basically the same price
as key competitors, depending upon relative market strength. Fifthly, sealed-bid
pricing refers to the basis of cost considerations and expectations about what
competitors will do. Sixthly, negotiated pricing is established through price/service
negotiations with an individual customer. Other pricing approaches include new
product pricing (focusing on skimming versus penetration strategies), product-line
pricing (the implications of pricing factor interactions among products within
a product line) and differential pricing (a method whereby the marketer charges
a different price to different segments of the market). Hence, best pricing policy
and optimal pricing offer can help firms create business values in the current and
future and long-term perspectives. Thus, strategic pricing is a key determinant
of market response, sustainable competitive advantage and firm performance.
Therefore,

H1: Strategic pricing has a positive effect on (a) market response, (b)

sustainable competitive advantage and (c) firm performance.

Market Response

Market response is the first consequence of successful strategic pricing
implementation in the competitive markets and environments and it also
determines firms’ sustainable competitive advantage and superior performance. In
this study, market response is defined as an ability of firms to understand market

situations, circumstances and conditions, fulfill customer needs, expectations
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and requirements; and compete against competitor competencies, capabilities
and potentialities. It can enhance firms to meet customers’preferences and
behaviors, learn competitors’ characteristics and practices and utilize environments’
statuses and movements. It positively leads to their competitiveness and
long-term valuation. Greater market response is significantly related to better
business outcome. Firms with effective market response can obtain sustainable
competitive advantage and enhance performance. They expect to have on their
success, stability, growth, survival, and sustainability in changing businesses. In
addition, market response comprises of customer response and competitor
response (Ailawadi, Lekmann & Neslin, 2001). Customer response attracts and
retains customers by inducing more of them to switch to their brand, repeat-purchase
more often and consume larger quantities. Also, competitor response focuses
on approaches and methods to provide the nature of competitive interactions
in established markets and react to new entrants in the market. Both customer
response and competitor response can reflect firms’ abilities to achieve their
competitive advantage and performance. Hence, market response is an important
driver of sustainable competitive advantage and outstanding performance

To deal with changing characteristics of competitive markets and
environments, firms need to effectively respond customer requirements and
efficiently react to competitor potentialities. Market response can lead to more
effective targeting of products, determine optimal business strategies, create
effective promotional offer, utilize cost effectiveness in marketing plans, and
maximize the appeal of product features (Kazemi et al.,, 2013). It relates to
increased market share, volume for new brands, and sales, and resulted in
substantial improvement of firms’ overall competitive advantage and
performance. It is expected to have a positive relationship with sustainable
competitive advantage and performance. More market response has promoted
firms to have better performance in the current and future and long-term
businesses. Firms with beneficial market response can use marketing efforts

and attempt to encourage customers to buy and purchase their products and
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services more. They also intercept and delay their existing and future competitors’
operations, practices and activities. Accordingly, market response definitely drives
firms to stay, grow, succeed, survive, and sustain in highly rigorous competitive
markets, environments, situations, and circumstances. It is likely to determine
their sustainable competitive advantage and superior performance. Thus, the
linkages among market response and sustainable competitive advantage and
firm performance are proposed. Therefore,

H2: Market response has a positive effect on (a) sustainable competitive

advantage and (b) firm performance.

Sustainable Competitive Advantage

Achieving sustainable competitive advantage in business requires an
understanding and utilizing of strategic pricing and market response. Both strategic
pricing and market response are considered as sources of sustainable
competitive advantage in turbulent and unpredictable markets and environments.
Here, sustainable competitive advantage is defined as long-term and future
benefits of implementing unique value-creating strategies in dynamic and
uncertain situations, circumstances and conditions (Kim et al., 2012). It presents
positional superiority based on combinations of differentiation and cost
leadership through marshalling firms’ resources, assets, competencies,
capabilities, and potentialities and operating in a protected niche (Griffiths &
Finlay, 2004). It is regarded as the ability to enhance competitive position over
rivals and earn overall performance persistently above the average for the
industry. It positively leads to firm performance. Firms with more sustainable
competitive advantage can significantly influence greater performance. They
tend to achieve outstanding performance and gain survival and sustainability in
the future and long-term aspects. In addition, sustainable competitive advan-
tage provides operational superiority and can help present competitors with a
moving target and create a superior market position that allows firms to generate
superior returns and performances (Reed, Lemak & Mero, 2000). It can determine

their superior performance in the long-term aspects. Accordingly, sustainable
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competitive advantage importantly promotes firms’ performance, success,
growth, stability, survival, and sustainability in changing environments.

Firms can utilize characteristics and behaviors of sustainable competitive
advantage in order to obtain long-term performance. They are likely to have
a great performance in a business. In this study, sustainable competitive
advantage is continuously considered to be a key source of firm performance in
long-term aspects (Lubit, 2001). It helps achieve their performance and profitability
through utilizing resources and markets, knowledge and intellectual
capital. Better sustainable competitive advantage is significantly related
to greater superior performance. Also, sustainable competitive advantage
comprises of three components, namely overall cost leadership, differentiation
and focus (Lumpkin, Droege & Dess, 2002). Firstly, overall cost leadership offers
the lowest cost products and services to customers relative to firms’ rivals.
Secondly, differentiation competes on the uniqueness and value of their products
and services. Thirdly, focus is on positioning themselves in a market niche. All
of overall cost leadership, differentiation and focus encourage firms to achieve
outstanding performance. Firms can provide sustainable competitive advantage
in order to link to firm performance. They tend to have a superior performance
in the current, future and long-term perspectives. Therefore,

H3: Sustainable competitive advantage has a positive effect on firm

performance.

Research Methods

Sample Selection Procedure and Data Collection

All 354 cosmetics SMEs in Thailand from Department of Business
Development, Ministry of Commerce, Thailand are the samples of the study.
A mail survey procedure via questionnaire was used for data collection. Here,
accounting managers of cosmetics SMEs in Thailand are the key informants of
the study. With regard to the questionnaire mailing, the valid mailing was 325

surveys, from which 153 responses were received. Of the surveys completed

9
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and returned, 148 were usable. The effective response rate was approximately
45.54%. The response rate for a mail survey, with an appropriate follow-up
procedure, if greater than 20% is considered acceptable according to Aaker,
Kurmar & Day (2001).

To verify potential non-response bias and detect possible problems with
non-response errors, a comparison of the first and the second wave of data as
recommended by Armstrong & Overton (1977) is used. In this regard, neither
procedure showed significant differences because there were no statistically
significant differences between first and second groups at a 95% confidence
level as firm age (t = 0.12, p > .05), firm size (t = 0.10, p > .05) and firm capital
(t=0.11, p > .05).

Measures

All constructs were measured using a 5-point Likert scale (1 = strongly
disagree to 5 = strongly agree), except for firm age, firm size, and firm capital.
Measurements of these constructs are self-developed from existing literature.
In this study, strategic pricing, market response, sustainable competitive
advantage are the main variables of the study. Firm performance refers to
a valuable outcome of business operations, practices and activities in an
organization. Four-item scale was identified to assess how firms obtain customer
satisfaction, sales growth, return on investment, and market share growth. Next,
strategic pricing as six-item scale was developed to assess how firms set a price
relating to competitor reaction, elasticity, market growth, economies of scale, and
experience. Also, market response as four-item scale was established to measure
how firms respond to customer needs, compete against competitor potentialities,
fulfill market gaps, and utilize environmental changes. Lastly, sustainable
competitive advantage as four-item scale was initialed to evaluate how firms
present positional superiority based on combinations of cost leadership,
differentiation and focus through marshalling firms’ resources, assets, competencies,

capabilities, and potentialities and operating in a protected niche.

10
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Methods

Table 1 presents the results for factor loadings, item-total correlation and
Cronbach alpha for multiple-item scales used in this study. To verify and prove
the validity and reliability of the study, factor analysis, discriminant power and
Cronbach alpha are considered. Factor analysis was implemented to assess the
underlying relationships of a large number of items and to determine whether
they can be reduced to a smaller set of factors. Thus, all factor loadings as
values of 0.76-0.89 are greater than the 0.40 cut-off and are statistically
significant (Nunnally & Bernstein, 1994). Next, discriminant power was utilized
to gauge the validity of the measurements by item-total correlation. In the
scale validity, item-total correlations as values of 0.73-0.90 are greater than 0.30
(Churchill, 1979). Lastly, the reliability of the measurements was evaluated by
Cronbach alpha coefficients. In the scale reliability, Cronbach alpha coefficients as
values of 0.78-0.87 are greater than 0.70 (Nunnally & Bernstein, 1994). Thus, the

scales of all measures express an accepted validity and reliability in this study.

Table 1 Results of Measure Validation

Factor Item-total  Cronbach
ltems
Loadings Correlation Alpha

Strategic Pricing (SP) 0.78-0.87 0.81-0.86 0.86
Market Response (MR) 0.76-0.83  0.73-0.82 0.78
Sustainable Competitive Advantage  0.79-0.89 0.80-0.90 0.85
(CA)

Firm Performance (FP) 0.79-0.85 0.78-0.85 0.87

To investigate the effects of strategic pricing on market response,
sustainable competitive advantage and firm performance, structural equation
model (SEM) is considered as an appropriate approach used to test these
relationships. In this study, strategic pricing is an independent variable of the study

while market response, sustainable competitive advantage and firm performance

11
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are dependent variables of the study. The results of this study are presented in

the next section.

Results and Discussion

Table 2 presents the descriptive statistics and correlation matrix for all
variables. Multicollinearity might occur when inter-correlation in each predict
variable is more than 0.80, which is a high relationship (Hair et al., 2010). The
correlations ranging from 0.51 to 0.79 at the p < 0.05 level, which means that
the possible relationships of the variables in the conceptual model could be
tested. Thus, there are no substantial multicollinearity problems encountered
in this study.

Table 3 presents the results of path coefficients and hypotheses testing
of the research relationships. A summary of the relationships between strategic
pricing and firm performance is also shown in Figure 2. Here, the goodness of
fit of the models, including the goodness of fit index (GFl), the comparative fit
index (CFI), the incremental fit index (IFl), and the root mean square error of
approximation (RMSEA) are considered (Herda & Lavelle, 2012). The initial test
of the measurement model resulted in a good fit to the data (CFI = 0.96; GFI
= 0.98; IFl = 0.97; RMSEA = 0.02). CFI values always lie between 0 and 1, with
values over 0.90 indicating a relatively good fit (Bentler, 1990). Next, GFI value
is an index that ranges from 0 to 1, with value over 0.90 indicating a relatively
good fit (Byrne, 1998). In addition, IFl values exceeding 0.90 indicate a relatively
good fit (Kline, 1998). Lastly, a RMSEA value of less than 0.05 indicates a close
fit and less than 0.08 suggests a marginal fit (Bollen & Long, 1993).

12
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Table 2 Descriptive Statistics and Correlation Matrix

Variables SP MR CA FP
Mean 4.11 4.15 4.15 4.04
Standard Deviation 0.48 0.55 0.63 0.62
Strategic Pricing (SP)

Market Response (MR) 0.60***

Sustainable Competitive Advantage (CA)  0.54%**  0.51***

Firm Performance (FP) 0.65%**  0.63*** (0. 79***
%5 01

In this study, strategic pricing is a valuable business approach and method
and it is a key source of competitive advantage and firm performance in highly
rigorous competitive markets and environments. It has a significant positive effect
on market response (b = 0.68, p < 0.01), sustainable competitive advantage
(b =048, p < 0.01) and firm performance (b = 0.29, p < 0.02). It positively
leads to the aforementioned results. Greater strategic pricing implementation
can relate to market response, sustainable competitive advantage and firm
performance. In existing literature, strategic pricing is the analysis of strategic
factors relating to competitor reaction, elasticity, market growth, economies of
scale, and experience in the pricing decision process (Turner et al., 2017). It uses
the management accounting data and information to provide pricing decisions
that comply with strategic objectives of firms and directly relates to costs
involved with their businesses (Tzokas et al., 2000). Both policies and guidelines of
strategic pricing can enable firms to achieve competitive positions and outcome.
They help firms compete against target and future competitors and successfully
deal with uncertain and unexpected competitive markets and environments.
Accordingly, firms tend to have an important relationship with business values
and outcome. To survive and prosper in uncertain and unpredictable competitive
situations and circumstances, strategic pricing is expected to enhance to respond

customer needs, competitor potentialities and environmental changes, increase
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sustainable competitive advantage and improve outstanding performance in the
current and future and long-term aspects. Thus, it is positively related to market
response, sustainable competitive advantage and firm performance. Therefore,

Hypotheses 1a-1c are supported.

Table 3 Results of Path Coefficients and Hypotheses Testing

Hypothesis Relationship Coefficient t-value Result
Hia SP =2 MR 0.68%* 5.79 Supported
H1b SP = CA 0.48%% 2.85 Supported
Hic P> FP 0.29%* 2.47 Supported
H2a MR = CA 0.33** 2.21 Supported
H2b MR = FP 0.25%* 2.52 Supported
H3 CADFP 0.5 6.62 Supported

**p<.05, **p<.01

In addition, market response is a key determinant of sustainable
competitive advantage and firm performance. It positively leads to sustainable
competitive advantage (b = 0.33, p < 0.03) and firm performance (b = 0.25,
p < 0.02). It is an ability of firms to understand market situations, fulfill customer
expectations and compete against competitor competencies. Firms with
effective market response can meet customers’ preferences and behaviors, learn
competitors’ characteristics and practices and utilize environments’ statuses and
movements. They tend to gain competitiveness, obtain superior valuation and
achieve long-term performance. They are likely to have a positive influence on
both sustainable competitive advantage and outstanding performance. Likewise,
market response explicitly determines more effective targeting of products,
determine optimal business strategies, create effective promotional offer,
utilize cost effectiveness in marketing plans, and maximize the appeal of product
features (Kazemi et al., 2013). It increases market share, volume for new brands,

and sales, and results in substantial improvement of firms’ overall competitive
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advantage and performance. To achieve firms’ goals, objectives and purposes of
businesses, firms attempt to develop and implement their abilities in responding
characteristics, behaviors and situations of customers, competitors, markets, and
environments in order to create long-term competitiveness and build better
profitability and performance. Thus, market response can help firms accomplish

sustainable competitive advantage and performance. Hypotheses 2a-2b are

supported.
0.68** 0.25%
Market
Strategic | Response ., Firm
Pricing 0.33** l Performance
0.48%** Sustainable 0.54%** A
P Competitive
Advantage 0.29%*

*¥p<.05, **p<.01; CFl = 0.96; GFI = 0.98; IFI = 0.97; RMSEA = 0.02

Figure 2 A Summary of the Strategic Pricing-Firm Performance Relationships

Similarly, sustainable competitive advantage is a significant driver of firms’
performance and it definitely leads to superior and outstanding performance in
the long-term business operations. It has a positive effect on firm performance
(b = 0.54, p < 0.01). Interestingly, sustainable competitive advantage presents
positional superiority based on combinations of differentiation and cost
leadership through marshalling firms’resources, assets, competencies, capabilities,
and potentialities and operating in a protected niche (Griffiths & Finlay, 2004).
It presents competitors with a moving target and creates a superior market
position that allows firms to generate superior returns and performances (Reed,
Lemak & Mero, 2000). It enhances competitive position over rivals and earns
overall performance persistently above the average for the industry. Firms with
more sustainable competitive advantage can achieve greater business values

and outcome. They are likely to obtain superior performance. Also, sustainable
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competitive advantage is provided through the lowest cost products and services
to customers relative to firms’ rivals, the uniqueness and value of their products
and services and the positions of business operations in a market niche (Lumpkin,
Droege & Dess, 2002). Thus, sustainable competitive advantage is important for
enhancing firms to achieve long-term performance in highly uncertain competitive
environments and environments. It is positively related to firm performance.

Hypothesis 3 is supported.
Contributions and Directions for Future Research

Theoretical Contribution and Directions for Future Research

This study verifies, proves and confirms the characteristics and benefits
of the dynamic capability theory. Within the results of the study, strategic pricing
is considered as a dynamic capability of firms to increase competitiveness and
business valuation. It becomes a key determinant of firms’ sustainable competi-
tive advantage and long-term performance in highly uncertain and unpredictable
business markets and environments. To expand the current study, future research
may need to do more literature relating to antecedents and factors of strategic
pricing, search for components and dimensions of strategic pricing, put moderating
variables in the conceptual model, and investigate the aforementioned
relationships. Achieving the generalizability of the study, future research may
need to apply a comparative study or a cross-cultural study in order to increase
benefits, advantages and contributions of the study. Next, future research may
need to use mixed methods in examining the research relationships that help
increase valuable results of the study. Additionally, future research may need
to collect data from different populations or larger populations in both Thailand
and other countries. Likewise, future research may also need to apply other
statistical techniques, such as regression analysis, partial least squares and path

analysis, to test the research relationships.
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Managerial contribution

This study makes a contribution to managerial concerns. Firms can
consider strategic pricing as a valuable business approach and method used to
effectively provide customer, competitor and environment responses, efficiently
increase competitiveness in the long run and successfully improve outstanding
business valuation, profitability and performance. Thus, firms can utilize strategic
pricing to promote their sustainable competitive advantage and performance.
To achieve firms’ business goals, objectives and purposes, firms need to
understand and learn customer behaviors, competitor positions, market
situations, and environment conditions, such as competitor reaction, elasticity,
market growth, economies of scale, experience, costs, marketing technological
changes, and business and competitive forecasting. In addition, firms need to
allocate their resources, assets, competencies, capabilities, and potentialities for
developing policies and guidelines of strategic pricing. Thus, successful strategic
pricing implementation significantly influences firms’ sustainable competitive

advantage and performance in the current and future and long-term perspectives.

Conclusion

Strategic pricing is an important dynamic capability of firms and it is a key
source of competitive advantage and performance. Hence, this study attempts
to examine the effects of strategic pricing on business valuations. The objective
of this study is to investigate the linkages among strategic pricing, market
response, sustainable competitive advantage, and firm performance of cosmetics
SMEs in Thailand. In this study, 148 cosmetics SMEs in Thailand are the samples
of the study through collecting data from using a mail survey procedure via
questionnaire. To empirically examine the research relationships, the structural
equation model (SEM) was employed. The results show that strategic pricing
has a significant positive effect on market response, sustainable competitive
advantage and firm performance. In addition, market response has an important

positive impact on both sustainable competitive advantage and firm performance.
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Similarly, sustainable competitive advantage has a critical positive influence on
firm performance. In summary, strategic pricing definitely plays a significant role
in determining firms’ market response, sustainable competitive advantage and
firm performance. Accordingly, firms need to pay more attention to developing
and utilizing policies and guidelines of strategic pricing implementation through
understanding and learning customer requirements, competitor competences,
market conditions, and environment changes. They also need to allocate
their valuable resources and capabilities to support their strategic pricing
implementation. To expand the current study and verify the generalizability of
the study, future research need to do more literatures relating to antecedents,
components and moderators of strategic pricing and its relationships, apply
a comparative study or a cross-cultural study, use mixed methods and employ
other statistical techniques to test the research relationships, and collect data

from different populations or larger populations.
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Abstract

The purpose of this research was threefold:1.) to study the participation
of the community members in the community’s tourism management
2.) to study both positive and negative impacts caused by the community’s
tourism management, and 3.) to study the tourism lifecycle in Bansuennuea
using qualitative method via deep interviews and quantitative method via
questionnaire.

The results show that the participation of the community members is
relatively high. Regarding the cooperation of organizations involved with tourism,
these organizations play a role in the management of tourism inthe community
from the very beginning by evaluatingthe potential of developing the village into
a tourism attraction. The procedure beganwith the distribution of questionnaire
and the voting in a favor of transforming the village. The funds were provided
and a committee was formed. There are developments of local products, signs
to assist tourists, landscaping, and the development of tourism in the village.
With regards to the impact of tourism, Bansuennuea was affected economically,
socially, culturally, in nature, and environmentally in the high degree. The tourism
business investment is considered low. The negative impacts are also considered
low. For example, one social factor is that some conflicts are formed between

community members. In short, participatory of Bansuennuea inthe life cycle
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of the tourism is still at its developmental stages. The process is based on the
local culture and the goal of sustainable tourism, which aimed to create overall
income equality. There should be improved cooperation between the leader
of the community and the head of Chaleang Thong Temple. These actions
will help improve the community’s weak point so that it can match with
Bansuennuea’s context.

Keyword : Management Tourism Community Base Tourism
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The Factors Influencing Clean Food Purchase

Intentions of Generation Y in Bangkok
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AENARY : YIAUAR 91M3ARY WULWSITUNY

Abstract

This research aims to study 1) the behavior of buying clean food, 2) the
degree of importance of previous experience, behavioral beliefs, attitude and
intention on buying clean food, 3) the influence of previous experiences and
behavioral beliefs on the attitude, understanding, feelings, and behavior on buying
clean food, and 4) influence of attitudes on the intention of buying clean food. The
quantitative study focuses on the Generation Y living in Bangkok who are interested
to buy or know clean food products. The confidence value is set at 95 percent.
However, as the exact population size is unclear, sampling is based on not known
population data. Data was collected from 400 samples via questionnaires. Data was
analyzed for descriptive statistics to determine the percentage, arithmetic mean,
and standard deviation. A multiple regression equation test was conducted to test
the research hypotheses.

The research found that the most respondents were 242 females, 21 - 30
years old, were all holding a bachelor’s degree, were students, earned a monthly
income of 10,000 - 20,000 baht. All the investicated factors had high degree of
importance including previous experience, behavioral beliefs, understanding, feelings,
behavior and buying intention.

The hypothesis test found that previous experience and behavioral beliefs,
had a positive relationship with three components of attitude and that the three
components of attitude affected the intention to buy clean food at a statistical
significance level of p<0.05.

Keywords: Attitude Clean Food Generation Y
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9INAINANTI1 “You Become What You Eat” amazidulumiuded

o

AsUUsEL omsiaduaiuusnlunisudugunInis wiaswdiuywdnnauy
fogndaun mia Ay Falifu1vesd1dn “@msiioguaIn” &1 “ermsadu”

39



KBS JOURNAL

Vol. 4 No. 2 May-August 2020

duonsusziandu q vesauildlaunmidulianuauls fesdonunuuseny
uwnuanIlUignUtuaindaeiinising q iteliauiuuszmudsiasunldua
mwesesuarduties ngldlddildimansenuainnissudsemuemsiu o wae
welumanduiu “emsedn” Wanuldla dauddnassingauiiagiiunly
WABNUTuazmafuinw Wesnwamnimesomnsilildunnfianustuneu
nsuslaa “ownsedu’ BuduiifenlussUssmanduddisnaimessy 1990
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NIDULUIAANITAVY
ANZERIAUMUANTOULWIAATLNITITY TAE19B90191INNG B WeRANTTUANLUKY
(Theory of Planned Behavior: TPB) w83 Ajzen (1985) lagUsznaualeiinls

Tun1sfinwinadl
Independent Mediating Role Dependent
(FauUse) (CIELNAT (FuUs9113)

Previous Experience

(Wszaunsalluafie)
Attitude Purchase
Ajzen (1985) .
N Towards > Intention
3 Lo &
Ky (ViruAd) (AuRalaie)
Behavioral Beliefs — |.#
4 A e 1
(PR
anﬂ‘i‘m) Schiffrnan afd Kanuk (2000)
v v \
Cognitive Affective Behavior
(Anutla) (Au3dn) (noAn33a)

AW 1 N59ULWIAATUNISYINITY el kasnanuITenineItes

sialadhdyresnsinunluadsil 1ud euaf (Focal Constructs) T “virunf”
1nnATtuNSINgy fe “Attitude” Faunwisiliai “lanad” mnge il vide
Anuidnvesyanasodsladanils nadieldudseini anuidnsang vesyana
AAnananumdenviienaliudsavesinlanioUszam deuanseeniiieliney
seduaAdladmils lngazuanseenlumsaduayuiiviifiureusmevidesednu laidud
FiuroudaeAld (Kritpridaborisut, 1997) wenanil “sauaf” Sunefe Amen
nadnlavesifuslaafifinaniainduwindon Sauansoenludnuazes Auvey
visoliveu Tiilveyanaingriedses Bossmviennsaline (Schiffman & Wisenblit,
2015) ndndinrunlosiu augiideldasy “Vimunf” auemiunguesiniyinis
fadninguarntsnann 11 “auni” anfnduluseduveseuidninda sudu
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Hau191nn1sBeus Ussaunisalluefe wazidumifidvuangAnssuniseynanadu
Tndwes uavseanun1salinanMinedtes Fulnaviliupransouvzuansufisen
MOUAUDINIENGANTIUOE AL INUNRDR

NUNIUIITEUNTIIA

29AUTENOUVRIIAUAR (Attitude Component)

Schiffman wag Kanuk (2000) lalvianumsneves “vrung” 7duanalindes
fiAntuannsdoudridlfinginssuludnvasivounieliveuiifroddadmiay
TanmunssalsznauiauA@ll 3 d@au (Tri-component Attitude) il

1. dwvernuila (Cognitive Component) Ae wanafiend1u3 (Knowledge)
3305 (Perception) wazanuidedie (Beliefs) FsffuslnafisomuAnvioddadmils
duvesnudiladudiulsznovdimusndsiemnuiuazmssuilasuannisuea
fuvszaunsallassswie Geuituasnansznudonisiuiazinunanuidoto
(Beliefs) Faazvanuiie anmsnudnla Gazvieurmiiomnzetnmesyana uazimsuszidiu
AendunnuAnvieddladmils vongAnssuanzegnsfiasilugradndianzesng

2. #1ve3AU3AN (Affective Component) fia @vioufiaensual (Emotion)
vierw3an (Feeling) veagjuslnailivonnudnuioddladanis diuvosensual
uazAugan dnmsdunulasnsideduilae Jessiduiinunfsoddadmis Tngnns
Tinzuuuauianslavielifisnels Avsewan Wiumenseoldiiusie n1s3delaszyi
anmensualazanansaiinUszaunsal suinvieay Jesvaunisalaviinansyny
fudnlanazds Jeyanaufuinislinsinnisuseidiunaieinuaisodddademils
lngodeinaue a3 Bud-ligus

3. @UVRNgFAnIsU (Behavior Component %38 Conative %38 Doing)
fio axvioufsmnuhezdunteuunliuiasiimginssuvesiuilae feisledsniee
rupRnisoasladmilvieoramneiiniuddaiiozde (Intention to purchase)
MnAnneiludiuvemninssuazsiude woinssufiAaturslufomgAnssuuas
anuisladovesfuilnafsazuuunusitlaveside awnsauiluldifiossdy

puaziluresnsdendniurivesiusing vse wgRnssue1dlaeg1anily
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dmunuateildhmsusnmsinfauaiauesduszneuiid 3 @ Tneiden
“N5IANAUAR" W89 Assael (2004); Schiffman & Kanuk (2004); Solomon (2002)
warldiiludiuvesdosouniuindssendldfumiseldosranmngan ddlunisin
uazduasdineandoadsil

1. myTadesudila (Cognitive) vziiformauiidumddy fidesnsia
TuSeswesnnutnle mnuf wazanuide lnousazgsalimni “@edn” “$3n” “dndn”
“@ladre” “dwmua” wiorrlidnamzinizaanugsieiuae Jeusunnoumid
wznansliidrlandrindudnvasiiu “sands” “emnsiftoguain’ “Samnmd”
Famsiluadsiflddemanuionua 4 4o

2. myinEesmian (Affective) axiitomanuiidudddry AfesnsialuGes
Ygs91TuvTeAUNiAnlasudargIRaldA1dn “3En7 “anufnveus” “wuin”
“Yrdefie” wierrlidianiziavasmugsiviuliae wivsundeumidasuans
TidrlaudriSudnuneded tu “due” “Surest” “@uiitusen” “uiidosnsiian”
Famsiluadeilddemanuionua 5 4o

3. mMyindemgRAngsu (Behavior) axfidedanuiiduiddy fiFesnsin
TuFemesruhanduewnltufieingfinssuvesiiusing vieoramnedsaudile
flazde (Intention to purchase) Tneil Keyword VBIARLTIND ABATIN “filatiaz”
“PUlUl” “Ransan” “haszi” “avdestrauiuen” “adlitiefudsidinniy’
“pruuzilifudu” “liduaiiosde” “dilaflartonduioly” danisinlunded
Tddamanuvianin 5 4o

A 2 asdUsEneUTiALAR 3 Usenns (Tri-component Attitude)
fi117: Kanuk& Schiffman (1994)
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awv o d v
uIeIneItes
Azl AR AdeAlalE i TITemeinurieuad annudslage
UsgaunsaluazanuiaiiedfiungAnssu wui

aa

Tantitaweewattana (2015) lf@nwiFesiadeisianuduiusuazisnsna
Fenndermusilatsamaiioguameaseduiinalunsaymaniuas wuhiifiesdad
anuiulslumnuvasndevesens (B=0.47) uasdladedrunsaseminideaiu
auam (B=0.46) AiiBvEnarorusiladeonailegunmussiuloalunsamamuas
agnefifudfnsadaisedu 01

Uahwattanasakul (2015) lésihns@inwniFes firuaduazauievesnsouads
mnuvisleludaneden msadesmungusnids uazdndnualdiuynna Ndnase
Audslatondndasiomaiuresiuilnalungurmumuas wanisiny wuin
viruaRuazaIdevesRseunid amnuiidleludauindey nsadesmiungusieda
uazdadnualdiuyanadenanenuasladondndusiomsaduresuilaaly
nyamauAs eghsilfeddnmaiianisedu 05 Tnedamfunensainudalade
nanfnrionseauresiustnalunguvnumuasls Anduiosaz 50.9

Liwjaroen & Chokpitakkul (2016) LLu’mwmiﬁamﬁqmmwﬁwmsa'ﬂLa%m
nsuilnAomIndu : Anuduiudserinenud Vieued uazausidlate Haves
nsfnufeasainudt anudFesewnsadudmuduiuidainsedumtuviauad
sioomnIAdu uarAuRtlatosmeaduly YnsiivaunfdesIndulinuduriug
sefugatunuitladosmsnduidowioudsutuiuustu wasdaduiuusiune
Arwdlatieamandu Snde luduvesiadeduusssnstunuhengiimiuduius
FavnfuanuiGesemnsadu oglsinm fudsiumsdnunduiianuduius
Feaufuanuidladenmsndu

Wattanathawam (2015) léinnsinwiZestiadeiidamasienisindulauslan
9ImMnsAAUTiATasUsEINSlUNTUNNIUAT Kan1sAnwdmudn viruafivesiusing
lngsaeglusziunnuddgun JadeguuvumsaniiuginlaesieglussaudAgun
Jadearudszaunisnisnaialagsinegluseaudidguin waznisdndulausion
amnseaufalunsunnumuasinesineglusEAudAguIn Kan1TAFRUANNRFIY
WU Miruaiveuilaa Uadegunuun1saniiugin Jadediulsvaunianisnaie

daasensindulavslnaemseduialunsunnuviuas egraildedAgymieana
#iswdiu 0.05
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mniliumumanssiluefnfiieatos lufuvesirueifidmatonuid
Foormnsndu Fawuin

1. Jademnuiulalunnulasaseveseims (B=0.47) wazdadudiunis
nsenindiferfugunin (B=0.46) fifisvswasionuitlateemsiiieguaimues
fuslnalunsammuvnuas eghadidoddyysediatiszdu .01

2. Furimuefuazaudevesaseunia mnmhidleludanaden nsadesnu
nausneds uardndnualduyanadsuasiarmiuidlatendnsusomsnduresuilna
Tunsammuvnues egrsiioddymsadafissiu 05

3. fuiruafesnsadulienuduiussedugatuaudladesmsaidu
SowSeuifiudusuysou

4. vimuaRvewusina Taduguuuunsaniiugin Jadudulssauniimsnann

o w a

nsindulavslnaemsadulialungannuriues egrildudAgnsatiansgeiu 0.05

AANLUNITIAY

Tunsioadsiiunsfinuidoleusina (Quantitative Research) lnedl
wuasunandueesdislumafununudeys Wedumdeiiesssanmaiutoya
AnuAniy Aenfudsraunisalluefin pudeiieniungfngsy firuaf fueadnl
FrueudEn drumginasy idsaroruidlatondnfasioseiuresauedistiune
Tuwangammamiuas lagnguiaune Aenguauiiinluseningd wa. 2523-2543
flenfvegluimiangammamuns eazidelinmsiwamunametiifioansiuy
linsudnnudsznnsves Taro Yamane (1973) lnofmunanuidesiuiifesas 95
Ifvuiavesnguieg1avnfu 385 ya udlleaduazainlunislszadauas
mneideyanaziideivihnsiiuteyaiindslndud o 400 n Auedide
vinnsdusegrauuladuazriinisimunlaifaindndiuvesUszvinsiiende
Tuusiazion Gansdusegnslundsd s Funnnisduietaunazifuteyanon
$1uau 8 we Tnswaiiviinisdusogaldty Tiud s andng aaeuss uiew
aAndm e wagluus wasUnatu visndu eaedidelohmatmuslaod
Tunsiiudeyaaindadiuvesussansluwadainan nediseazidonvedlaiiiuas
Srunuveanguinegdlulsaziun fnandlunsiei 1
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A1519% 1 1AEE MSUAULUUADUNNLLAZIANG 8 1A

A LU UUUZVING Sovas FIUULUUEDUAY
1 U 20,215 2 36
2 NANT 48,571 22 86
3 ARDILAE 30,597 14 54
4 U 28,272 13 50
5 A1AN51? 27,317 12 48
6 WIHYIN 27,317 12 a8
7 Wszluus 28,478 13 51
8 Unuiu 14,557 6 26
57 225,324 100 400

N13ATIVEDUAMUNINLATIND
A A A 2 v & Ya o o < v v

1. wseslenlilunisiiudeyaiiu Anziidevinmaiiudeyalagldiuuaauniy
Inganz g lmihuuuaeuauNiauRulun s IR0 UAMNNATLAIUTIENATUTINTT
(Face Validity) langgnssaanaidnuiu 4 vitu lagaAsvilauasandes (10C)
= | | = Ay & a1 v oA Y Ao
MngaunITILegsening 0.50-1.00 Feuifeil dedvllnnuaenndendiuiu
Igiviriiu 0.88

2. MATvAuifele (Reliability) Auziduldmihuwuugeunuiiiam

¥ [%
=3

Fuihluneaeuneu (Pretest) 31w 40 Ya naNlulavinsUsuUswdlusuuaeuany
§nndq ﬂ'EJuﬁlﬂi“ﬁuﬂWiLﬁU%@M“aiu%uﬂﬁﬁﬂw’mgﬂ (Main Study) lnglanagauan
Cronbach’s Alpha wasUszaunsailuaie mmﬁmﬁ'mﬁquamim aIAUsENOUTIALAR
AUANNENTA PUAUIEN MmMungAnTIY uazmuRtlate Wiy 0.70, 0.80, 0.76,
0.80, 0.86, Wag 0.90 MUAWY

nsATIEidaya

nsAnwIsed Tinsliasgideyalagadnidenssaun (Descriptive Statistics)
ldun fooar ANl uavArdudsauuansgu wazadfdeousnu (Inferential
Statistics) il lunsmagouaunfig lfun aifvaaeunisannosuuumygal (Multiple

(% (%
[y

Regression Analysis) hazs1uideguiddilaiinisiiasziaiuenveun (Outliers)
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Sndnelnedoyailduiomadiuau 400 gty axgmitluanaaoumauenvouin
AoufiagyhnsnasouaLLfgiuvesn1isednime auefideliinsinsesimaiuen
vouwakazvhmsiaduenveusiinudufusnesn uazasyinnismageudiaunsity
lsififnuenveunlingey nanmsinmzitdeuentaun $1um 2 9 evhmssn
PanFeuswT A yntayadmTunsaae UaNLRg WA UsD LU 911U 398 YA

NAN338

1. wamsasiuteyaialy greutuvasuamdndngdumandgs Andy
Sowaz 60.50 flong 21 U - 30 U Anlufewas 59.75 fimsfnwagluszaul3yaes
Andusovay 47.75 dawlwgiduinGeu - dndnwr Aaduiesay 33.25 fswla
10,000 UM - 20,000 U™ AniduTesaz 59.25

2. waddedrunginssy frouuuvasunudlugieansaduliyanaly
asouAITUUTEIIL Anilufesas 48.25 yanaluasouaiuduynnaiiidnsna
sensidendennsaiumniian Andufosar 53.00 wenafidoniulssmuomaaiu
Aetianuldlaguaguan Anufesay 53.25 diulwgveuiuusemulsznnems
du-fls Aadudosar 36.75 denansunaziobuiioduilefiusenuluiuna
unfigadaduiesar 40.75 lnssulsenutosiiande dUarviaz 1-2 ads
Andiudosay 44.25 dlnadeanduenmsaay Andudesas 57.75 Suauidu
dsiidousarafiog@ 101-200 v Amduiesar 62.00 e1m13AFY
fifmeunuuaeunuanilvgvoutenniian fe fn/ualdl/ade/dminAnduiosas
39.25 uenanigaeunvuasuniudulugFunsuteyavesermniu lagldsu
mMsuwuzinnauddn Andudesay 32.50

NAN13IATIZRTZAUAIUAIAYVRIUTEAUNITalluBRn AdUWaLNEInU
WOANIIU TIALAR LATAUATAYDIMNIAAUYDIAUBSITLINE TUUANFINNAINUAT
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A919% 2 LansszAuAUdIAeslsTaUnTalluafe

s¥AU  Cronbach’s

svid  Uszaunsalluana X  SD. .
AudRgy  Alpha
EXP1  yiuiiszauniseidia 3.88 0.71 10
Tun1sgeemsaay
EXP2  meanUsslovivesomnsadu 393 0.67 1N

M lvNuTee1NSARY
2819aLDg
EXP3  INIUNIAAINNISTDDIMNTAAY 386 0.72 110

SuUseyu Wumadenia
11919597 L
Tnesau 3.89 0.55 170 0.70

HANSANY1 wudtngudiegns Wiaudidtyseussaunisalluedn (Previous
experience : EXP) lngsuagluseauin TnefinnsanainAdeiaaintu 3.89 was
Slefinsansedestaiomn 3 5 TouA EXP1 EXP2 uay EXP3 fiAadegszning
3.86 - 3.93 fswsuanuddyeglussduinnubediu s1eaziden Fauanslunisnad 2

A5 3 LERITTAUAINAIAYUBINUTBLAEIAUNGRNTTY

seAu  Cronbach’s

Sid anudaiefungingsy X SD. .
AUNEAY  Alpha
BEL1 a7ndayanieg viudedie s 378 0.73 170
AAUIIANAIMIIATUINITUINAT
9P
BEL2 yhuidoinewnsadu Adequnw 413 053 gl
BEL3  vihudetnemsadu iudn 4.08 0.59 170

MaGontuNISEENe M3
WO
BEL4 viugednownsedu iama1me 3.98  0.63 1N

1AYUINITDENANNE AL
g5y 3.99 0.49 170 0.80
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HANTSANYY WUIINgualedne Tinudifysennuwaiieiiunginssy

(Behavioral Belief : BEL) Ingsiuagluszauinn lngfinnsanainanadeiimviiu 3.99

WIaNINTUNTILVINUIGIA N9vUA 4 67 Lawn BEL1 BEL2 BEL3 way BELA A tads

9g¥1IN 3.78 - 4.13 fisviuanudidgeglusyivinniuiiediu eazidenflans

Tumnsnei 3

M99 4 LAAITEAUAILANAYIOWIAUARAIUAINILILA

. v aw Y _ 52U Cronbach’s
S NAUARAIUAIUT D X S.D. .
AUNdaIAg)  Alpha
COG1 9YNUARINDIMNIARU JsavdNa  3.52  0.75 110
COG2 vuAaTowseau Wuewmis  4.12  0.54 110
DU
COG3 YMuAnoIsAau Wuawm1s 398  0.62 110
VLANING
COG4 vNuAnI1msAay Wuems 393 0.65 11N
PUapangdmsuUNISUI LA
Tnesau 3.89 0.49 41N 0.76

HANSANY wuhinguiiegne lianuddaysie

LY

ISP

NAUAR

a

AU (Cognitive :

COG) lngsmegluszauuin lngfinnsanananadedaniiiu 3.89 Weia1saunsie

donuindaiaianan 4 2 l#ud COG1 COG2 COG3 way COGA Tradnagsswin

3.52 - 4.12 fsgauanuddyegluseiuinniuinediu seavidendandlunsned 4
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M19199 5 KARITEAUANLAANVWIALARMUAINNTEN

. v s o _ 32AU  Cronbach’s
SYe VIAUARATUANTEN X  SD. s
AUEIALY Alpha
AFF1 vihuidnitewnsadu daunw  3.58  0.71 UN
AuiuTIAY
AFF2 viusdndnemsedu Wuems 4.05 053 1N
i
AFF3  yiusdndtemsediu Wuems 390 0.65 110
Fithaulawn
AFF4 viusaninemisedu Wuems 378 0.70 1N
i
AFF5 yiuidnitemsadu Wuems 3.68  0.74 110
fmnziusangveasiign
Tnasu 3.80 0.50 11N 0.80

Han1sAne wudngudlegne liaudrdyseviaunfisiuadusan

(Affective : AFF) lagsaueglusziuunn lagiiansuiandadedaniifiu 3.80

dlofiansansedenuingain vavun 5 6 laul AFFL AFF2 AFF3 AFF4 uag AFFS

fr1afvedsening 3.58 - 4.05 dszduaudidgyedlussivunuiiediy

= ) =
iﬂ&laSLaEJmmLLamSLUWﬁNVI 5
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A13°90 6 LARITTAUAINAIAYUINIAUARATUNGANTIN

_ STAU Cronbach’s

SYe NAUARAIUNGANTTY X SD. .
AUEALY Alpha
BEH1 Tusuransulng vinuas 3.61 0.70 10
Fop1msaay
BEH2 viuvzdeownsaaulduiniy 392  0.61 110
1ums$gjjammil,ﬁaqsum‘1/w
adaly
BEH3 vihuazuusiilviaudug 3.83  0.64 17N
FoosAauAY
BEH4 vihuazhiduaiisdoownsedu 382 0.78 170
1ums%mmnﬁa@mw
adwely
BEH5 1ums%mmnﬁa@mw 3.78  0.69 110
adwely viuazdeemseay
Wumadenusn
a5y 3.79 0.53 17N 0.86

HANISANEY WUIIngudieg1e lianudAysediauaiinunginssy
(Behavior : BEH) Tassamegluszduann Inefinrsanandiadsiiauvindy 3.79
Fofinnsansedenuindain femun 5 #1 1§un BEHL BEH2 BEH3 BEHA uas
BEH5 flAedvegszning 3.61 - 3.92 fszfumnudidneglussiuinniduiioaiu
eaziBeadauandlunsed 6
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AT 7 LEAAITZAUANUAIAYVDIUDIAINGT T IMNTATY

_ seAu  Cronbach’s

SWe AN AYRINTARY X SD. .
Auda1Ag)  Alpha
INT1 N1539919115A5908 LU YNUzTD 3.60 0.75 117
2MMNSARY

INT2 YNUILPR1MNSAaY SUUSENIUY 2.94 0.66 1170

WU

INT3  vhuazdoemnsaau Tiiieu 3.84 0.73 170
MUY

INT4 vihuazuuzifloulasasounss  3.87 0.70 170
Tdoemsaay

INT5  viuduRavdosnseay 3.74 0.79 170

INT6 $lowoduemsnau iuas 3.82 0.72 110
Foosauiuoy
a5y 3.80 0.59 170 0.90

wansfnen wulinguiiegne Tiaruddyseauidlatesinisaiu
(Intention : INT) lagsiuegluszauuin Tnefiarsanainanadsdaniify 3.80
defansansedonuindain (Measurement items) waviua 6 § TéA INT1 INT2 INT3
INT4 INT5 uay INT6 Srnadeegszning 3.60 - 3.94 fiszfuanuddneglusedunn
Wity seasdeadaandlunisnd 7

NANTNAFBUANNAFIUVINIUIY

Reufisshnmeaeuausfguiy auzdifelivihmalinneidennandosiy
lunsldaunisanaee@enyannou (Multiple Regression Assumption Testing) laln
1).anuduiusadurawiuus (Linearity) 2).015uanuaskuuuniivasteya (Normality)
3).auduleniusvean1snsEa1e (Homoscedasticity) (Hair et al., 2010)
HAN133LATIEN Y 0YaNUI %’a%aﬁgwmmﬂuiﬂmu%amﬂaﬂﬁaaé}’u YenIINi

Az ITedladiassiaiesadunsalieny (Multicollinearity) vassiauUsdnae

(%
=]

TAgNa15u191nA1 Variance Inflation Factor (VIF.) a1unn@wUsakgluanuided

EN

Lifingsudunsadaonm agdesdlA VIF. e 10 (Hair et al,, 2010) diaymsinsien
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wEmUIElAN VIF. agseming 1.507- 2.859 deindn 10 Saduvdngruiuandliifiuin
TuemAfetud lifnnmeudunsado
suAtetuildRauufguvosnuitelifomn 4 ausfig Tududasuans
HANSYARDUALLAT LGN NEY ol
suuAgiuil 1 Uszaunsoiluedn uay mnandeifeaiunginssy finasie
sauafduanudla vesnduiauestuneidilatesmnduluannsimmamuas
Han1sAnen nuiUszaunisadluenna ($=0.341, t=8.923, p-value=0.00) uay
anudeiieniungAngsu (B=0.537, t=14.046, p-value = 0.00) Tuaidsuinderimuad

o w

puAIIY pg1slidudRysanan 0.05 TeazdafLandlunsNed 8

A1519% 8 NANINAFBUANNAFIUN 1

fauUsdase B t p-value  VIF
Uszaunsalluefn 0.341 8.923 0.00%*  1.507
amudeLRgafungAnTsu 0.537 14.046  0.00%  1.507
R’ = 0.617 Adjusted R® = 0.615 F = 318.30

o w

e duUsalaun isuaiauanuile, * ddudAgynieadifnsedu 0.05

aunfguil 2 Yszaunisalluedn uay anudelvatunginssy Tuase
Fiauafsueusin veanduinasiunefindadoswnsadulumansannamuas

Han15AnEY wuIUszaunisadluefe (B=0.498, t=11.501, p-value=0.00)
uazrdRiReafuNGAnTIY (B=0.298, t=6.883, p-value = 0.00) Sxaidsuanserimund
sueuidn ehadiduddnmsaiinn 0.05 SeaviBadauandlunisned 9

A9 9 NANTNAFBUANURFIUN 2

fiauUsdase B t p-value  VIF
Usgaunisallueie 0.498 11.501 0.00*  1.507
andeLfeafungfingsa 0.298 6883  0.00* 1507
R* = 0.509 Adjusted R* = 0.506 F = 204.64

'
o w aada [

nnewe: dauusauland sieuaRauauian, * dduddgmeatiansedu 0.05

53



KBS JOURNAL

Vol. 4 No. 2 May-August 2020

sunAguil 3 Usvaunisalluefin uay mnuidelieaiunginsu Tnasiovimuad
AUNGFNTIY Guaﬂﬂf:juwl,uaLisiibm']aﬁﬁqﬁlﬁ]s’ﬁy@mmﬁﬂﬁﬂumﬂqamwmmuﬂs

Han13AN® wuuszaunsalluein (B=0.509, t = 11.501, p-value = 0.00)
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Accounting Information for Environmental Sustainability
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Abstract
According to capitalism notion of neoclassic economic theory, economic
growth focusing on only economic numbers, especially financial numbers, leads

to rapid development in various areas. To achieve profit maximization, businesses
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accelerate production in response to massive consumption; however, the
acceleration has led to environmental problems. For a sustainable solution,
it is imperative that humanity be aware of the problem. With this in mind, the
aim of this study is to reflect on the value relevance of accounting information
and its effect on the awareness and perception of environmental problems in
society. Since environmental problems are related to human and organization
behavior that constitutes the economic system, environmental accounting would
reflect economic activities that result in pollution or environmental problem:s.
The reflection will lead to awareness of environmental problems to related
parties and in turn steps to ensure sustainability of solution via policy-making,
processing, and practice. Lastly, accounting will help measure both economic
and environment performances. However, without cooperation from involved
parties, it will be challenging to create a sustainable solution for environmental
problems. Now is the time that everyone should help protect the environment
in order that every living creature can live together in harmony.

Keyword: Accounting Accounting for Environmental Sustainability
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(2006) TaFliuI1 nssansdlosazinnadiesfinudssdnanluant Suldud
desguiatiu azdndulalieonnguunendlug g w1l Swnnguaneni@ude
nsdnaulatunsgnuse desatuayurewmudsiedulonianisniaidies (Political
Opportunity) vesiinnsiiioanaity ADAAADINULLIAANG Y VDY Hettich & Winer
(1988) #inamlidn esduszneuiBafuddonnien® oy 4 esduszneu leun
(1) TnguszavAvestinnisided (2) naveanisnevauswoulsugvefilandeantides
(3) NTDULUIANTDINITUYITUNIINITEDY waE (4) NITRTYUUIAUTINNAV
thnadiesuariiidondend lnovguiifamigiuh fsuadomsliidseduayy
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LYY Y] o

WINAgn AalusguIateimuadnsin18lun1eaivinliduunianisidesiinudy
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MnmdtvhturaUsslsnidudufildsunnmelddufiunnndd wemnuaves
nseannBuiialvalvilidununenindomwesinnadesihessuiaastu el
thnsifeshessuslisiuauungmneniu q Fwmnedehlunmsesnnguanesig 4
viodoruunilivhautudldduegfuaumefiuisiafiosesaier uididuogt
nsrUIUMININSElesdnie nafinunnfe oravinlingrineifediudanndousina o
Lil§$unsatuayu Wy Tanameisniuniswsaniionmmssalunsteduly
npinevietetiduluhideMAsiundasuewemiveulaoonled lunguanniwglsy
(European Union: EU) snifussezinanu uifliannsonsalvaufiuussquadisa
I@yifinas (Vehmas et al., 1999)

2. Economic Incentive

dlenaveanslduinsnisniendldauisondlodymdwndouls
Fefuluszorson Gudaudd a.a 1990 HusundsldFuiimsliunAnvousgda
M IULATYEAERT (Economic Incentive) iflosanidunnndivanldludunou
nstlesfunmaiiatlymaunedoumnnnitfisiutuneuresnismusuiedvends
fldmansznusedndennd gy Tnefivniassgaiansfadeduluniosie
N1an150a1n (Market-Based Instrument) flagtinidundanisunusy nannfe
msthszuuneduidunalalunsdanisvende ieagviouliniauszuvuuay
aegsRatuasenind Awindemdudeiiinauazdldningdudiunaraanely
Sofinsgdlaluivanudrdananivasdununansgdulfiaansimun uianssu
wazmalulagang ¢ Tunisimdeveads Wy nswinAalunisinduulalul (Reuse)
Mssansienfuussyte Meereiiulaluiiogy Ao vsvmansvadduiuusm
symdewsng usiarmieginlanlssuseAiAsaruisasesussasaeiinieivussy
ignduiovindutududuwarain lagimingnanhinivusunlaniunious
mesazansimbilusinuieumiiusinivessedasit uilsiussoauldiie
33ud Tuauusiudgnéagdesuuniumasdunuludiuvesussyfusitude
uarlutlagtuilgsiadng 4 Sefuanldladowine q wadnufnessldoonulows
duasuliiamsvualnafuntsduasuuasldlavafiviiinonslinaannunndd
Faaenadosfundnnisves Asssulleundnsoml (Product Charge) tneuuiAnves
Assaudleundningii wdunmafuisssudeuiuilutunoumsndn vielumsuslon

2 3

an Yo a % = Ada Y oA Aa 1
WlﬂﬁﬂNaLﬁﬁJ@@aﬂ']WLmﬂa@N G?IQT’UZW‘UN']ﬂ1Uﬂ3ﬂJV|au@']‘Vﬁ@Uiiﬂqﬂm%Vlllﬂ’ﬂllE(J'\TEJ']ﬂ
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Tudunouaeihelunsfdavonds mafurmsssudomndndusitdagyiliiumunsde
yiemmAudifinguanuni defvesadosilevssanil fo \uussgdaliannsld
duiiineliiAnnansznusedanadey Tuvhusudeafudundnnisgieanwiugdne
(Polluter Pays Principle) o $5limsgavyulunszuaumsvionisuilaaiineliin
Jymaanaden winsgliuniniasiousunuesinndoulnsuvesdundon
ponuluguvesiuuuesduivideuinisiineliAsuaiivduiomnanmsudn vie
msuilnndudwidousnisiu (Ekins, 1999)

uansAnnslduasnsgdannamsdadlusemelng nudeyadiifou
Sudhunduiugsialudssmalne amdvadldsusdnmsannisliudiliaduieais
Tnganitaduavdiuanls 10 v Wifugndfhiuiadiufundeindosiuiii
IASNSAINATIAHANIT A.¢1. 2013-2018 Ml 1 Inanasnistenarvhliianns
THufnszauuazuimanaingauiiaau 10 Suui andiuldunasmismnuiduiey
Tudspmaniingmine viedimssussdnsanlinaradnyilviAanssuanaiudeuntag
luvhlanlsiguiu

anmnasi@inogounovagaulny
nSauan1Sund

o A

; 1.5 dikuds
i
. " i
v
g E E E E

2013 zol% 2015 2016 2017 zoiy

‘ dovannMidsns:a1eiazwarain |
U - 1~
N3 10 MKUNI

-InAlNY)

AN 1 NFFUTIAMIULINTNITNITAN WNINTLANWUBIUSEN @nnsund Aol
Uszwelne)
111: https://th.starbucks.co.th/
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unumvasiintydremslidayadudnndon

demsldiadesiiosns 4 maasvgmanslifismeiiazvinanudenlnsuves
dawndould iesnngulssmaiiimaasygiauazenamngs fsdnegIunTHan
voanuleaiialuuaamauldiuIoulunisudsdulugvvesussiu nieingiv
visoluguna UstlovidunSlulssmedimdsinunluniiamesis  vedan Taany
Tukauiede Fuilidgmawindeunszargludoinlan thawndeuldnenany
vhanudilafisaudosnsiaslfiAnauaunaseninsnsiigidulamansegia
uazmsinwanimwndes Tagldminanudadu (Sustainable) inedunefisansana
fud mnee msussaienusesnisvesnulugudagtulasumaanaansenuse
ANUABINISVRIALluauIAs (Fleischman & Schuele Karen, 2006) T#Aia1namaiu
994F131 (Sustainability) 319188 AvuaIIsanTef&inisanilivinlfae
nsanasluanudsdslueuan dauluguuesvosiniasusaianddunisiau
funluganudsiu Aensiunienineinsivunlilunisamuiimuadsnegiviuia
viofinafutumaen Mduisenananlddn mamsydulalueumanuasamnwdie
maqmuwmﬁuagﬁuﬁqmé’am UVBINEINTETINYIR AATNUDIDINIA 11 UazRY
maﬁwﬁﬁaLa‘wwzu’]wmaéhLamm«mwﬁﬂuswzéﬁ laganieiay GDP 919dIKa
ilviianadelussuzen?

msvTlugugiidunisagsioumgnisaliBaasvgioesninlugureiaiay
N30T (Accounting Number) hagsun15du (Financial Statements) #7199
e lviETannlide (Stakeholders) lé§udnanissiifiunuuazgiusmensiuvesianis
ﬁaﬁ?uﬁaLasumqﬁ’iy%mdwﬁ?wﬁ’aaazﬁau%agaasmLﬂumammzqﬁﬁismﬁ’unﬂma
PNUUIANUAARINE1ITOINTUYTIVIIRARANADINITIU N15UQYTATEN (Green
Accounting) ¥i3e NM3UayTAaLIndes (Environmental Accounting) Men1staydiiledan
wazAunndon (Social and Environmental Accounting) Lﬁaﬁﬁmmwumsﬁmm
sgldhdiauiiinannsdadfinanlvilunsimueleuefifetesiviwnden
#9 9 N13uRd Green Accounting lugnugiiliunsdgdiuansnmein viedia
mensdayTsediumiity Pearce & Warford (1993) thauein Aan1siu (Capital
Assets) ﬁ'wmﬁﬁaq'swﬁ'u ﬁ’mﬂ%’u&hLasuéhaJa,qJJaﬁhquéjmaw%’wmmﬁﬁimwaLLaz
Aunndeu uiityuimuadulifouidunuilflunsdariniu (eosdns, lssny,
ouw) widesmdaquiyed (wd, Uszaunisal, vinwesng 9) wagnuiliieadestu
Aannaeu (Ul AN NYDIAL, ARININEINA) T,mnhLauaaaﬂMWIugﬂammiﬁwialﬂﬁ
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NNP* = GNP -Dm -Dn -R-A
lnofl  NNP* Ae 1elsussvmniaidsdu

GNP fio HARSIINIRTINUTEYY

Dm Ao Andeusiaesuitlilunisuan

Dn Ao yargyAuvesduandon vienineins

R Ao arlddnglumsilunyuienfudanaden vienineins
(2u Ul Usea)

A e AdlinefienstestumavhaneAanndeu (Bu uanmegymna
AU BINTA)

mnmuAndsnanligrinninsaflulssdiuiiiiaulade msldindasias
fe 9 duansaiildatudels uazuenandfaiusaiuluteswesuinsgiu
Tunsdavinsi TaiivosUssmasing q Miledostiusan elviavuessemesiag o
anunsauUIsuisuduld (UNSD, 2003) feifuuuamuAadsnanidldldgniilld
Tugananirinuan

dunslideyaifefivaunndeslusyiuresmaenyuiiazyisuseninaindeya
metadiu einnsligosmiunnsaiuluulaesiuudafiaumnoadondsiumy
Gray (2000) lawadisnsUayd \iadAn (Social Accounting) 313 {11191 Social Accounting
Tl lususeseenanirsuns nedl Gray Rob Aldlvmilenuliin metytiiiedsay fe
msdneLaziiauedeyavnsTdnieadesiudsuveesing Auandeu gnins
wifnau guvu gnén wawlidnilMdedu 9 AlFsunanszyuainfanssusmg 4 veeadns
FetunstiyBiiedinnenaazusznevdsdeyaiiduitu deyafiliidusGu
wazn15e3ue Taefinnsdyfitedinuiezdensvaussiegnuszasdludesves
Anwdiinfuiinveutesesdns (Accountability) Mflsegdlidesne q vesesdns
agadaau Juwanudaiingreuegliiuavnanisdyfidenlosfuauaiuise
Tunsisednuliifiearuddu lnednauemenuiiavilsluwuuiidendn “Triple
Bottom Line”? (TBL) Fuhauslilng John Elkington Tull 1994 Fewundniliils
it uusldsuiiuuimnudndundaust 1987 uda Gray & Bibbington (2001)

ansofnudeyaiisdnlan www.sustanability.com
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Anwuisnivszimaiduaudfingromaziinianlassnismsimuniennudady
Hunsdifinw Taensthguuuusienu TBL Reporting snldf nausngindiuiemidnsm
Tasamsdrunutios ieandunuiigdlunsdnvideya Fethuuadn TBL Reporting
AdeldanunsadnnldlalunaujuRaseiunnuien Suiligudeuwininvaydliaunse

D

mzﬁwmﬂiamm’mmmmmmiummwaamma 2 L‘W@VH] mlﬂamiﬂgum

D

Mgdamannunniielaeg1auase (Gray, 2000)

4% b2 a' b2 %4 L% =
nsaeioulynidudsindsuvastintyd
fuduumasgesilananhidnsauesinUydazlilasuauieulunis

ilUldegnaunsnatememnduilotnainnisiseuiieussninsduyuiasUseley
n:l' Yo =l 4 n'/ a [ z:{' I3 o Ly 1 1 <

a5y vieutinsynsnmsanifissiuSesanudululalumsanasaesig o egrelsnau
UnUgddmsnereiuazioudyniaie 9 vesdswindeu lay Gray et al. (1993)
Tanergrueduiganudunus seninen1silasunlaseesesnnskagn1sugdliian

U v A & D% | | A A & ~ A < o & v

AN US ML UlAag19918Ae 19aIAnsHNIsiUAsULYaIND13 T UA BINIS
p=| A v A = YR o aa = = v

fin1swasundadlunstnd Turusipeinuiienistytinisuasullamsnazies
Wasuwlas dufeiaazilunisnszgubiiianisiasuwdadluesdns wseeiadu
MsasULUadlUANYUL A TOUNAUTINULAL T UTETINNSHURS UL UAIUDIDIANTWAY
n1sasuunlasn1stad Feenadunanandniidnaydnquuilaneeuasiou
Iinsdaydvimthnluguggiveyauidsny suudadldudiglideyainediviwindes
Tuyuvesn1sUad Atuni1sUgddwndsududunisdydntiarudidyiunis

¥

Uanedayaineinuiseswanmaainaey ngdzuanstanisasvieudymmudaindey

v

C IS a v dy
VOUNUYTAN 3 UTUN Fall
1. msUgtdsnadenluuTunmensUnydniskiu (Environmental Accounting
in the Context of Financial Accounting)
Tuvdunmetydnisdudl sumsluieludenansidrdglunisyiwing
= 1% a o o a v Ao & 4 v a 1 = 1%
doansveyavesiansludadldesunisiu deyaninduierivawinden fe doya
HANTENUAUAUNUEININADY (Environmental Cost) $iuf9n1TEAUSURAYDY
pudamaden (Environmental Liability) Wisenii@uineiiunanssnumsonisaiiiugy
AUAWINRENYIUTEN N1slamedayaninafinuiufiRnuandeiuluiilednnn
v = v aay vao a wa d' v 1 I [ gj a CY 2
galifiunsgrunsUganlmsnisufuintugesdanannidunisiane dadufanisdndu
lugeinsUamedoyamivludnyasvesnisesuiaiferiviunnden oy
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nmsdamelngnuadiasle vielawenudetidureangmnefiieitos lneflnuide
TudsUssmald@nuvlifsaeandyudand 1y wan1sidelasdanlnglddeasulu
Usgifuifeniuin gnavinssuiidinansenuynausedanadessinaUawedeyamly
unnisilamedeyadumziifeitesivduinden uazdnvuznsdameidy
nseduielasdiulng wazinlidamenansenuiiusaiiu Wy Broadbent &
Guthrie (2008) AnwmgAnssunslaedeyauesgnaInnIsuoIMsiaziAIosns
Tulssinaooands nui visndniluglugnamnssuivinadamedeyalusumis
msoSuneduvdn uazlameteyalameAiuuamadiiinue Wuuwmnewes GRI
(Global Reporting Initiative) #3808 MYuAvBIRAAIMNTIN AIUNISUAHEHANTENY
Fuaiuduunuaglsinuiae

dvdudseifuresnsifevesindvinisiutnasiieadesiunismadey
Anuduiud i deaifveanisdametoyaiisafudunndon Audnyuzveuity
nan1sAlunuislfudundoutarnanisdniuaunienisdu Tuefnauide
SnvnrilinanfumiAtlulsmmanssouinmuasthgiufimsinwedlunaneUssne
wenaniinisdiushlunisasgninifertunsdiladensinudunadeuduuali
fagiliAnusssdndusiosmAdeffuussfiunansenuvesdunndouieaunsiu
yesfansitnazgniadeinduiansidsmansenunsausiedsuandey uanaNi
HalwnAniiresnsrliunsiuagioulsadiudunadeslinatugnilinees
vildiuiaunsfuineeiidnungegilsisazannsnagiounnuesfianisiuansoan
fauufavieulovievesianisifidenissnudwindey Wy n33EusUnsiy
flazviouyadifial  (Value-Added Statement) 1ol 1990 wesu3®m BSO/Origin
(Huizing & Decker, 1992) wmiﬁuﬁmﬁu?umé’amaﬂ Baxter International Inc.
(Dhanda, 2013) \Judiu eglsfnuilofinnsanistedifnvemguivayinisiiu
Tudagtunagaruenvesnisfiazsuuszduienfuiunndouimualiluveuin
Yoty Joilidilifinasgunstiydfitmuaisuoimedydnfeiuan s
medanndeulnoassslinailiudiedudnge

2. mstiyTaunadeuluuunuesnmsvyduims (Environmental Accounting

in the Context of Management Accounting)

msvgduimsifiodannden Wunsnunuteyaifielilunisnnuny
wazdnAulanieluesdng dsteyamanianiertestunanisdiiunuvesianis
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finsznusisanimnadon Inesjaihuiidiavuas doyasumuilieaiudunndeuiiewluld
TumsWaunnszuiumsdnduladafudnvaurgnusrasdvesnmslitoyanelu (Reyes,
2002) ustoeslsfinny iflevssifuvesdundeuldidudeilanliauaulauniy
Tuilaqtu Rausign 1990s moudu nsdanistoyaiifenfudunndounungusyase
Wiy 9 Fuvdsuly Wewvedefudnulaeaneanuduinteusedsundey
lanateduusygyinaziui@nnianisuinslusyiuaignuetasdns In1swawn
nsmsadeufnafuAuedousudunamanvdngunisiuloueansisuziniy
Wy mafvue 1SO 14000 FeiliAnarudiosnisifsatuszuunsuimsdanndey
(Environmental Management System: EMS) Satufiii EMS 1ind nsUayaluladl
anudnfufissiioedesdinerlafnturinfuus Saflunuimiiddnluntsiam
wagnsUszauANdSues EMS dae dismansiduiignideudulaednngu]
3t TNiTerdes Wy Gray et al. (1993); Ditz et al. (1995); Epstein (1996); Bennett
& James (1998b) TaglussfiiomannuanismnaosfoRuasfedidmeiuneld
FamaFunsnaaeulazuamsiitas it dliinluussgndldludes nisdevi
quUsEa MIUTEEuAINITamY  sEuunNsUsEluAAuULaT AN SALTUY
fatfuayuszuunsUimsasnades 1usy

i lfuresnmadafiunnudnivluesdunadeudinaldnsemy
sonsiannMIAmegsiatarilugnsdsundasnagméiiddalumsviliaisia
ngsiaUszaumudsaluiign Tnsiannzegnadsrumenguuimsdnnsmusiuu
fuindulugsiafilunssnusdeduanden (Jasch, 2006) Wu Starbucks fidnsy
funisadrsnualififnundsnuuazdsundeuduuuimamdnlunisdniugsia
Tny Starbucks Uszmaiusdayaemadugihvesdedsdusuaanndeslunnudyu
vosgsia InedinaemifivszaumnudiSanunissietl Aofenszmudmiuiniosusou
wutlmidsgninantdlu$hu starbucks Tumeudu®l a.a 2006 drevdattaeliiniseld
Iwesivihananduliiidannnintas 5 &nveud s

3. s fdwnndenluuiunveanisaeutayd (Environmental Accounting

in the Context of Auditing)

nMsnsvaeuddiinetesiudnndendunsussiduiinseunquvie

Y

NepsiunnsgIun s anuasinteuinsenude Uy nazn1siy. dudwanseny

o w

AOAULAEUDININTT IWefanadouinldiud1AynonanITAEuIuIIUN1TRY
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wazdoulusig q lunmsduiunuresians fafufaeutnyifaessudulinsouagu
Ussiiiuwmenil sawusegnseuaes Collison (1996); Collison & Gray (1997); Collison
et al. (1996) Tu UK léfinsseyismnmifendosmesgaeutiydfifiumnniuiedv
miﬁmLwaﬁqmmL?%aqﬁLﬂulﬂlé’ﬁﬁaauﬁfﬁiﬁm%@Lﬁaﬁmaﬂwmmﬁunﬂé’au
Antuifugsiamends Seemuifendosiidgnineganludtinnuaeutifuuelng
waruIndadudwesenudsniu q Ussiuiliilisdesdinsesueiuiy way
falimafiuturesnsnssuiindmanssnuiienafetuvesssiuanndomnniuilug
U%ﬁ’mﬁ?iqﬁm'msjammﬁmﬁummﬁflLﬁuﬁﬁaaﬁmia%msjmﬂ%{ul,mﬁ?u w1t
aoutTdadiliinnnenfennudinlalussazidenaganniismeluuseiiuvenanseny
sedanndeniiAnrinnssiiunuesgnémesdiinnuias nansznutulsdesaeiou
Tusumsiiuvesgninluysifiulathefiiierivasinnden (Suksala & Chanaklang, 2019)

uanndafinisiFensosunniudedasutiylunismudeyaifiendy
dawndenlusienunisuansanuiiiurssunisiiulazvieuansanuiiudedoya
Aawadeuusniamn wu Tumenudanedes Wus wszdisumsiulas ey
vesfjaeutn T ingusrasdiiioszuaninmaanisdniunuiigniesuesusnusindy
azfuvnedafienadusvgnauilngmaisionisdseguesyweriuds Ae19ay
vidanuinauazsenfedvinistauasiuseneuivimas ulndlilaninisneuaues
AoANABINTANSITUE LA

fegeeuAseiineadesiunisdydaunndey

Al-Tuwaijri et al. (2004) laAn¥1ANUFURNUSTENI1MANTANLTUY
fuAunndeunaiantsiuiuaudiiaTugia wui mansddudiudinede
uazranseiunuiuesysiadauaenedondululufiemadeiu Falsisiu
wmnAansiinszuaunislunsusmsinnnsasnadendindoudsmansonanisaniveny
F1unnsdureRanIsisuRefy navesnIsedlaidunssanaseulfifiuin
Fanunszminluigmasndeusnndy Wesnmansaudunudimuiasusiande
NansTTuuiufGutugounannseeusuluALA LAz U NS0 IRA N TIERTY
aelinisAileiedaandan useg1elsfnuissdauddeinuitnisaiuey
srudanndoulunrazianisseldfianudnauiismefiazaeuldindauieideiu
HANIANTUIUAIULATENY WU Masanet-Llodra (2006) lavinns@nwnisweaun

JEUUNMTIANTAIMIAGNYRIgsRaNannTeladlulsewea Uy deviauimIniiansa
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masunagnslunsuimsianisaanadesmuindnisivualiduiusisvesians
ogsdniu uidlofiasandamansufiRsssndunuilidulumaiusietlsmunly
Burrit & Saka (2006) Anwnisideulesszmitamsussgndldnisdaduimsdaunndey
(Environmental Management Accounting: EMA) Fuuszansnmiudnday
(Eco-Efficiency) @4 EMA (fuuwnanidaiiulunmsinnieudoyavesiansiiiedu
AwandoudielVEudmsannsaihdeyamdiulusznounisinaula demanisfine
pdsilgslainunnuidonlosodsdnuresiidesssuy agduliimdngiudsedng
AFnnnuiseidndimsinulnstaiuilleananlfessinmludomansemy
maassgRannnsidumusudunedeueauitn

wannil Su Aida (2008) énanvimetindadnmanslilutde “Special
Issue on: Accounting for Global Warming” 21 11WAdensdeyinisagsiusnlinnuaula
TuFesnnizlanfou lesanitadoveannslandouidldidudodmifldinisyait
wiis s lFEunanisuntusausiuszanad 1970 WusunluThe Club of Rome’s
alert Tudeswesmsgauvominensassumialioramauny wltluagsusng
msqzyéjusuaw%’wmﬂiﬁsﬁmmaﬁléfaﬂaa winduiitlm fossamisuiousanniu
waznszarsluimngiiniedialan wu Aundl (Tsunami) nisifisduresmig Cyclone
Hurricane Tornado (WU Wg Katrina aauuAsiieadud wgunsaaluusemensi
Fudu) msanawesdniUn wasdaymsu q Alildndnluiidsnunune Usngnisnd
wianilduusmdnsuliauiusnlienuadlalusdevesdaunndoutusnniu udegls
faudsiasdustuiedeulimsudletigniduluegiassdiu Aemstudetuynine
gulaln USE¥W siann wae $3Una desnsentinluanudin SuRaveuLaENeNeuINIaNNg
vieunsnislunsannisvhansanmnden WenansenuiiAntuasudiuneliiaa
AnumBuz ANy Alasanizet19Bslininusuusaazetean ity nd
Foutndemanstadmsldeualaussfiures drinduiinrey (Accountability)
o Su Aida Idlausuugld 3 Yssidu leun JssifuSeswosnnuivinveues
Usenedisisne (The Responsibility of Rich Countries) Useifiudeseuitvuas
n13idles (Corporation and Politics) wagUssuduaangfe Bosnnufuisveusunisan
(Acaderic Responsibilities) Usifiumaniasdulssiuiioglumualasolulusunes
Wionmstumdounnuaiyimivesdnilanaeldnsiauiegneddusdely
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unay

fanauddedsiiyndieriennasy naoneu mAvszsuaziuldnaln
Anusmiledy unumsutaduiiieainannuaiysudduliuniuywd eegdlsinia
spuuimswgRafiondonaln anundledufioaueuaialiuruudanfnitulddy
roududuFesiismnauazdesndusnvumumiusngvesitnisanasiadsill
Tdensiafuidiaunaasugin wieseldussnned Wesihdunield viede
msvusldlasufassanazauiuiaveuvemyudegwieninnutisinuasugia
vidomnlugpasiotiagiiuinazldmin Accountability tuies (Lehman, 1999) Assina 4
17iLﬁmsﬁuuwiuwaazsﬁaqmﬁi’mmﬂﬁmqLmﬂs@mam‘uazmwgﬁwamwamaﬁu
fnsdlfsduiinazaiude Wisuiadeunisiuseaiiaesdiu nsneneundtaym
og1emilsenathundedymeiadumuin Famnsvesyverandtiaduna
pufpdnaiase mafiasvgiaasaipdulilussdudusioluiigaduldduunsienade
aBsuyusesivaneiiaedegifu wu “Ussrsulae” Snasdideududannyana
yarafiiainmiloznsesinddle q Aldaneldnsevvesnguane duduaiumune
fuauiuludmivanumsalluiagdu wimnuywenddesnsnsuddymng
fudanndousine q fifegunnainelutagiiu 1s1en99zdesnsdeanlaniiFendn
“Communitarian” fa nsiunalszlevdvesguyuiazdauidududuusn
wazagimiledritaanyy WelaimuiiAntulduywsnieaaskiuiingaamesi 9
fidausdneganmadsunlaesssuvfmunn fuilld
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Abstract
As economic growth has increased the use of natural resources, and as
customers and stakeholders have become more environmentally conscious, most
organizations have to pay more attention to product introduction and design
that has minimal environmental impact. Production that reduces environmental
impact leads to increased organization performance, a competitive edge, and
organization growth in the future. The objective of this study is to review literature
on the effects of product care measures on organization performance, which
consists of Environmental, Economic and Social performances. The concepts and
theories for this study are green supply chain management, Natural-Resource
Based view, and Product Stewardship. Product stewardship measure factors that
affect organization performance are eco-design, green purchasing and reverse
logistics, which can be used to formulate strategies to develop products that are
environmentally friendly benefitting a variety of operations and in turn leading

to the organization’s competitive advantage.
Keyword: Product Stewardship Organization Performance Green Supply Chain

Management

uniin

Hagtuuidnengg Werwddgfunsduiunulfidaeudaduuniy
esnng@idnwlidoasluldun fuimsseduge wiineu ildmlddunouen
TorsiuseiurAuazumna den uaznaininnuinanefuussiusudunies
amglanfeu nsasmiwensilivyudou wasuaniie Seilididlddemani
manidlvigsiananaudniilifanstadusunnouazanmslingdsousssumilusyving
NSEUIUNTSHAR (Martinez & Mathiyazhagan, 2020) uasgalsAniunisiaule
yaaswgRatundudamaliseiunslindanusssumAiagu (Micheli, Cagno, Mustillo
& Trianni, 2020) Fan1siadapivlamaasusiauazuanziuasnndeudutigm
ﬁ%’mLLﬁqéim%’uéi’mmﬁ”’qLwimﬁﬂﬁi’aqmammiuL*‘ﬁJuéfum auﬁﬂummzﬁ?}wf‘;mm@ul,m
wnu (Kim et al. 2016) Tasuloviedudunndouszyinassmeldszyhmaivls
vosUsznslanuagnsiasguivlamaasugiainlinsinswenssssurfifiatu
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281390157 aeanadenaniwliiiuAswandou (Barbarossa & De Pelsmacker 2016)
e insiauogadidududnedeniadunisluanuimiefissng g
dnfuuieniivedoundafieadaanuldivsouuasdeldesdid (Quintana-Gardia,
Benavides-Chicén & Marchante-Lara, 2020)
msvnumMsiianansausludymaunadouani vaneq esdnseeusunuin
ﬂ’ﬁfi’fmmsmﬂ%qﬂmuﬁLﬂuﬁmsﬁuﬁumé’au (Green Supply Chain Management
3o GSCM) wiethlugmafmuinantsdniuauifty Tnsnisdanisialgunu
Adulinsiudunedon fofulnnnnssanAnssrimsdansiunndouuas
sdnnsvisldguyu (Supply Chain Management) Ingiiunsifisesdsznaufifenty
“Green” Whlulussuuvisligunudadunisdanisnanssnuuas amnuduiussening
N139ANIN NI UM URAL AN TNWINGOUNETINYIF (Srivastava, 2007) wag Li (2011)
N811771 GSCM LﬁumsﬁmimLﬁ'mﬁ’umaisziqﬂmu’[,umiLﬁ?‘iamiaaﬁuﬂﬁym@m6‘]
Fudunndendagilinssidunuiudanedenity Taetnannisannisudes
wafiuvnse e (Air Emission), annsUdestinide (Effluent Waste) uazannsl¥an
fifufiy (Toxic Materials) dsdamaniardmalidamnisvhilswazdinudsnisaan
i (Green et al., 2012) nieusiadunmnm, anufmelavosgnd, UssAnsam
Y09036n5 wazadeauliuseulunisuetu (Azevedo et al, 2011) &1 Geng et al.
(2016) narnfiududnin GSCM Wuwwinudniilianudifeylusinisiaun
MsAfunuidBuresesdns
Nndeyadnanlminideiins@nwvniwmalunsiaunUsuUsmsaiiveny
sudanandey wu 1uAdeves Sutthichaimethee et al. (2016) lfagviszning
N133AN1INTNEINTN19555UARaz AT wlunsaseduauasuInisnnely
ﬁaa‘[&zﬁqﬂmuﬁmém’tuﬂszmwﬂma Somsuk & Laosirihongthong (2016) lansiageu
wagdndrduanuddnueinsuszendldnagninisianisisldgunuiifuiasty
dandenlunsimuiogudsdudvivgnavnssudidnnseindlulszmelneg
Jermsittiparsert, Namdej & Somyjai (2019) finwfiskansenuvasiumauuRmumle
gumuildufinsfuaunadouluiuuesuesnisuimsaunimlagsi (Total Quality
Management) fifldaaiudeBuvesgnainssudidnnsedndludszinalne
Wongthongchai & Saenchaiyathon (2019) ﬁﬂ‘m5%%Wﬁ%aﬂwqw§amﬁuﬁﬁﬁia
nsdanisvaslegumuiiiufinsivdwinden uaznanisdniusuvesuidy

83



KBS JOURN/AL

Vol. 4 No. 2 May-August 2020

Jermsittiparsert, Pintobtang & Jumnianpol (2019) lansivdeuisnansznuvestade
aelugndn warguiedadonisuanluniswaunlgidvunsed1adaduiiise
nansAunuuAsIndeTesUTENEERTuUsEmAlne uazsues Sukortpromme
(2019) l¥Anwdannuduiusuesiumisnisufiadunsdanisisldguniuiidu
fnsfudanadey Uszdvamuesldguvu uagnanisiiiuaunisgsia 1usy
PMNNINUMUITTUNTINTLABITewUI1 sAdedaulugsa@nuilissin
msufuRnulaesufdinadondsadenanisdiiuiuresednsagidlsig
uitlnuAdereuinsesiiuAnvifeaiunisesnuuusdnfasifilulinsiudunaden
TuseswenmsNIMIQUANER A (Product Stewardship) fidasonanisaiiuamy
Y9409ANT 9AOAARDITU Prakash & Pathak (2017) finanyiwanumsinnisluEes
wan s dudanstuianadondauauluniniaeds uenaninslinnuddy
Tuiinmsuugthwdnsiag waznsooniuunsnaniiannanssnudodandes @131
thesfnsiugmsifiunanssifiunuvesesing dsmslnfudndusmdulinsiuasandey
danalviosdnsanunsaneuauelouisuduindon assanulsiuieulunisudety
uaztulndounsiiulnvesesdnslueunan (Katsikeas et al, 2016) lngn1seenuuy
wan S duinsiudunadeuansadenlsstusedui 2 Tuyuuesues Hart (1995)
finanfasmuesiunineInsyesTsATugLYasUTI (A Natural-Resource-Based
View of the Firm) Suflunguifitiludnslfiuieumanmsutsiuegiedsdu Tnads
oguuiiug s mIIAdoNvsTIIIRTesUTE Tasiendasiunsduiuy
35U 1A seduil 1 nstiesdunanisufis (Pollution Prevention), sefufl 2
1MsMINSQUARGRAA (Product Stewardship) uazsduf 3 msamnegedsdu
(Sustainable Development) %ﬂmﬁﬁmima@l,l,awamﬁmﬁ (Product Stewardship)
Hdunsliianiidenansznusedanindesdesdian 1Wudsfiarnnsasinliesdnsiia
AUlALUTEUNI9NITUYSTU (Competitive Advantage) (Masoumik et al.,, 2014)
dosmnanuldiuisumeinilidudessniivsdeuwuurdeoufifionuls Fedeualy
ARAUAUTUSRUINAUNANTATUN NP ULATYENIVD983ANT (Wagner, 2015)
faiu uneuatuiRd i Uszasifiuansd et doronnasmansguanan o
fdsradonansmiiunusudunedeunulfivisunamsutsiunagnansiiiuny
MaAsugia Lieve1sesdanufiisafunsdiiunusiunises nuuunaAnS i
Aduinsivasneden ansoluldidusngndumsaiuayunsiiute yadassing
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a2

dmsumTenneiunisesnwuurdniunniluiesiudanndey 9nnieAnIgsna
anusa i dunwmslunisivuanagnsiiienmuinszuaunisauanduauinduy
fnsudsnadenliinussleviaansenan1saiiuauretasdns

Waun

UUNBINITIANITNINYINTNISTIUVIA (A Natural-Resource Based View)

guma\‘lmi%’ﬂmiVI%JWEJ’mivmﬁiiaJma A Natural-Resource Based View #%30
N-RBV 1¥unsusuyusesamgud] A Resource Based View (RBV) lng Hart (1995)
it el RBY 1Hunisuesdiinisadannulanaulhiintunigluesdnadies
oty wildaziasdedrdafignimunainaniniiadeunenenwidesssuud
Hafidasiatidufiuivesnisursfy (Rao & Holt, 2005) @1 Hart §9na128n7
msauamnuuduninmelussinsesafsiulifismeivsvhlvessnainanali iey
mamsusduiidadule esandaditiadsananmnndeuneueniiiuiaimun
AnuasaInIsutsiuiosdnsdedlianud ey fremnil Hart Salddnaue
YUUBINITINNITNTNEINTNETTUIR TageSuielidn nslauTaunianisuyadu
whoseguuiiugurasanndouesTIITAvesasAng dull 3 seRufiieades
¢ 1) mstesfusanisduiiy (Pollution Prevention) WAgdasiunmanengudesiu
LilARmesdeuaznsUdesuafiwileviliAnmldanedin 2) imsmsnisguandn o
(Product Stewardship) tAgadesrunisandunuasastinuaniasi Tasnisasg
Anudusius ARfugTdwlddudeielvldfngAuiflauan Jadawalieadng
fnndnualfia way 3) Mewaunidedu (Sustainable Development) wigadaaiy
nsanasEiuALndeuLaiunalstlovimaassgiaiieidulenialiesdnsuee
panbabuauIA (Hart & Dowell, 2010)

Graham et al. (2016) levimsfinwinansznuresnisdesiuuanisduiy
(Pollution Prevention) Safusumilsvemnuf N-RBY fisldensiiususudundes
wui esAnsiinsdestunanngfufivdmariilinissidunududundeuity
fodugaEusuiirdmiunsaiieuldiuToumanmsutstu (Competitive Advantage)
1199970 Hart (1995) léindnyin mnlsifimstesunanmzfufivuwdlunsguanan s

o oA

Fuduseiungesvemgu] N-RBY Wuagliaunsagninunldlivszauanudusale

a A

tududminauls Wenstesiuuaniizgnnsiaaeunadindinansenisniiuay
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Y9393ANT TUAMUABLVBING AR U1MINITNTRAKEAS M (Product Stewardship)
duiBnnsdanisuansenuduanuuandiaeawdndusivas Tandld saudanisdn
mMsfifeadestiunszurunssan, msdvine, nsliuaznisidanandioet ieilug
nsleundaansnsinannansznusedanades, audasafouazguaimuesiuilna
(Breen et al,, 2015) {unagmsivhluisndesiuiinvouiisrfunansenuiiAniy
Mnmsdidunudnasinedeslunszuiunissimineaudmaeaissiines
wAn Yot (Product Life-Cycle) daustnisthidingiuludnszuaunsndn ieanaldine
Fudanndeunieluinsiinvecusin Tnensimaluladlvge fauisagaele
nsvuumMaAnlianfidufivistiosiian wiewiaeliaanslivsslevivowan o
uslnalalliidn (Kanchan et al, 2015)

BIANAUMNBLAENTLUILNSHINA1IEABAARDITUALIMANEYDY Hart (1995)
fina1ninunsnisnisquandndnel (Product Stewardship) 1ina1nnnsldsngaiv
fdawansynusedanndesiosiign inatestunisfionsantsanuduiusiugianls
dudeiiegneuenesing N1TONLUUNARSMI LazMIRALINTZUILNST 1Yl
Funumelnatisvesdanadouanas Snvedaduiividunsiaumsdniunu
Fruesugiia Tnstinesnuuunandusiiudidudesditng 338 16ud 1) annstiingi
Amenuazdsnansenusisiddenlan (Earth’s Crust) 2) wanidgensléfngaund
asfiwidovu uay 3) Wninensaflegliduauniign wazndndnsinldazios
dwmansynusodanndentioiian ansmihnduinidlmivieslmaslvnduinivsslon
1#3nads Tng MEI (2013) fstuednine 3 FFvesnssenuuuiiasnadasiuiladsves
Green Supply Chain Management Practice %ﬂiéfLLfi N1588NWUUWALILIA (Eco-Design)
msdatotanfiduinsfudannde (Green Purchasing) wasladafnsidoundu (Reverse
Logistics) Fausazdadeiiswavidondel

1. nseenuuuleding (Eco-Design) wiomseanuuuiiduiinsiudandey
(Eltayeb et al,, 2011) {Wumsviemiiiundnlunisufuussnumeialiiunan o
uaznszuIuMiieanslidiedudannden (Zhu et al, 2008) Wunisoonuuy
wan STl ngUssasdiloannsufiReuiidmansenusudanndouesan st
TnerdumsufiRvesiuimmemmiunsais fdniusiuguetadoniann fidemy
wazimaluladlunisnevaussieninudosnisveduilan Sansufoadenaindu

s

pusTegluivesyrraianiziaizadas liansadeuwuuld Feznatadunagns
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Y9383ANnsluign (Kirchoff et al., 2016) nifivesniseenuuuibiululudnuuey
Pheanshignandudseniuunsiaaiiannisldiaguaznaanunlidndu awnse

o w 1

thianwentundusldl (Reuse) Slwida (Recycle) wagnafAudutsznauvesian
SnvsesAnidevioannslitaniiudunselunssuiumsnin (Green et al,, 2012)
Tnemseonwuuidunsiasekasiiaunansasiuaznsiiauddyfuussiiu
fudunnden Tnonsanvdeidnasiiduduniie annsoiindndusifiliudn
navan g, dhadsuduguwuunisldusslevilug, dndudignszuiunisuan
uagiiuUsyavsaimvesnislinineins wu Yan uagndenusgninnisldeges
HanA e (Somsuk & Laosirihongthong, 2016)

NUITUDY Eltayeb et al. (2011) wWui1 n1se8nLUUENLLNA (Eco-Design)
%uﬂwﬁﬂuumﬂg’jﬁa%a GSCM @1u1sadnaldeuiningnsefiunan1saniiugu
fudannden fuiasegia wazanunsaansunuld aenndeanacuideves Diab et al.
(2015) finudn nnseenuvuidsing 1Wumnudesmslinanoonuuundndae
fannsltanuarndanu Inedesanunsathnduunldlve, vsuasududumin way
nseonuuUdmMIuNINdudngnszuumanan Faianssumaidsmanssnuidaan
funanisandusududsnden Laosirihongthong et al. (2013) Fanudni
nseenuuudadinafiiisafuussgdusiuasndnfusiaruisadwaidsuinde
NaNSITLNUAATYEAY LAz Khan & Qianli (2017) nuinsesnuuui@sdnaiiufoa
muteyannszuuamsaumailuiinsiudunedeudmadsuinegannsoyssansnm
096n5 WoN9IN1l De Sousa et al. (2015) waz Hjelm & Lindahl (2016) lénadnia
AanssunseenuuuiBeing iuedelodmiumetansansiiiunusuduneden
LaziATYERaTesus T Tudnvaznisineuresudnsus wieureaananseny
F1UA A aNY 929957 Inv0enAR AnetuazsinlsiudinleBouuazuusslovd
fudaanden aunsoneuausInNFBINd AR liTugnd

2. msdndefaniidufinsiuiuindon (Green Purchasing) unefis
nsvondnfausiiidulinstuinnendon Tnevanidesnsldudasusiidusunse
dedanden unsidentaginseiuinguszasdiuaindenvoseddns Tuds
naeuAniengveUadun1snadn (Suppliers) Taenadasiu 1msgiu 15014000,
OHSAS18000, RoHS “18%1 (Somsuk & Laosirihongthong, 2016) lagn1sUseLiiu
Uizﬁm%mwﬁwu%qmé’amaaﬁmaﬂﬁamimém (Supplier) wazUsziliuusunuesids
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flaglvathgszuunisndn (Sroufe, 2006) ALANASANIAMANFLANINABAYBIBIANS
(Cucciella et al, 2012) TneEuanmsdndeTaniinssiuingusvasddudanaden
fosdnsldvonuuuvioimualy wu annsthiasilidnduunlilunszuiuniman
duaSuliidstotanfiansoindun3lodald (Eltayeb et al, 2011) Tnogjaiulud
msadanusmieduguietadonsndniteriunuannsalunsiaundn st
Mduinsredunngon (Green et al, 2012) LLamaiﬁLﬁuﬁamﬂﬁmmﬁﬂé’@lﬁmﬁ’u
Aduiusszrnegrdnuazgiuitothlugmsuszaummdiselumsdiiunisionssu
futhidulinsfudunndeuesuit %’53ﬁﬁmsimwﬁm%ai’a@ﬁLﬂuﬁmiﬁuﬁm’mé’am
fheg1aty fPoTngAudesivuaindudniidesnistetuasidnuas i uias iy

'
a

dawnaeulaegls wu Ingavdesaunsathuslafavsendunlilnile deeingau

v ° Y] a v a I3 % | a v aa Y =
W@QﬂqWUWaﬂngsﬂaﬂﬁUﬂqmﬂﬂﬂﬂi‘lllmaﬂﬂ'ﬁ WU dUAINUE@ITaend @15 CFC 1199

'
a v A o

AudniivianTnluvienanadin fietngivdndudondendudiidnadamedoya
Aeatuandnunssuasnndeuriennuasnfevedudtu wu Aufiiinsiuses
1AssIuFuAInden (Sroufe, 2006; Eltayeb et al,, 2011)

2namiATevs Zailani et al. (2012) uag Green et al. (2012) wuh n1sdnieTan
Adufinsdudwandeudualulfsuandenanisdnduuduasugia daay
warN15ALLLIIY @enAaaIny Younis, Sundarakani & Vel (2016) ﬁwudwmﬁm%ai’a@
A udinstudwndeuiiunumlunisufulssmanisdniiununiaasegha end
Nan533evee Laosirihongthong et al. (2013) wuindliflesidSaiieniunissnde
Yanfidudnsiuannedonvhduiidmansenulneassdonanisdidunuiuannien
Fansiivssneiiduinsiudanadonannsavilinansdniunududunedes
PSR uavdenufty

Tun1sdadetaniidufinsduaaadond dwlugnaniinisaiuaue
frudanndouvosfuetiatonisdn  fedanandviililidveadelunssuiunsuds
Wueuanansolumshiiiunuiudanedeunas Ul sgusnaasygiavesedng

@ |

(MEI, 2013) Bnvadsanunsadanadstododnly Ao TadeRnddoundu (Reverse Logistics)

3. Tadafnddaundu (Reverse Logistics) inaneiduizesdinng sAns
TanudAgy dosanflauinadfiviuiefudwnndes, NOYLE, AINUTURATOU
AodIAL LAYt ueE e B (Agrawal et al., 2015) Faufedestuianssy 3 RE
Y999995bA5¥gN 9 Aon1suiu1vTuduguuuunislduselewidlng (Recycling),
nsurnavunlegind (Reusing) wagnisldlvdesas (Reducing) anusunuwes
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a

nslingavlunszuiunisudnuaznisuilaa (Geng et al, 2016) Fadunisiie
ussAuTguslnalsifesmsudindusldlminseusuiduguuuunanfasilv (Wool &
Zailani, 2010) denafrodanndeniiinannsanueadelugsia (Azevedo et al, 2011)
Tnemsdoundureandniusinieianiifuinstudwndenangavesnisuilaa
whlugmsiamsvnaldgunusnuingussasdvasmsianusuduguuuunsidusslemnilvg
wnldlv, Msdendsenauluy, nsuuudmsensidavendevonanduaiay ian
lngladafindoundu (Reverse Logistics) unumdidglunisusuusauszansam
nssfinnuvesesinsdisiuauldiioulunsuduazanalddiensssuy
(Younis et al., 2016) ngingUszasAlunisiiussdaueindunlylugd 3 vdn lown

1) nshndusidlel (Reuse) iumsifununuussafamiviumsldnuwd,
Fadundnfusifiosdnslddinisdmneeenludefuilan Tnoquervesndniasi
wantazanasiufidrosdnslaiinsdnduewiy 2) nmandudidnszuauninde
(Remanufacturing) Lunszuiumsvesmaiusiuraussyfausinldannisidnuwdn
vosjuilng TasuUssduanimuaziudsutuduiiddounniemiedadilm iy
adludl wa 3) msthanUsuduguwuunisliussleonilm (Recycling) Wunszuiunis
Y0913 AUTIUTINUTISaeifldudnvhnisusndudiununinavyvesTanuas
¥msiasian e siududmiuinnysursesauladiiiauss Tomdlvalg (Wells
& Seitz 2005); (Eltayeb et al., 2011)

Ta3afnddoundy (Reverse Logistics) awnsavhlsiguandindndudmunony
vieflansuteudmiuiisiherensasTiaudnsusimnaazaeuiheenainaaialy
Fadunafiuiuaniiimuansinavestanlindumedluuiunvesnsliusslonidnads
(Scur & Barbosa, 2017) Inenanuideusd Eltayeb et al. (2011) nuinladafnddeundu
wuhdnadauinsenisansunu lneiunislivinennsegeduauasdulsslosiun
#ian Muma et al. (2014) wuiladafnddeunduiinansenudauandonanisaiiiuey
ﬁmf?ilﬂl,nﬂéjam uaﬂﬁ]’mf‘j Younis, Sundarakani & Vel (2016) lla¥ Younis, Sundarakani
& O’Mahony (2019) snuinladafnduuugounduaunsnadmaeuinaenanisaiy
UV IANVBIUTENDN A

Haders 3 Andnandrsiudutiadeiasnsovhlinasnsmaguaniniost
Usvauaudi$ald Tnsannsofulsmanmsiiiunuiuanndeuaysanisiiiuny
Frumsugialvintu Faduuumehlugmslfiugoumanmaugeduls
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99ANT
Yorjusis Y30 Fauusaly HaN15ITY

Eltayeb etal. | Green supply chain |- n1seanluul@atne (V) | nMseenuuu@eineinalu

(2011) initiatives among | - ﬂ’liﬁ“}’@%@i’ﬁ@ﬁlﬁuﬁmﬁ’u Fauniudlsziamves
certified companies Awandou(v) NAANS (ﬁmﬁunﬂﬁau,
in Malaysia and - ladafindoundu (V) MAATYN,NMTANAUNY
environmental - wadnsiuAnnadon (OV) | wognadnsiduuusssy)
sustainability: - HaaNSMULATEEAADY), | wagladaRnddoundu
Investigating the - HAANSATUNITANTUNUY | WUITHANTZNULTIUIN
outcomes (DV) ﬁ@ﬂﬂiﬁﬂﬁunmﬁ’lﬁgu

- wadnsAduuussa (OV)
Green et al. | Green supply chain | - mMsdansaanndey - NT9RNKUURILNA
(2012) management melu (v) wisugadinuduius

practices: impact | - WavanAUNanIsALuU

on performance szuvansaumemanduing | sudwndou

o a v o X o a2 a
AuaIInaau (IV) - MG IAANUUINT
- mdntelagnilulinsiu | Audwnadedmadauan
Aqnnaoy (ME) ADNANITANIUITY
1 = % 4 a
- MITUUDNUGNAT (ME) NWATYIND
- N59RALUUNTNA (ME) | - mmi’mﬁaﬁuqﬂﬁmqma

- M3NAUNTAMU (ME) 190 URBRNANTTANLTUIU

- {an1sALIUU
Auasnnany (ME)

- {an1sALIUU

MNAATYFRANUHANTT
ANTUNUA U INA DY

- MINAUNITAMUAING

AULATYFAA (ME) lngasesianan1saLiuy

- HANSALTEUIY Frudsnnde
FUNSHER (ME) -NANISALTEUU
- HANSALTEUIY FUAINAGDULATHANTS
V8499An3 (DV) Aiumaasegiadilug

MsuTulsamIaLiuny

YBIBIANT
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msedl 1 agteAdefifedestuinnsmssnunsuandnsiausiasaseussavsnm
89ANS (419)
adjusia GEIEEN Fauysily Nan133vY
Zailani et al. | Sustainable supply | - m3dadeTandiduiing nsdntte Tanidudngi
(2012) chain management | fudawandeu (V) dwnndeuiinaludeun
(SSCM) in Malaysia: | - ussQinusinigsdu (V) AoNARNSANNUTEAY
A survey - NaNIALTINUYeY laun tasugiia deau
Tdgunuesnedsdu (OV) | wagmsinduanu luva
7 ussAgEuing
Tulgauindonadng
fudannden iwsugia
IERNGH
Laosirihong- | Green supply - ﬂ’li%’m?gai’aaﬁlﬁuﬁm - N5OONLUUGITINA
thong et al. | chain management | fudandon (V) ﬁLﬁlﬁlﬁﬁUUﬁiﬁgﬁmﬂﬁLLaz
(2013) practices and - N130DNUUUITNA NARAUNINANTZNU

performance

Fifeatunansaet (V)

- ANFORNLUULNELNA
feafuusTius (v)

- Tadafnduuudoundu (V)

- nUIngarUatafu (IV)
nagmsHuUA (MO)

- NAYNTAUNINLAL
381 (MO)

- NANNSANLHUIU
Fudsnaday (DV)

- NANNSALTUIU
N4ATYEND (DV)

- NANNSANLTUIU
LUUUINETTU (DV)

WaUINeaNanIsANIuIU
MAUATHFNIUALHANT
sflunuiduwusssy

- mydntetaniiiuing
fudandouiinadiun
HONANITANTUIY
Frudauwando
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99ANT (51D)
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Muma et | Green supply chain |- mﬁm%@’a’aqﬁlﬂuﬁm fuUsdaseynidiNg
al. (2014) | management and fudsandau(v) ITIUINEDHANITANTUIY
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performance among | #91(1V)
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performance - {HANIANEUIUY Wihtufinuindmwansznu
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M990 1 agunuddennesdesiuninsnsmunisguananiaeidmaseyssdnsam
83ANT (vi0)

Yarjusis Y30 Fauusatld HaN153TY
Khan& Impact of green ~syuuasauwaiuins | mseenwuudained
Qianli supply chain fudandou(v) UfURmudeyansruy
(2017) management - Madndetagiiiufing ansaumaduiingiu

practices on firms’ fudandom(v) Fanndevdmwaidauin
performance: an - msuAniduinsiu 9819UNABUTZANTN N
empirical study Aandou(V) 29ANT
from the perspective | - n1s3uilariugnA(Iv)
of Pakistan - N99DNLUUITNA(V)

- UsgAnSnnesAns (DV)

#uUs3ase (Independent Variable) = IV, §uUsnny (Dependent Variable) = DV, #auUsfunans
(Mediator Variable) = ME, aauwdsusu (Moderator Variable) = MO

un&sy
wnsnisnsguandadueiulseiiudfglunguiyuuesnisdnnisninens
V195551%R A Natural-Resource Based View filiinanudndyfunisadiaanalgiuieu
MamsudstusulsziRuiuaamnedenneuen daldun nsesnuuuideding
(Eco-Design) ms%’m%ai’aﬂﬁLﬂuﬁmﬁuﬁqumé’am (Green Purchasing) Wag
nsdanisiuladafinddeundu (Reverse Logistics) amuniannsatiiosdnslug
UsgAvEnmuesesdnsiuseneuliing nansdifiunudunade wsugia wasdany

Y | a 4

Tnanisademnuduiusianuglidwlademelilddngauiinunmuaziduingiy
dandeu ansunuesTiandniue wasdegnmlasusludiiesdinsufuRnagyinli
& a o caa v & a v A W = ¢
DIANSANNINANEAINR danaliasrnsiiaanulauseuluniswstu Feuselavives
AUNUNAAAITUANINA1TIANITTEULTIANTUSEANS AN a1ursadanainld

Han1sALHuUAULATYgRaRT kA Al savi iosAnstinAugsEulaenee

drusuniagsiatiunsaiunsIULUIUUATS 3 Ussiiuresruszneaunis

'
o w 1 a

ANANTENUBY N ITEAAYABNANITANTUNUAUAWIN DULALLATYEAY Fathy
Jinnismsaiisunesfigndoaisriuuumalfoadanauaziluldiduuuimis
Tumsiiudnenwlunsudedy Famsdudunududanedeuannsovildlaenis
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Abstract

The purpose of this study is to examine organizational customer’s
perception of corporate’s image of Thailand Creative and Design Center, Chiang
Mai Branch (TCDC Chiang Mai). The study is divided into two phases: 1) Qualitative
investigation using a semi-structure interview with three officers of TCDC
Chiang Mai’s including the general manager, project manager, and knowledge
management officer to inform design of questionnaire items, and 2) Quantitative
investigation where the questionnaire regarding perception of corporate image of
TCDC’s customers was distributed. The respondents were 200 TCDC’s customers
that were separated into 100 entrepreneurs and 100 designers. The results
showed only one dimension of corporate image where customers’ perception was
at the highest level, corporate strategy. Meanwhile, the other six dimensions of
corporate image are perceived at high level including industry identity, corporate
culture, corporate behavior, corporate communication, corporate structure, and
corporate design. Comparison between the two groups of organizational customers
showed no difference in perception of the seven dimensions of TCDC Chiang
Mai corporate image with alpha priori set at 0.05. When examining customer’s
perception on corporate image of TCDC Chiang Mai based on the amount of time
using TCDC Chiang Mai’s services within one year, it was found that customers
who used TCDC Chiang Mai services more than six times perceived corporate
image of TCDC’s higher.
Keywords: Perception on Corporate Image, Customer, Thailand Creative and

Design Center, Chiang Mai Branch (TCDC Chiang Mai)
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gty wadadlauddgysioniisanursaniasguiu mszidunisaziouds
NSUTMFINNT MImlivauvemndunumeluefing uazAnusSuratausodiny
sulddsmsiuselevildeansisae (Pooksawat, 2014)

@uéﬁ%ﬁqasiﬁmuaammu (Thailand Creative and Design Center: TCDC)
agAelinismiuguavesd1dnauuInisuasiimuednu; (AN 1TUMIYY)
Fadumhsnuvessgua Idvegveuwnnisuimsionsidiivanyindsdimginig
7199 Ae MAmile uarnrdanu lnellnudasnsassaanuesniuuanu el (TCDC
Chiang Mai) {umbsnulszsinmawmiefivhauiertunsidmufnasseasse wae
atfunsafuayuiagnanudunindgmelygiduusanmeassavoudeadedl
wazlvuimsungusznounsdadugnesdns Usneuseruszneums/iinuesgsie
Al manglumsiuuinsfomuuztiifsiiunsiaududuazuinsseaudn
aassAnazueenuuy uaztinesnuuudsiimenglumsivuinisAensidenles
tiheenuuuinAuguszneunsiaziiivesgsia suilufenislivinsviesayn Fady
WaIAUIIUANNARESET TRk URnkuU UM sATiuayuN SRV IRAa @ IA
wagdaatuayuliniagsiadug Wldanudeaiiassdlunssuiunisuianuindy
Lﬁasﬁ’umﬁaum@ﬁﬂiwﬂ (TCDC, 2018) TCDC Chiang Mai Lﬁwﬂammﬁiﬁmmﬁﬁm
funmdnuniownis (Buakeaw, 2018) uawiduasdnsiireudndlyal iDalsuInaRousiuf
2 ey w.a. 2556 Jaduihauleingugnadmnevesqudaiiuasrauooniuy
el seiduisznounis/idwessia uastinesnuuy Snisiudnmdnual
osdnsasnils uaziimssuinmdnuaiosdnamilouniounnsnatu ins1zgndi 2 ndu
Tt vneuazinguszasdlunsnlivinsiunnd sty Tnenanis@nuiaziillg
mnmslumsiannnagnénsldsndnualesdnsifieairsnménvaivesaudaiisassd
NueBNLUUEY e dlnisaly

NUNIUIITEUNIIA

miﬁﬂmﬁﬁumﬁmLﬁlmﬁ’umi%'uif (Perception) dmanuwalasAns (Corporate
Identity) wazandnwalesdns (Corporate Image) anansassuneldsil

n155U3 (Perception) Mgl AsEUINIMSIRTIneUALDSHEAF LA
Aendunszuaunisideniuans msdanisteyatinans udahasilduininnamne
Fenssuiidusimunanudesns usegdls vimued wazanumemisluGedademil
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vosfAoaslurnzifeiiuansidessnun {Suasudazauiaziinnszuiumsiuii
laiwdlouiu (Kumminsek, 2010) @y Robbins (2002); Promburom & Kimpakorn
(2015) BurenssuiTndunszuiunsiislusedudaenyana Adaszuuvse
Aaudsiivszamdudald Welranumneduadadmils

andnwaladAns (Corporate Identity) nuneds aaudansatandnuaives
osAnsazsioulviyananielunazeusnesdnslisuy Wumsadrsanudilasiody
meluasdnsnaonduyanasiey MAeatesiuesdng uasuanseenliiufenmdnval
(Image) ﬁﬂsmg&iamaméé"u HiuAnfloy Avdey alaunu uAanaIn JausIIUURY
wilnuAzEUIININNY Auliasgn1suuRase (Chueasatapanasiri, 2016)

Awanwalasdns (Corporate Image) vinedis aide AnsAn uazauUseiiula
YosgnAiiifionsdng ¥ Melewar & Karaosmanoglu (2006) I#eSuneanudusiug
sewihedndnuaiesdnsuaznmdnualosdnslih nmdnualasdnaAntuainnistiiaue
Sndnualvetesdng videamAmdn (Core Value) flafrstuanmeluresesdnsiug
sognénuazdldunaustleninnesdnmnau suannsafiamssuildedngiun
finmdnualiilaawidusmile uay Mckenzie (2017) doSunglinnsadsdndnualosdng
ahlugmssuinmdnualosdng dedifvessndnuniosdnsuszneuse 7 du léun
1) fumsdeansesdng Famnenuiinmsdeasieneluaznieuenesdnsfianingn
muaulld wagililsgnaua Wumsmhaushumsioasmanaiarluiivihanusudiu
d21uU38AUNITAAIAK LY 09N19N1 570190199 Vos0ed nTlUSeng g
2) funseenwuUSRSnwelieiAuzmuefin1seenuuuAINeIee Tiazioud
SndnunireIANg WU Teveteifng alaunuuesesdns lalivsensdudnvaiedns
nsdenigandnlunisunuiinuresesdng Msdenldfdnyiantunisldnunisly
LagMEUeNelrng S1e199zsanllaufvisednieaudinig gunsalinTeadeusiieg
3) FuiAusTINeIANT el Uugnosdns aurvetasdng winflvesasdns

(%
wa Y o1 U s

VANNIIU0909ANT WUINIeIAnT Useifivesesdns Useiagnentesdns AU
wazTausssugosfiintuneluesdng 4) dungiinssuesdns munedanginssu
YRINTUNIUVTOYAAINT WERANTINVDINITVINNIUMZENITIANIT 5) fulaseaseesdns
wneds Adiifeatostunisndassadiessaussrnsinfidnvaswuula Wueerns
fisrusrunansinaulaliniier wiaduesdnsfinszaresiunanisdndulelulssiu

1149 6) Audndnyalvesana NIy WedtesiuaduaINIsalunisu ety
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YupTetgaAVNTIY uardaTmaiuAsuuladluesdng ddlunisAnwiadedl maneds
N19UTEUTEUAUDIANITVDINUILIIUIINAMNGT UaT 7) ATUNAENSOIANT MU
nagnslun1sasanuuanee lneidun15ine19auluasdnyuziAuvese9Ans
1Yy uaznagndn1snedumtananandagdnuldiundunseuuuiin
Tumsfnwiluaded fanndi 1

Audasvassinueenwuuav el
thiauedndnualosdna 7 fu msfuinwanuealesdns

1. Myfoasesdns AUGAS19ETIANUBINKUY
2. MIBANKUUSAN YRl BeViAUL avudoslvsivasgnen
3. TWUSIINRIANT _, | #9n3 laun
4. NYANIIUDIANT - JUsenaumy/
5. 1A59a31999ANS L1VBIgINA
6. dnanwalvesgramMnITy - UnoBnuuY
7. NAYNSDIANS

AT 1 NFBULLIAA NSO UNEANURULEITEMINDNANEWAIBIANTNA 7 AU

nhlugmssuinmanualesdnsvesguidaivassdnueaniuvaividesdu

Wisuiisusnindsvesnguiies il 2 ndu lnglinismeaey Independent
Sample t-test ilefigaviannfgiusiumssuinmdnualosdnsvosgningudaiiassd
nueenuuuaTeslyifi 2 & ﬁaﬂdmﬂﬂizﬂaummazﬁﬂaaﬂLLUUGT&fT

HO: AnwaizgnAnesAnsiuansneiu fmssuinmanualosdnslaiunneeiu

H1: dnwaizgnAnesAnsiuansneiu fmssuinmdnualosdnsunnsiediy

25AUUN15IY

YBUWANISANEY NSANYINISTUIAMEnwalasrAnsvesgnAAudaseassd
sussnuuuav el Wumsihuunfsvessndnvaiosinsii 7 fhu (Melewar &
Karaosmanoglu, 2006) ﬁ@uéﬂ%’maﬁﬁmuaamwummﬁaﬂmja%fwﬁu wazULEUD
lugsgnatesdnsinliiinnssuinmanvalesdnsvesaud as9assAIueankuy
anBodltu
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nsANwFULUUIEIA 2 sUuuu laun 1) Msidedanmnn (Qualitative
Research) tlondeyaunimuiuuuasuanuilesaniifvessndnualosdnia 7 du
283 Melewar & Karaosmanoglu, 2006 {Juifieawuifn (Concept) Aigslsifiniswau
Hudemanumeinsdunwal@dnuuuidasiaing (Semi - Structure Interview)
fuguimsuazdmihiianglussdnssiunu 3 viw Seuseneude fiansaudainsassd
nueenLuUa et 1 viw fuimsiasinsaudaisassanueeniuuay el
1 v wasdwihiidavidemanug Yssdhaudatassdauseniuuandesl
1 yiw fosaniduyarafidunumminilussdnsifeddeddagnsesiunisimun
mstiauedndnuaiowing laglinseuuuAnifvessndnuaiasdnais 7 §1u (Melewar
& Karaosmanoglu, 2006) \funseulunisdeay vdsminnsduaiwalffny
M5 AR LIL UL UAINN1TSUS AN waledANnT 2) N15ITeLIUTUN
(Quantitative Research) Tfuuuasunufifannduainnisduntuaidedn aeuniugndn
psrnsiduguszneuns/idvesgsie waztinesnuuuendmAeafunsiuinmanval
93ANTYRIAUIATNATIANURBNLUUANY Tl

Usz1ns faEns uazn1sguRaaena Uszanns fe gnenesdnsilungutivang
Y8989ANT UTENBUMIENFURUTZNBUNIT/A91v89A9NT Lazngutneeniuuendn
fiagldusnsaudainsassdauoenuuuaifediosnedos 1 adilussosia 1 9
Sruuianun 531 918 (Buakeaw, 2018) 33 8nsdusogaangnéesdnsild
UIN1sAudasnassAueeniuuavdedunl wisivuangudegraiu 2 nqu
PNENYLIRANNZUDIGNAIDIANTVDIAUIATNATIANUDRNKULA W nillneiviun
Aag1awuy (Quota Sampling) ok HUsenaun15/1v0eian1s 911U 100 518
wagtineenkuy 31U 100 318 Ty 200 518 AIUNISTARITINVUIARIDENS
Tuns@neiildnurefieg1aduaarduluseiusiosdiuves Seymour Sudman
(Ruenrom, 2008)

isesilefldlunisine Ao wuvasunm Tasuvadu 2 dw léun

duil 1 Feyailuifsafugndiesdns laun dunisuazniiluesdng
dnunizUeensAng dnwgnsiuvetedns aguszasdvesnsliuinng anud
Tun1slduinis Inednwazaesranuduiuuidenneou
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dauil 2 deyalivafunisiuinmdnvalesdnsvesgniqudasnaasse
nusenuuuanBedusl lunsdeasdndnualosdng 7 fu ldud 1) msdeansesdns
2) N1500NLUUSAANYAIBIANITYIAUE 3) TWUTTINDIANT 4) WOANTIUDIANT
5) IAS9a3909ANT  6) SNANWAIVDIQAAMNTTU kae 7) NAENTBIANT INTEAUNITITUS
Tnelfunasdaudavanae (Rating Scale) 5 seiu Ifur $ufanniian 5 Asuuu Sujunn
4 Azuuy Sufiunan 3 Azuuu Suilien 2 Asuuu waziuilieniian 1 Azuuuy

wuvasuatugnilunnass (Pre-test) 1Audayasinngunnassiiy
AUsENoUN13/431veaRants 41uau 8 518 waztinesnwuu 91uiu 8 318 Ty
16 578 ndntutinsIeEeuANdetiy (Reliability) Tagldandudssans
ATEUUIALEAY (Cronbach’s Alpha Coefficient) franuidesiuveauuuasun
Tngsaminiu 0.962 Gaegluseiufiunn Ssaguldimuuasuamilanudediuiuns
anunsaldlunisiiudeyals

meAnnzideya deyainluvesmeuiuuasunslieiAGmssann (Descriptive
Statistics) léun Aaud (Frequency) An¥awas (Percentage) Aady (Mean)
wazauldeauuuInsgIu (Standard Deviation) uazldafiiBseyu (nferential
Statistics) Lﬁamaaums%’uifmwa"ﬂwaiaﬂﬁﬂs 1% Independent Sample t-test
seniegnA 2 ngu lunisidSeuiisudszaunisalnisiduinislussesioan 1 U
Fautseonitiu 3 nau W¥ud naudlininig 1 ada naudliinng 2-5 aduaenguifléuing
6 aSavull uarnswisufleudedou (Post hoc Multiple Comparison) e
pouiAnandeyaiilsiusnmionnaundgiu Tnefvuasysuanuidesiudl 95%

'
o w a

nInsrAUtBd1ALN 0.05

NN

Foyavhluvesgmeunuuasununuin dnlvaduiwesians (Gevaz 64)
fiszraunmsaflumsliuimsausaiassdnuoenuuuamu@edl 2-5 asilussoznm
1 9 (Govaz 525) FadunswuinssanisiueuAnaduassdanniian (Govaz 67)
uaziUnsudoyariasnIuleme Facebook Page U8dfudaI1ATTAUBDNLUY
adedliniian (fevay 80.5)
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M990 1 uanaduiu Awdswazseaumsiviluladenissuinimanualesdnsves

anAAudasvaIIAUERNLUUA Y We Il

Suguil n133uinmanealasAns 7 anu Auade  seun1siul
1 nNagnsesAns 4.32 1nitgn
2 dnAnuvalvesgnaIvnIsy 4.16 1N
3 JAUSIINRANT 4.09 1N
4 NOANTIUDIANT 4.02 el
5 nsdeansesAns 4.01 1N
6 la39a3sneeeAns 3.99 10
7 MI0RNWUUSRENYNlaIRN TR 3.98 1N

NANSN 1 LLamsLﬁLﬁu'jﬁszé'fUms%’u%:mwé’ﬂ@ﬂiaaﬁmmuﬂiauLLu’Jﬁmﬁa

VDITNANWAlDIANTNT 7 A nuddlserunsTuinmanualagluseauuiniiagn 1 mu fie

s s a N " w ! = Y = ) o Y 'Y 4 1Y)
NAYNTIANT UALAYLNINY 4.32 @UDnN 6 AU Mi%@‘Uﬂ?iﬁUEﬂ'ﬁNaﬂUm@giu38WUll’]ﬂ

lAwAgnanualvegaannIsy JAUSIINOIANT NRANTINDIANT NITHBAITRIANT

1ASIES1999ANT LATNITOBNWUUDNSNYAIDIANSITIVIALY AAnademnnu 4.16, 4.09,

4.02, 4.01, 3.99, uaz 3.98 MUY

M13190 2 wansansiUSeuiguAtadun1siuInmanyalesAnsvesgnAgud

ASNMATIAIUDDNLUUAIV NI LN ANNTNANBUDIANTNS 7 91U

IuunaungudmineeeeAng

JUszneumy/

Y R 1UNBINKUY
RIVBIFIND
v v [ s P (n=100)
N133uINNENEalasAng (n=100) p-value
ALRRY ALRAY
(wlawa) (wdawa)
NN5@9E1TR9IANT 3.98 4.02 0.211
(Corporate Communication) xn) (n)
N150BNWUUBASNYAIDIANSITMI AU 4.00 3.96 0.763
(Corporate Design) 3n) (11n)
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M990 2 wansRansiSeuiguAadun1siuInImanyalesAnsvosgnAgud
d319assAueaniuUEIV BNl NdRanyalasAnIne 7 A1y
Tuunaungulmungvedosding

guseneuns/
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ARAY Aade

(wlawna) (wUawa)
TAUSTINDIANT 4.01 4.18 0.198
(Corporate Culture) @) (11n)
NOANIIUDIANT 4.07 3.98 0.776
(Corporate Behavior) xn) (1n)
1A59E51909ANT 4.02 3.96 0.983
(Corporate Structure) 3n) (1n)
gnaNUYnlUDIQAAMNTIY 4.19 4.13 (un) 0.551
(Industry Identity) (n)
NALNSOIANS 4.32 4.31 0.928
(Corporate Strategy) (mﬂ‘ﬁqm (mmﬁqm)

v

NENTNA 2 ANUUANANTENINNGUYDINITTUINMENwalDIANTYRIGNAN

=4

gudaneassdeueenuuuawdedlnal wuln ngugndiesdnsiia 2 nqu Ae
AUTENOUNTT/WNU89NaNTs wartineanuuy dn1suinmanualesAnsaindndnual
aeAnsa 7 6 ladumnsineiu Fisssutlodidey 0.05
HANIANYIAMULANAIIYBINITTUTNINENlBIANTURIGNANAUTAT19ATIA
nueankuvandedlud SuunmuUszaunisainislduinmsluszeziag 1 U lneguus
dmounuvasuniwoanidu 3 nqude nquiilduinig 1 ads druau 61 au
naufliuims 2-5 A%t duu 105 ey wagnguiiliuinig 6 afsuly S 34 au
WU greunuuasunufiuliuinng 6 afstuly finssuinindnualosdnsves
Audaisassrauesnuuuanv@osinilussiuanndigalunndu uasfisziunissus
wnnEliuinag 1 At waedliuinig 2-5 aa ilolinnevieadouasmagey Post Hoc
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A9 3 LEAAINANSIUSUBUAL L ULRAEANUUTTEUNSINS IHUS NS LS TaELIaN
1 U TuthademsSuinnanualeadnsiunisaeansesdns

mii‘Ui o - . o ~ Mean  Standard
o L2, Tausms eAwaae Tgusnns p-value
AMNANWUDIANT Difference  Error
2-5 A9 0.159 0.106 0.352
1A% 402 6A3
¥ -0.361 0.124 0.014*
1% A s GUU‘ILU
AUNNTADANTOIANT z
1 A3 -0.159 0.106 0.352
(Corporate

25p%1 386  6A%9

Communication) % -0.520 0.120  0.000*
July

6 59 438 1 A9 0.361 0.124  0.014*

Fuly ' 2-5 A9 0.520 0.120  0.000*

'
L% a A %

* = ! U 1 = o o a
UANMULANAINAUBY NN ULAIAYNIEFDN NIenU 0.05

I oaa a

INENTNA 3 MITUINNANwaleIAnTAUNNTERANTRIANT & 2 ¢ NllALaRe

! U ! a o o L aa A Y a 5 U Y a g dg( a0
uansnsiuegiiduddynieadia Ao Jldusnis 1 ass fu gliusms 6 aseguld fid
p-value Wiy 0.014* uag {ldusnT 2-5 ASARULIEUINTS 6 ATuld A1 p-value
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WALy s 2
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* fauuanenstuegeiifeddymsadnfisedu 0.05
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1A%y 412 6 A
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AIUNOANTIUDIANT 1A58 0224 0098 0.071
(Corporate 2-5pa51  3.90 6 A3
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s 1 A4 0.119 0.123  0.708
6 A3 z
= 424 6059
uly P 0.343 0.125  0.023*
Juld
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* fAnuuenasiuegNidedRyneatansesu 0.05
31AM1519% 5 N1sFuInmanualesdnIsungAinTIuesAnsdl 1 dnAage
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= = o

dyduazaniingnanisivy
1NNITANYINUINGNA1DIANTVDIAUS AT 19T TAIUBBNRUUANN LT B el
finsfuinndnualesAnsinunagnsesdns Tusedunniign (Aade 4.32) @onnned
AULLNANTIRYBIERANEADIANTYIR 7 AU (Melewar & Karaosmanoglu, 2006) 1na1771

& & P Yo a ¢ PR ¢

naynsednns (Corporate Strategy) wWisulanufiuni@einusing ueesdns
nssuinmanualesinslusudndnunivesgnannssuegluseauinn (Auady 4.16)
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= o

Tnefin1ssuiindusdnsidiauivade wanaisannisnussnisdus oglu

Y
v A

sefuanfiagn (Aede 4.31) aonndostunuAnnistiauenmdnualesdnsves
Audairsassdnuoonuuudediiaonadesty duviis fuduy @univad) fiFeanis
Tesdnstimnuuandluannminenuizdug Whidldie wasdumhenuiliuins
a157150ureg 1N NsuinmanvalesAnslusuiausssussdnsegluseiuuin
(Atede 4.09) Inglannznssuinmdnualiuiamusssuesinsiidumhsnuvesmaig
fdsasunderneuszneunisuazinesnuuy Hainsiuinmanuvaiesdnsogly
seuLNlan (Alade 4.33) aenndesiu Pabut (2009) Trinwanuaipsdnsuiausssy
mudmaran1sTuinmanualasdng uazaenndesiu Tamunkong, Wattanasongyot
& Ing-ard (2017) find1291 BvEnaduimusssuednsdsHadonuynusedns
FauvamnallsinnisiuiiamsssueadnsluiBeanazdamasiensiusnmdnualosdns
TuBsuandsluse mssuinmdnualesnsiunginssussdnsegluszdvann (dade
1.02) Suilosnaingniesdnsinissudinyaansynsiumislussansidugiinmg
aruanangn wazdnlafiugiuieatueufnadnsassd wasnusenLUY AonAdesiy
Bty fudug (Funiwed Afoamsliyaansynsumidluosdnsdaudiiuguied
NSANUANES19ETIALALIUDDNLUY Lardsdanadasiu Pluemgusol (2014) Wuin

b4

BNANWAIBIANTAUNGANTIUBIANT dNARBN1TTUINNANYAIVEIRIANT N155U3
amdnwalesdnssnunsdeasesdnseglusysuinn (Aads 4.01) lnslamznsieans
famadumhenussihouieiuamufasiassd uaznuesenuuu Midunisiavdn
yosguiaiassanuesnuuuawdedinl Geaenndesiu Siisoponkitsakool (2015)
friamsdeansnnainanunsavinligndndlauas fusnndnvallddamuunndsty
Ms3uinmdnualosdnsiulassaisesdnsegluszduann (Aaede 3.99) lnstamne
nsidumheanuiiatvayuussneunisuazinesnuuy 1esanlassainansdns
Beuselaviunanlduinms Adilonalsiuliuinmneu ausadhdsyeainsanelu
99Ansladne donndasiu Melewar & Karaosmanoglu (2006) #i31laseasneves
psAnsazidunisazviousinnuvesesdng aenadosriu Buakeaw (2013) Mfioenisliiin
M3NszAEsIIalUNsEeANUANIAL wazIsNsviu lUdmhesnugesnelussing
Fadudmnevesguiaisasdanueenuuuanv@esmiluduvedassaiisosdns
n1siusnmanwalesAnssun1seanuuUdninualaernsdeirugegluseduun
(Aedy 3.98) wansliifiuingudaineassAnusenuuuidedysl fnisdeansesdns
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TusUuuuidearuludanguitmng Faldnvarnmalaiudeimiloutu Juiliiaa
Ms3uinmdnualosdnsiimileoutu denndesfunanisinuives Sirisoponkitsakool
(2015) AnvInsdearsnisnaiafinaiunsaviilvigndnidilauazfudnndnwal
ledniausnn uazsilsignnsuinmdnualesdnslulumeipuasidullufiemadentu

Fodunu 1) Yszaunmsallunsldvinmsfiunndudamalilinssudnmdnual
sdnsldunduluyndu 2) qudadiassdaueenuuuarBeddviinisdeans
amdnwaleadnsiudenguandndimaneldeddivszd@nsan wiuldanngugniesdns
fimsFuinmanualesAnsnsegluszauuinga 6 mu laun sudnanvalvesgnavnssy
FuTALSTIIeNENT AungiinsuesAns sunnsdeansesdng mulassadiesdns
LAZAIUNNTEDNWUUSAANYlBIANTTIAUE 3) N13SuInndnualesAnsuagnen
AudaireassrauesnuuavBednl Munagnsesdns utladeideddiidads
seiumsiudeglussiuanniian @) gniesdnsldsudoyatmansvesaudaiisassd
UDBNKUUAIYNTELNIAIN Facebook Page UBIAUIAI19ATIAINUDDNKUY
avdedlvyl Faduresmsnsieansvesesdnsiedlagnsanniign 5) gnéteadns
21u3ui qudaisassranueenuuuavidedlmidussdnsiidenlosdszneunis
dhiutinesnuuy SudunndnualesdnsveguiairsassdnusenuuuaviBedsl
sunagmsesAnsiaudniign

URIGIRINE

IINMIFNYINUIINGUAI0E LA UTRLAT I TVRIAUGATATIANUBDNUUY
anvnFeodlml ’dutosng Facebook Page wasesdnsddotndudosmmdniidoans
fanguilimineg ogslsfinumemnssuladdsiindosionsnmsdoasdnunning o1
Auledvesrudasvassanuoenwuuanlesivi fomnalad (Line Application)
Buamunsa (Instagram) wagvAnue$ (Twitter) Ssanansntiauaidomnitiumsdyyu
uuzhAINTIILATUIMIY0383ANS wazansaiuiudomiiieaiuTagusyasdudn
vosesinsldundstu WelignéngudmneesesdnasuiuazdnlatigUsrasdes
BIANT DY 9ATUNIU

uaﬂﬁ]’lﬂﬁ?umiaaﬂLLUUﬂ’l’iU%Wl‘iﬂ’J’lNﬁNﬁUﬁ‘Qﬂﬁ’] (Customer Relationship
Management) fugnémnnduiitelisvaunsainmsliuinsinniu mszsanisding
Iinignéniiuszaunisainisliuinisinniu azdunmdnuaiasdnslduniudag
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W mafiuteyavesgnanileiuguteyasenninausfanssurieudnisfignii
naatvneanansathauile wienneudwesmouwilaglifaliie Bygusznouns
uaztinesnuuutiswAanssufimnzauegaiiale uazueuansiiaylunisdisu
Ranssuiididy viefanssuiiauiidatuindmiungugnéiliuimunegiuioies
Tnsiame Losnnsinwmuiussaunsallumslivinisfiunniu asdesuadentsius
andnuaiosdnslduintulunndiu uagmsiauinisoonuuusadnualedng
Favieuz 7i5en31113 Rebranding 3o Redesign #m8nITRALINTZUIUNITEONLUL
InanuwaleIANITeiAUE (Corporate Visual Identity System: CVIS) udtig1ueeniuy
ﬁﬂﬂa'ﬂmﬂizsgﬂ&ﬂ% Applications of Corporate Visual Identity System Mﬂ’liﬁaminﬂ“}
Fone uarinwunasgIusumstiaueAansanasuimsiavvioudanaduesdns
hasunsRnaisassdlaznsesnuuy eaasslovigansisueseld

tadialumshne uazdatauauuzdmiunisinelusuian

nsfnuluasilifunsinmnissuinimdnuniosdng densouuuifndia
vosdndnualesdnsiia 7 d1u iiteliiAndeyaiiulsylosiundelu aasfnw
andnwaiosdnsluniasdulusisasiBondedin waznisfnwadadanufies
ngugnAlduinsiieUssloviivesesdnsuesmues msiinisAnunlungugnii
Aduvszrvuinluiielduiniseie Indmsfuinmdnvalvesgudadieassa
uesnkuulelndegnels wieenadinisfinwiangsanau (Partners) 89
AugasvasIANUeanLUURBdlriniimIsuinmanuaiegals
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Country Image and Destination Image in Thailand:

Western Tourists’ Perspective
G0, Budu’ asuns dodnov’

Nimit Soonsan Sirinthra Sungthong
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HANISANBINUIININEnwallflan1svioufisaUsznaunie 4 aaRUsENeU Laz
24 330 Benmdnuaissva Usznaude 2 asduszneu tHud aadnunzesey
uavAudnYMrUsTINA drunmdnualiasionilsn Uszneuse 2 ssdusznou Téun
AMENYIRNTTUS waznmEnyalenuidn vonantudiodassiauduiug
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AENARY :  AnAnYalUITIA NndnYnlurawiBuTed dnvieuienvingiuan

Abstract
Image plays an important role in the tourists’ decision to travel. The aim of
this study was to investigate relationship between country image and destination
image. A quantitative approach used to collect the data with questionnaire from

409 western tourists in Phuket. Exploratory factor analysis, confirmatory factor

'fnemans1ansd AainanriuImsgsng aaIngInsians aninerdesuiggie
p19n38used dainanunivvimsgsia aaginennisdinns uminendesadnaiin
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analysis and simple regression analysis were used. The results indicated that
there were 4 factors and 24 indicators for image of tourism. The country image
was two factors; people characteristic and country characteristic. The destination
image was two; cognitive image and affective image. Further analysis showed
that there was a significant positive correlation between country image and
destination image.

Keywords: Country Image Destination Image Western Tourist

uniin

gavinssuMeiesedinnudfroszuuasusianardenesszmalne
Feawnszenelaludmuruy nszdunsamuludmngfinig uavaiisuuazendn
Turvszaneu andunuinviesinfidumsioniisssmalneuanddiifudiuom
dnvieaflensuiamaiidunuiivtuegieseios ul w2562 S5mwaunnndi 39.8
&ruau wazadsgldsmnnndt 1.93 Sudwum Jddnduiugulesas 3.05
SowFeudisuiuddeunid Suanseandendinined 1 uag 2 seinisfng
Priunuandliifiuiseudfyesnmdnuainmanmsvieaiion mngameUatena
vilitnveafieasuinmdnualia dendsualsitnvioniisddndulaiiazidonifiuna
visadlenldineunndatu (Dedeoslu, 2019; Frias, 2012) n13MTIadEUAMNEN Y]
msvieafivestsemalnglumenitinvieaiisnand Sansdinsiuiiunndaiy
HowheituiivesUssmelneusaslufiininensiivernuans ilidnumzuasAanse
mMsvisaiedlnuuaneieiy Wy ninenssssued anuduiinsvesauriesiy
amdnwalfulsausuuazevnsinlinuduen dsaganissssumnasSmusssy
(Chompucum, 2018; McDowall & Choi, 2010; Tavitiyaman & Qu, 2013) gy
usiegndlsAmunmdnuaimsvieaiisvesussmelnetansinmdnualfifiannsafiage
wazgdlaliiinvieaiendsnadondsumalne dugamneUatems
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A5197 1 PUIUUNYVIDWNITEAINGY N.A. 2560 — 2562

ULV

oy U (AL) %CH (Y-0-Y)
U 2562 U 2561 U 2560 U 2559 62/61 61/60  60/59
unsIAL 3,718,504 3531483 3,197,053 2,996,442  +530  +10.46  +6.69
nuATUS 3,603,654 3,552,119 2,966,522 3,080,535  +1.45  +19.74  -3.70

Humy 3,473,088 3,494,645 3,018,411 2,927,226 -0.62 +15.78 +3.12
sG] 3,195,006 3,096,067 2,853,288 2,627,809 +3.20 +8.51 +8.58
nQuARL 2,726,808 2,737,834 2,600,624 2,459,093 -0.40 +5.28 +5.76
ﬁqmﬂu 3,052,287 3,013,304 2,731,072 2,422,998 +1.29 +10.33 +12.71
nInNIAN 3,327,198 3,177,088 3,099,409 2,949,102 +4.72 +2.51 +5.10
doney 3,466,456 3,229,031 3,188,148 2,883,594 +7.35 +1.28 +10.56
fueeu 2,902,731 2,636,115 2,600,279 2,416,821 +10.11 +1.38 +7.59
MG 3,042,282 2,704,002 2,725,943 2,252,775 +12.51 -0.80 +21.00
weMINIEY 3,358,592 3,170,996 3,039,567 2,452,457 +5.92 +4.32 +23.94
funAy 3,930,800 3,835,510 3,571,662 3,060,736 +2.48 +7.39 +16.69
fian Department of Tourism in Thailand (2020)

AN5197 2 elenvieNeN5EnINel WA, 2560 - 2562

seldinvioaiien

oy 191 (@ruum) %CH (Y-0-Y)

U 2562 U 2561 U 2560 U 2559 62/61  61/60  60/59

unsIAL 195,830.15  184,513.52 170,009.30 154,809.31 +6.13  +853  +9.82
nuATWUS  184,857.37  182,230.09 156,339.58 156,529.75 +1.44  +1656  -0.12
funmy 17625809  177,544.49 155744.85 14457118 -0.72  +14.00  +7.73
WwIeu  146,283.02  139,635.97 140,153.44 12941997 +4.76  -037  +8.29
wawAeN  118,020.92  118,279.28 121,403.88 116,783.73 -022  -257  +3.96
fgwey 13132251 128,769.99 127,584.04 113,555.02 +1.98  +0.93  +12.35
nsngIeN  167,282.51 16223473 167,837.01  151,344.11 +3.11 334 +10.90
domeu 169,77151  159,917.79 168,098.58 146,334.77 +6.16  -4.87  +14.87
fugney  139,621.26 12841052 136,167.39 119,182.47 +873  -570  +14.25
na1ALl 147,801.38 135,263.14 140,129.99 114,676.78 +9.27  -3.47  +22.20
WgAdMeY  163,483.39 162,068.97 159,177.23 127,784.96 +0.87  +1.82  +24.57
funAy 192,836.12  197,268.41 188,459.71 15850550 -2.25  +4.67  +18.90
59 (YTD) 1,933,368.23 1,876,136.90 1,831,105.00 1,633,497.55 +3.05 +2.46  +12.10

fian Department of Tourism in Thailand (2020)
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andnwalmsvieadisasouanduduazuinsluiiuiisssusing 9 Wedam T
9ilna uazUszwe (Lee & Bai, 2016; Zhou, 2014) wagnslsinmunsimunnmanal
uiaziuiiFesaonadoafuienmuasamnuaansalumssessutviondien uenannii
wdrfinsdedliauddyfulifvesnisiauinmdneallideulestuamdnval
Uszwnelnenield “Amazing Thailand (Rebranding)” annnsifuunasvieaiien
ﬁﬁmmwa’mﬂmauazﬁmﬁ’] (Variety and Value for Money Destination)
gnsiduunawionilsrnunim (Quality Leisure Destination) Tngianne Huiifi

'
a

ANMAINTaNEesAAIgalanIesIIIYA Tudusienia tnsunauazngiaid
aulanuau eisegfuiivinumei imziaduaiduuazenilng sausiaeis
nziangTueenfiininumuand viuinveaiefidureusssusd waziifanssu
fisessuiinvoniisasiuaumn wu msinh wedeasdn @ Wudu (Tourism
Authority of Thailand, 2012)

wlthmesmaiumaiesiietlusyey 10 Sinathuessemelne dnvieadien
naundn ldun dnvieaiisamagiauazmneva esnidunguitidruuimmana
Feyarmagluseiugs Snasduunliunmaiunmondierlusouiodeny fuenidedls
Mﬂéﬁu (The National Tourism Committee, 2017) uaﬂﬁl’mﬁ?u Souiden, Ladhari &
Chiadmi (2017) FdhuindinmsudsiuiifisTussriadlosing q vussmadeaturse
sevhelssmadiofageiinvealeagetu wu WesgluuazeymT Usemaanigoms
ollsny Wesliigeinuazarauwsaada Ussimaansgawing ealsukaziita
Useinedand Wusiu SalianudniuensBeiidiosiansnndnuaiveadesiaenados
fuanuiiviesiisausazus InslameUsandlnenmssndulanunieiesiior Ui
#4 9 Sfadevesnmanuaifiunnsaiu mnand 1 wasdliduimelduazniansTusen
finmdnuaiflaniunimea Pema FeananTanouaueIngAnsTivesinvieien
Aureurienia nseruuan AanTsuvieezia Wudu duniawmidednmdnual
YN SYiRATIOEUN T UaTAMWAEDNMISIIUTRTIARIS WimAny TuseniBeavile
fnndnualilandunisiuiauTamusssuven Wudu Fuiufadiarnusiduedads
fsznalnedosianamdnvelidsiuiivazanudetunmdnsalvessenalne
Ttiaaenadesuaziulilufimmafetufiofutiunsiemsaumuazyilinmanual
Uszelveiduuvasiondesenties (Preferred Destination) il wgssetinvieaiien
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(Buslml, Bussg, g, s, iz [ wnwmmmmﬁuﬂmmmnquunﬁﬂm ]

(e, vuoeaie, Tenw, uasvuy, UNAINIS

(unsa9din, Y35ud, fiuns, alauiny,
puasusiil)

o \nRmuINIYiouiun )
usanlandudausssu

(mn, hunanes, gimiv, Ruailan)

£ (¢ =) tﬁnﬂmﬂhﬁa«ﬁmmmﬁm‘lﬁ]

(Bysen, Wumy3, Unusnil, 81mns, Aniy3
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guusivudmszvmounma

)

waviRInYisuEailizianziuaen
(w3, sveey, Sumy3, a1m)

waiInsvisufieailimeianzFunn
(wusys, UszuATiug, qums, souny)

H-s wawaun TaniganUsznAlud 2558

. B - 3 wmimuanisvsaivafivsznialud 2559

WwAWRILN YRSl
(pufim, nsxdl, Wany, mds, aga)

D = 12 diaafa WU NAM (s, gl v, YR, e,
aysawa, Teytans mylady, g, unrtesirey)

ahand, Sugl, uesugy, anriaygt. seres, aseud, rge, uss, Wngy

) -
= LUANUNLA sugnnuasu‘mw’muuu

(won, yrnomas, sszuds, A, smay)

AN 1 MSHAILNTINUNNDI95UTNYID L NEN
9u1: The National Tourism Committee (2017)

awdnwainmsveaindutiadeddyiidmalitinioniisafndsdoganune
Uanemausazuits mavianudilanndnvaliiensiesiierdaduthmueddade
AsIANISUEIiedien (Su, Hsu & Swanson, 2017: Wu, 2016) Tngianignnsdeans
amdnualuszimauaznwdnualuvasiondieluiagiu guimsnmsvieadiensniy
Fosimuanndnuaiiiensvieadivavessemalnenazinliinviouilenfuidnenn

TvaanmdasnuusunveIUsending (Lee & Lockshin, 2012; Martinez & Alvarez,

2010; McDowall & Choi, 2010) entinvieeiiedsuinmanualuvasieuieaenndasiu

Andnuwallszwma gauvinbiinveanednaulamunialuduramaaieitulaiedu

wilunansatuduvninveaiierfuinmanualuvawioaieataudaiuninanuel

Uszwna gauvhlidnviaaierduautazdnaulaludaanunviewieisiuennuingau
(Henkel et al. 2006)
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MsnumMssAINssI B U WS valfiensvesiieauandiidiuinginsanm
AN waiuEaieTiEns UL uRegnslsimueASeiiRnwd s uduiussEning
awdnuaiUssmakazamdnvaluvaweniivufieatiuayunmaeadieatudeudis
funuties wazuwAnvesnmdnuainsassansdinuuansety (Martinez & Alvarez,
2010; Palau-Saumnell et al,, 2016) fatunmdnwallsymauazamdnualuvawioniien
Tuusunvesdszmalneisdodlasunisasvaeufindudiieliilanudawuronisadis
ns¥udnmdnuaifiatuayunisioniiodldfiundedu SsanisAnudaeliiguivig
mﬁviaqLﬁméuaqa;wmaUmamaﬁmuﬂu‘Lamalé’asmmmzaumﬂéqsﬁu nsinwndsil
FeiTmguszasd ifloAnwiauduius seuinan mdnvalUssinanazamdnval
uawieafisvesUszmalng lupmosinvieadiearimg funn

NUNIUIIFIUNIIU
AEnuwaiUssmakar ndnvaluna wienleafiaudidysenssuaunis
nsindulavesinvieniivinazdmanonnudslavzndunviaaiionsnadaiae
(Zeugner-Roth & Zabkar, 2015) wnnwdnuelUsymaasnmdnvaluawiaadien
Tuudlsid vililianunsafsgadivioafiorainssnaliaunmeandaauivieadionls
(Zhang et al., 2016) N15AN®IIBY Mossberg & Kleppe (2005) laulausiuIfn
Y8IFIUUANNTURUS Sz 190 N Enwal Uszinanaz A ndnwal una i oaudien
donmaoaiu Nadeau et al. (2008) WU wanwailssmALazAaNwauvia ol
fianuuanseiu 39 Martinez & Alvarez (2010) Sudunsanenrounting Tnewamwn
nsUssiiunmdnuaiUssmatazawdnualunawiondien Jsdoasuainnisdne
wansliftuinnwdnwalussmanaz Mwanwalunawioadisafiauwanseiuege]
HedAy WwuReiuiun1sAn®Ives Palau-Saumell et al. (2016) Buduinnwdnual
Ussinanaznmadnwaluawioadiondusuusiueneonainiu wazswansiiiusn
amdnvailszmaduiulsfidmarenmdnvalunasieniiordnse
nseneeunthilldnengue AuseuasnasounMudITUSsEwIn s ndnwal
UsemAnaznmdnsaluvawisaiion aslauanddiifiuiinsinumnndneainaes
finstewiuiuunslszns Tnefidadeunstadefindronietu (Martinez & Alvarez,
2010) W mdnualunameadioUsznoude nanesedy fenmdnuaides alin
visoanuilauiiesanuiinils (Mossbere & Kleppe, 2005) usuneiiuil wu iwha fealus
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Sfadnd Jusu nwdnealunadwieniisrenemunesiudinmdnvalussmadense
awdnuaissmaenavzgnanuluuTunvesnmdnuaiuvasieaiefld udegslsiam
nsAnmamdEnvaltaesdnuasiu mswendulsAnwesnainty Tasamensin
awdnwalluiuiifidenuunndne Snvurvesgimaniviodnunrresgivssie
Fuansatu asuendadoreanisinunmdnvaiunawieniisawaznwdnvalUsyime
(Martinez & Alvarez, 2010; Zhang et al., 2016)
nsmumwssanssuhliduihamdnualussmeuaznmdnualuvasioadien
Jusudsiuansnstudmiumniandnwlugramnssmisaiisanazuinig o
nsanwndailaseldmmunlinmanualuszmea (Country Image) (unsiinsiy
fazvieuliiiuluuTunnmsmesUssmelne Sedemfansuivesyanariumsduda
#19 9 reanmissoatiu msldBudessn vieUsvaunsaiivilfAnaudnlasennas
fiannsnesuieisdiau Usseng vilednvarvesUssmatiy q daunmdnusiwidsionle:
(Destination Image) {Wumsinseiluuiunvesiuiilafiuiindsiithvesiioniums
WiBsndou Wy anuivieadion fanda viegiiana Fefloudanisiuivesyana
Nunsdudasie 9 mannisteadiy msldBudessn wiedssaunsaliiviliin
NaTINvRIANTe AuAn wazauUseiUlafifideunawioniien

AWANLUNITIAY

Usgmnsvesntsdnuafeiliutniouiisrgang Susnfiuneriouien
Frtaguin Fudunquinveadieafiiaumfigdusgisaiies wagialddne
fganirtinviesiengudu | ﬁgqﬁﬁm/iaaLﬁ?’imm’mzi’umﬂqaqmﬁmu 3 Usuine laun
Useinaosull ooanaide wavansiwenandng 91w 1,459,743 au Andudnaau
Uizmmw‘%wﬁwaqﬁﬂﬁmLﬁﬂaﬁmmﬁumﬁy’wmﬁLaumwiaqLﬁaﬁmi’mgtﬁmiuﬂ
W.A. 2561 (Department of Tourism in Thailand, 2019) ﬁgﬂﬁmif-ﬁ"}mmmmmﬂdm
FrogdliiBnuuuIAnUes Hair et al. (2010) srannaust 1 fauusdansie 20 au ey
nsfnwiaiieimuansifudeyanininreadieasiuau 500 au tagldinada
nsifiudeyamuaiuaznin (Convenience Sampling) Wlefnidonuuvasuaii
AwaNysaluazizandmiunTiaTzdlidiuin 409 ya Jaflsanedmiu
mslinneidoyamumedeiitmunliludusely
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wuvaeuaduedesilonsitevesnisanendsl Ussneudie 3 dw dun
dudi 1 ndnwaiuvawiondien Senwasiauasduluutssfiumumsasdiui
7 s¥du anszeu 1 e lddiudieetneds wazsedu 7 wunedls Wiugoeteds
$1nu 12 9 dudl 2 nwdnwailszna fdnvarmarzduluuUssumuandaay
§1U0U 7 55U 1nsEU 1 e liviudeegnsbs uagszy 7 munei Wiusheognads
$1uu 12 9o way dwil 3 Teyaduyaravesiinvieaiion S1uu 5 do dnwa
manuazdunuuliidennou MidesdlevesnsanmdesnunsnsinaeumauTios
(Reliability) hazaAimunse (Validity)

nsAnASaEldI83udeUsinas (Quantitative method) 39das1svidaya

Y

melusunsudnsagumedsauaans Tutuneuusnldnmsinseideyailessiu feeda

]
a

usseeLilondutednuarveenguiiegsuazduls 1dun mnud Yevas A1ad
wazdrudoauuinnsgu warlutuneuiiaes Budunsieszidienisiinsed
09AUsTnaudsd151a (Exploratory Factor Analysis: EFA) Tnemaaeudennacdesdu
TUNSMANLMIEANYRIUBYAYRINTIATIEYBIAUTENRUTIATID takA n1svA
Kaiser’s Measure of Sampling Adequacy (KMO) lngagfiansuilagsiuainal KMO
way Bartlett Test of Sphericity Tnesaasrdunisnsivasumuduiussening
oA 1UINTVUIAAMUFUTUS TN asi aN153LATIBY0IAUTENB U1 TN TR b
TneA KMO AasdiA1innnan 0.5 @uan Bartlett test of Sphericity msiitiadAynisenia
(Hair et al.,, 2010) @fineAUszNOUA28735 Principal Component Analysis
LazvuLNLEeTs Varimax Saduisfiidfdesainsedsiemniian ludunouson
Tnsiesziesrussneudisiudy (Confirmatory Factor Analysis: CFA) ievingaau
mmﬂamﬁumaqiumaﬂfl'ﬁ"’iﬂﬁﬁwmﬁuﬁ’uﬁagaL%aﬂszé’fﬂﬁ lngnsnaaeulana
vanvaneiuansiady Tiun Tunanisiegiesddszneudsdududifuiivis
(1st CFA) Tngnisiiansanannesdusznauiiilien Eigen Values 311 1.0 wiauits
firsanenudululdludmosd venandussageuanuiismsaddasaiies
wseailetn Tnefinnsananatrnuudsusiufianald (Average Variance Extracted:
AVE) puidesiudiuusenay (Composite Reliability: CR) UDNINIRBINTIFAOY
Tumansiiengviesdusznouduiiaes (2nd CFA) litenpaeulassadsfuU sdmgu]
dunmsnsnaeuanunaundulunalassuiudeyaifnssdnuiufinusinisfisnsan

)

AEDRsNe ¢ Al Alpauad (Chi-Square Statistic) lneAlaaLAIsAasliTud ALy
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neEdi wieAlaaumsduimsliiin 3 uenanififiansanaindisniidosves
dnumdeidsaeuadennsgiu (Standard Root Mean Squared Residual: SRMR)
A3 0.08 (Browne & Cudeck, 1993) ANsndsaeadevesmAinunaInAden
Taerszanas (Root Mean Square of Error approximation: RMSEA) aasiiensinnin 0.08
Asimunaunaudauisuiou (Comparative Fit Index: CFI) aasiiensaus 0.90 Tuly
LazAuivninesiada (Tucker Lewis Index: TLI) fiA 0.90 Tuldwwiientu waz
anvneLflonaasuaudNiusIsiinszinisannesegisdie (Simple Regression
Analysis)

NAN338

Toyadruynnareanguiog s Lansfanngedi 3 fisauiady 409 Ay
naufeg1lidndusEnIasuagle 9111 205 Ause 204 AU viseTaway 50.1
fe 49.9 waziongsgning 28 - 37 U wndign Anidufesay 29.3 uazngusedng
fanunnausagedn sedaun lan uwasnrivueniuey/mine Anluiesay 47.7,
43.3 way 9.0 awddu Fedrulngaunisfnwseduliynng fevas 46.2
uenntufionTngniryminmuuien innilge sesasn Hud Wivesgsia ndudu
wazdnsnis/minauvessy Andusesay 53.5, 259, 11.1 uay 9.5

127



H\Bs of Business Administration and Accountancy

Vol. 4 No. 2 May-August 2020

M19199 3 YeyaduyAna

MUY Soway

el

U418 205 50.1

AN 204 49.9
218

18- 27 ¢ 94 23.0

28 -37% 120 29.3

38-471 82 20.0

47 -57% 69 16.9

111N 57 U a4 10.8
FA0TUAIN

lan 177 433

GEGR| 195 ar.7

ng1$19/ueniueg/mine 37 9.0
SZAUNTSANEN

fnIUSaaes 66 16.1

USeyyn3 189 46.2

ERTRTRINY 120 29.3

g3yl 34 8.4
1IN

131BN15/NINUVBISTT 39 9.5

W1UBIgINA 106 25.9

andy/ninaUUTEN 219 53.5

3u 9 a5 11.1
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v v 6

MIIATERAEIUsY RS anduS AN an5197 4 wuddauUsTeuduius
sewinsiudseeiidodfynsadffiszdu 0.01 vng wonaniufudsfavan
fiandudssansanduiusidulvlufianadertunudidivuald daunishasizs
29AUIENOUWIA152992875 Principal Component Analysis Lagnyuwnuae3d
Varimax wansdannsneit 5 Siidiudn sl KMO wihiu 0.921 wazen Bartlett's
Test of Sphericity AA1@dfAlAaRAIYINAU 4920.008 waziltud AN 1sadnszaAy .000
FeagulaindemaunndelinumsnsandmiunTIATIEYeRUsENa ULALAINNTD
Inoglussiusznaulaesiusznauniils efiansanesdusznouiifien Eigen Values
1N 1 aiinansiaseiesdusznevtesnndnualsiuau ¢ ssddsznou uas

aruIeAIANRUTUTINTRsTayafwlsiaua (Cumulative) l93away 58.501

ANSI9N 5 NITIASIZRIAUTLNOURIANTID

vwtinasdusznau
1 2 3 q

FrEIATin 556
Avmaain 621
91V SViRaRUTIAdgN 616
Fnfivanzay 701
Tomalunisteuts 733
autuiiaasineusesia 671
Huding 583

Auigiu 762
NOUAAY 654
LNARLNEAY 671

5la 653

ayn 607

111587m 590

Fedold 692

Buudy 776

InlAUsNg 720

AN 740

9
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A9 5 NN5IASIEIRIRUSENBUTNE1579 (AB)

dmiinesdusenau

1 2 3 q
Rausutud 755
anduaziasnn 584
ANNUNDARTTE 569
AusiuAYALATYEAY 770
MIMUANAINASBNDE AN ELHE 804
wealuladiifdmiunisvieudien 727
ANULERYTAINNIINSIH B 766
SovarANLUTUTIU (% of Variance) 38.590 7.672  6.982  5.256

03AUsTNOUR 1 Usznaudefuussiuau 6 & famimtnesiussneusywing
0.590 - 0.776 @wsaedureauLUTUTIULASoras 38.590 TnsasAUsznaud 2
Useneudieiudssiuiu 6§ dAnhnnesdusenousesning 0.584 — 0.804 a@1ansa
aureAMuulsUsuleteras 7.672 drussdusznaudi 3 UssnausefuUssiuau 6 6
fiawinesduseneusywing 0.583 - 0.762 awsaesureauulsUsilédesay
6.982 uavesAUsENeUT 4 Uszneudefudssiuiu 6 fh amihvidnesduseneussrig
0.556 — 0.733 @1u15aesu1eamnuulsusiulaiovas 5.256

NaMTIATIEReIRUsEnoUdEuSuensAnuaf et udunanis s
osfUsznoudsdinauazaalasiainmgul] Midkamslieszosslsenoudedud
dufunils wanmadinnsedl 6 anvaenadesnaunduiudoyaidaseing wuin
Anlagwaas Wi 771.860 (p-value < .000) Degree of freedom Winfiu 246 iledan
Ifuusdunalddnuinnuazvnanguiegnannnitdium 250 au msiidlaguads

9 o

dAyneana uaAadfgiwensuls (Hair et al, 2010) d@wumilpauadsauing

AU 3 wiAanageeausuls (Wheaton et al, 1977) d@3uAa@na RMSEA

'
a

Wity 0.075 1Humaiafieensuld (Browne & Cudeck, 1993) Anadid SRMR Wiy
0.047 @nadf CFI Wiy 0.91 wazAadd TL wihiu 0.90 Sanuaenndewmudouly
wansliiiiuinnsiesevissduszneudedudy susunialanunaunduiudeoya
BUsEInY
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AssIREaUALAsIBlAsIEEe (Construct Validity) vaeiauushanun
LAAAFIA15197 6 HANISMAADUAT Cronbach’s Alpha ¥8ennAIuilA1EMINg
0.799 - 0.885 FailAnganin 0.70 uansirdedadanuiesaansotlUldinles
durAITiEIvesiauUsui (Composite Reliability: CR) warAAuwlsUsudiana
$ade (Average Variance Extracted: AVE) wuinen CR ifnszning 0.83 — 0.91 uae
AN AVE ipsgming 0.45 — 0.62 39 CR fimannndn 0.7 waz AVE fifannndn 0.5 (Bagozzi
& Yi, 1988; Fomnell & Larcker, 1981) fatunnasdusznousunasinuiitimun
snuiunwanwaliansSusntien AVE wivitu 0.45 Gahnininas usiegnslsina Fomnell
& Larcker (1981) lpaungdn winen AVE fidnannndt 0.40 mugiuAl CR 11nndn
0.60 Foldioswuszneutufiaunsadlasaiaifuasmnzaudmiunisinges
fusely dsfunanisinmginesdusenounandiiiuidianuifisuasanunsedia
wngandmsuneTeiteyasiely

Nan153ATIzreIA Uszneulsdududusuasnansfinisnedl 7 wuin
AlAALAIS WU 787.824 (p-value < .000) Degree of freedom Wiy 247 AN@DA
CFl winfiu 0.91 A1add TLI winfiu 0.90 MDA RMSEA i 0.076 wagAani SRMR
Windu 0.048 wanslidiudinnlumaiinnuaenndenaunduiuteyalislsedng
(Hair et al,, 2010) iiofiarsanAnimiinesusznauinasguDIRay B UsENEUNUT
awdnvaiUssinausenaudisaesindta ldun andnvuzussmadaniafy
0.908 uazAUENYUrYBIALIlAYIIAY 0.944 drunmdnualuvawieufiUszneu

argaaen¥da laun andnvaliden1sfuiiiawvindu 0.822 uazananuel
\Bapu3andanintiu 0.916
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ANS197 6 NNTIATIEVDIAUTENBUDIE UTUDUAUNTI

drudeauy UminasAUsenau Cronbach’s

a

Aiaae UIATFIY UIATFIU Alpha AV
AmENYalan1siu3 0799 045 083
reIaTin 5.93 858 0.678
Avvnshiin 5.70 915 0.681
onsvinsiuiinegn 5.93 792 0.684
firindimangas 591 860 0.693
Tomalunsteuis 5.71 958 0.629
putuiisuasdineus i 5.78 985 0.674
Amanwaldanudn 0840 057 0.89
Huiing 5.98 870 0.769
P 5.84 831 0.652
NoOUAAE 5.99 795 0.837
LWARLWAY 5.95 818 0.802
la 5.74 937 0.628
ayn 5.92 916 0.825
AMANYUEUDIAU 0.885  0.62 091
fusem 5.92 932 0.770
Fedeld 5.73 928 0.752
uudu 5.96 921 0.814
Inlauing 5.92 972 0.806
gnm 5.88 1.006 0.795
fousudug 6.00 943 0.790
AuANvEUTEINA 0.868  0.60 0.90
FvduazEsnIw 5.75 914 0.751
ANNUDARTTY 5.79 890 0.778
mmfummamswgﬁa 5.54 952 0.777
ﬂ'ﬁﬂ')‘UﬂllalﬂLLU@&B&J@EJ’]\?G@JWI@GNN@ 5.54 997 0.785
waluladiindmsunisvieadien 5.63 984 0.792
ANULED BTN IMNIeNTSI B 5.56 1.070 0.748

Chi-square = 771.860 (p-value = .000), degree of freedom = 246, CFl = 0.91, TLI = 0.90, RMSEA = 0.075,
SRMR = 0.047
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A9 7 NN5IASIZY9RUTENRURNEUSUIUSUAD S

5’1wﬁnaw§ﬂsznaumm§m R?
aanwaluseina
AuANYEUTEINA 0.908 82.5
AANYLYDIAY 0.944 89.1
nndnualLaioniien
AMENYaIRaNITIU3 0.822 67.6
AMENYOIRIAINEN 0.916 83.3

Chi-square = 787.824 (p-value = .000), degree of freedom = 247, CFl = 0.91, TLI
= 0.90, RMSEA = 0.076, SRMR = 0.048

AT 2 NNFIATIEIRIAUTENDUTEUTUAP UAD
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nMsnTRERUANLdNTISSEI N valUssnALaz N valuvawia L ien
LARaFInIA 3 fieadRfinsaaeussl mlaawmiduimitatiosnin 3 Hair et al,
2010) uaﬂmﬂﬁ?u ANans CFl = 0.95, TLI = 0.94, RMSEA = 0.059, SRMR = 0.041
aonndostuieulvresnsnsiadeuaunaundy Jaasuldinlunaiinnudenades
naunduiutayalielsedng LagkareINITIATIEYEUNIINUIININEN YalU STV
fiBvisnanwswenmdnualumameadien (B = 0.949, p < 001) dumduusyavisnennsal
Wi 90.1 deesuneléin nndnwalssmeanansanensainmanualuviasvieiien

lnsaeay 90.1

fluansue amanyal

N o ¥
1FINITIVZ

VDAY

Mmanual Mwdnwar

unaanewiion

Uszimet

AuANHUL nwdnpal

Jsena Faanudan

Chi-square = 557.462 (p-value = .000), degree of freedom = 241, CFl = 0.95, TLI = 0.94, RMSEA = 0.059, SRMR = 0.041

AN 3 TASIAS 1AL AUNUSTLNINNINE N UTENABALAINE NI NEIVID L7187

a Y
anUIgna a3UNa uazYBLaUBIUL
- S Haw & A e v o ' o ¢
NSANYIATIUNINOUITASALNDANWIANNENN U TEMI NN INAN U SEINALAY
AanwaluvawisaiievesUsewmelngluyuuesinviodietvine funn Fanmeanval
A 1 ~ a < I3 ¥ 1 (%} I'’s
WansviewieIvesUsemalngaunsafiasauluassuseau lawn nMwdnuwaluseine
WATAINANWA ARV DNE7 LLBIR8UsEmalneddnen1nnN15Y 89 Ne191UIU
) ¢ | ) & A ' ) = =
paneAaawas (Clusters) wiazAaamasilanulanmuivanaeiuesnll F9n1sAnwd
3 a? Y a [ I3 [ (v @ [ =? d'o [y
ASIRLANANTUININA NI USEIATRIUTEMALNe WAz RIRIAYPNAL T UNUNE19ITU
NTANYININSNWAILNAIV DAL fatiunanisaneIaztreliiunuaulesway
3 a = v oA | Y ~ | ° Y ] & =
Julvlufiamaeduieyadunisdeasnauaiwasinlinmanwalussmalnedu

" a a . . A ] =
waIVBRNgIuanULl (Preferred destination) NUAMAITNEIABUNNDILNEN
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ansAnwLandliiiuiamdnuaiiionsvieaiivrvessemalned 2 s
1¥un wdnuaiUssmauaznmdnualuawiondien felnmdnuaiussma anansate
¥ 2 eadUseneu 12 fidte Tdun ssfusznouusnie audnuurvestssine
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ogvammnauna waluladfiddvunsvieadier wazanuaissniwnisnisnies
duasiusenoviiaesio andnunzvssau Ifd ialduaruiinsem Wefold fuudy
Inlavinig anm wazdeusudug drunmdnvaluvawioniley awnsaialdae
2 3Usznau 12 fi¥a wWuideniu ssddsznevusnite nmdnuaifnisusdaita
Gurevadie Awvnahiia ensviesiuiisga Afnivmngay Tomalunisdeuts
uazemTuLisuasTine1usning drussduszneuiiaesie nwdnvaliBanrmdan
S iduanuduling fudu deusans mdnmnau $la wazaun

Y v

ANTNANINTIVBIAUFURUSTENITIMYT anunsaagunanisfinulana

ol De

AwdnvaiUsznATsnInadsuindenmanvalunaswiendien wWevnreudisndu
awdnualUssmagety dewvilitinvionfliensuinmdnualundsvioniengadude
namsAnwASstvlTnansAnwAs AU ndnealitemsvieadieiinnudaausnnii
Febuthumansfnunnountniives Nadeau et al. (2008) waz Elliot, Papadopoulos
& Kim (2011) wazdenndesiunansing) Martinez & Alvarez (2010) fildwuan
n15a1safnUsnmdnval Ussinakazaimdnvaluna s iiead oafi a5
Jughusaessnulsiueneanainfu uenaintunanisnadeunseiansliifiuin
A manwaiussmasidninanenswazndudvsnaduinsenmdnvaiunasmoadion
Larn15ANWITes Palau-Saumell et al. (2016) fuansliifiuinnmsinwinuduius
sywianndnwalUssmalasnmdnwalunasieadienlufiuiinnsvieadleniitignwey
Hurevauaznsia uenantiy Zhang, Wu & Buhalis (2018) iuanslsiifiuinnndneal
Uszinadusuusvunediiussansnmed 19deenmdnvaluva e afisrdngu
tnvioaiervnannd Inswmanaiviliamdnvaiussmaidninadenmanual
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Market-Share Changing and Pricing Simulations

of Thai Herbal Soap Using 3D-Perceptual Map
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Abstract

Thai herbs, besides being used as the ingredients of medicines, the most
popular product that uses herbs as ingredients is soap. However, the market
shares of Thai herbal soaps are very little when compared with the total market.
This research studies the guideline to improve Thai herbal soaps to increase their
market shares. Researcher used the 3-D perceptual map to simulate market share
and optimum price.

This research aims to 1) to study guidelines to improve Thai herbal
soaps to increase their market shares. 2) to study the optimum price of Thai
herbal soaps. From market share and pricing simulation found that if “Bennett”
(market leader of Thai herbal soap) improve pricing, scent, using experiences, and
physical attributes, it can increase the market share from 11.67% to 16.27%. If
the small Thai herbal soap brands improve their pricing and physical attributes,
it can increase the market share from 7.00% to 14.05%. And the optimum price
per each of Thai herbal soap should be 42 baht.

Keywords: Thai Herbal Soap Perceptual Map Market Share
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