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ORGANIZATION THEORY DEVELOPMENT: THE BEGINNING AND THE SURVIVAL
OF CONTEMPORARY ORGANIZATION THEORIES

Rapeepun Jommaroeng1

Abstract

Over the years, academic researchers have offered several theories that try to explain the dynamics of

organizations, both public and private, including the ways in which they are structured, make decisions, distribute

power and control, resolve conflict, improve performance and so on. Understanding how organization theories have

been developed through time and what some theories that are influencing the modern world of management could

help researchers and academia to understand how theories are changed through time and how its tendency will

be. There are three major paradigms that have influenced current organization theories, including modernism,

symbolism and postmodernism. These have become the foundations of grand theories that are often cited in

a number of research article. Each theory has its merits and we need to understand its assumptions and limitations

in order to appropriately apply them to build further body of knowledge.

Keywords: Organization theories, modernism, symbolism, postmodernism

The Beginning of Organizational Theories
Organization theories have been developed in
several theoretical development eras as it is important
to ensure efficiency and survival of the organization
when two or more than two people are working
together in the nature of superior-subordinate
relationship (Starbuck, 2003) in a social entity call
‘organization’, which is consciously coordinated with
boundary that is identifiable and is continuously
functioning to achieve a set of goals (Robbins, 2011).
Organizations have existed since the
beginning of mankind since there are ancient texts
from early civilizations such as China, Egypt, Greece,
India and Mesopotamia that address excruciating
relations between leaders and followers. The questions

concern around trust, manipulations, respects, and

justifications (Starbuck, 2003) and the bottom line is
about ‘control’. Organization theories have been a
center of organizing possibly since the industrial age in
Europe and in the US entered mankind’s history in late
eighteenth centuries (Hatch & Cunliffe, 2013).

Some organization theorists have classified
organization theories into several types or school of
thoughts and some have classified into several
perspectives but also according to the timeline as well.
The four types of organization theories include Type |
(1900 — 1930): the classical school that developed
universal principles or models to apply to all
circumstances and they could be perceived as a
machine view; Type Il (1930 — 1960) : the human-
relations school that recognizes the social nature of

organizations, which is a human counterpoint to the
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machine view; Type Il (1960 — 1975) : A synthesis in
response to the idea that there is no best way and this
is a ‘contingency approach’ or situational approach
(Ferdous, 2016); and Type IV (from 1975) : A recent
approach that focuses on political nature of
organizations (Robbins, 2011). Should we classify
organization theories into perspectives and its timeline,
there could be different perspectives, including the
prehistorical period during 1900 — 1950s, the modern
period during 1960s — 1970s, the symbolic period
during 1980s and the postmodern period during 1990s
(Hatch & Cunliffe, 2013).

However, before 1990s there were some
theorists also mentioned as part of the prehistorical
period since their ideas of organizations still continue
to influence today’s organization theories. Adam Smith
(1776) was a Scottish political-economist that wrote
‘An Inquiry into the Nature and Causes of the Wealth
of Nations’. He explained the division of labor that
contributes to the economic efficiency. The division of
labor led to differentiation of work tasks, specialization
of laborers, which are the core concepts of social
structure (Hatch & Cunliffe, 2013). Karl Marx (1818 —
1993) was a German philosopher-economist and
revolutionist. We also know him as Marx’s theory of
capital. This theory does not only address economic
efficiency but also social conflict between labor and
capital. He perceived that capitalism might lead to
labor exploitation and alienation (Hatch & Cunliffe,
2013). Emile Durkheim (1858 - 1971) was a French
sociologist. Durkheim published ‘The Division of Labor
in Society’ in 1893, which echoed the idea of Adam
Smith, but in additional to the division of labor,
Durkheim also included hierarchy and the
interdependences of work roles and tasks. This is also
known as social structure and subsequently adopted in

the modern perspective organization theory and is the

foundation for quantitative research methods to which
Durkheim also mentioned in the two others books
(Hatch & Cunliffe, 2013).

After entering the nineteenth century, the first
organization theorist that has been mentioned in most
textbooks is Frederick Winslow Taylor (1856 — 1915),
who published ‘Principles of Scientific Management'.
This indicates the onset of the serious development of
organizational and management theories (Laegaard &
Bindslev, 2006; Robbins, 2011; Hatch & Cunliffe, 2013;
Burke, 2014; Ferdous, 2016) and is categories as Type
| theorists or in the prehistorical period. With his
mechanical engineer background, he worked at
Midvale and Bethlehem Steel Company in
Pennsylvania. After years of experiments, he proposed
four principles of scientific management to significantly
increase productivity. These include (1) the
replacement of rule-of-thumb methods to scientifically
determine each element of a worker’'s job; (2) the
scientific selection and training of workers; (3) the
scientific method of collaboration and management to
achieve work objectives; and (4) a more equal
responsibility division between managers and workers
or between the one who plans and supervises and the
one who does the execution (Robbins, 2011; Burke,
2014). Taylor believed in objective measurement with
scientific approach to carry out work efficiency or in
other words his belief is the ground for rationalization
scheme, which in later periods is adversely criticized.

In 1922, Karl Emil Maximillian (or Max)
Weber, who was a German sociologist, became known
also as Type | organization theorist in the prehistorical
period. He proposed an ‘ideal type’ organization
structure called ‘bureaucracy’. It was characterized by
division of labor, clear authority of hierarchy, formal
selection, standardized rules and regulations,

impersonal relationships (Hodge et al, 1996; Robbins,

Mssmssanmssaslnad I 20 adud 2 (nsngraw — suINaw 2565)



2011). Weber’s idea was meant to replace traditional
authority and charismatic authority with rational-legal
authority in bureaucracy as an effort to eliminate
nepotism (Hatch & Cunliffe, 2013).

In 1925, Henri Fayol, who was a French
engineer, became known as the administrative theorist.
His book, published in 1919 and entitled ‘General and
Industrial Management’, proposed universal principles
applicable to the rational administration of
organizational implementations (Hatch & Cunliffe,
2013). Although both Taylor and Fayol are considered
as Type | theorists in the prehistorical period and
proposed universal solutions to organizational
management, but the foci were considerably different.
Taylor's ideas were based on scientific approach but
Fayol's ideas were based on his empirical experience
(Leegaard & Bindslev, 2006; Robbins, 2011). Fayol's
ideas are similar to Weber's and Taylor's. His ideas
about delegation and departmentalization are similar to
Weber's division of labor. But Fayol also addressed
‘esprit de corp’ which is a French word defined in
English as the unity of sentiment and harmony existing
among staff (Hatch & Cunliffe, 2013). This idea
promotes the team spirit that builds the harmony and
unity within the organization (Robbins, 2011).

In this prehistorical period, Luther H. Gulick —
an American administrative theorist who co-edited with
Lyndall Urwick on ‘Notes on the Theory of
Organization’. They are both well-known for the
famous POSDCOoRB, which can be stretched to
planning, organizing, staffing, directing, coordinating,
reporting and budgeting (Hatch & Cunliffe, 2013). Their
ideas are to propose what a manager is supposed to
do in an organization. Chester Barnard, who was an
American executive and management theorist, was
known from his book ‘The Functions of the Executive’.

This book suggests normative advice for developing

organizations into cooperative social systems with the
approach to integrate the work efforts through
communication of goals and paying attention to
worker's motivation. Although Barnard is in the
prehistorical period (Hatch & Cunliffe, 2013) but he is
categorized as Type Il theorist under the school of

human-relations (Robbins, 2006).

Perspectives of Modern, Symbolic and

Postmodern Organization Theory

We entered the modern period in 1960s and
continued to 1970s. This period can be referred as the
age of reasons. The modern perspective perceives the
phenomenon objectively. Hence, known as positivism,
which is a belief that the truth can be uncovered by
valid conceptualization and reliable measure. The
knowledge can be tested objectively. Theories in this
perspective are developed based on rationality and are
meant to ensure efficiency and effectiveness of the
organization (Hatch & Cunliffe, 2013) by increasing
productivity and vyielding desirable organizational
behaviors. In the modern period, we begin to see Type
Il, Type lll and Type lll organization theories (Robbins,
2011) in which their theories have evolved to later
periods. The modernism looks at organizations by
trying to develop methods to improve efficiency and
effectiveness around the structure, rules,
standardization and routine of the organizations (Hatch
& Cunliffe, 2013). Theories in modernism are based on
rationalism and can be studied systematically (Cooper
& Burrell, 1988).

The symbolic perspective emerged in 1980s.
This perspective perceives the world subjectively and
believes that we cannot perceive the phenomena
objectively and differentiate them from our subjective
awareness. Everything is up to interpretation and the

truth is just a relative term of group-agreed reality. It is
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socially constructed. In this symbolic perspective,
organizations are contextually and continuously
constructed and reconstructed by those in the system
via symbolically mediated interaction. Hence, there are
symbolic connection among members of the
organization. The symbolism looks at organizations by
trying to identify symbolic means of organizational
activities, including organizational values,
assumptions, artifacts and practices (Hatch & Cunliffe,
2013).

We have become to know the postmodern
perspective in 1990s in defiance to modernism since
postmodern theorists believe that everything renders
from speech, writing or other forms of expression that
can be referred as language, discourse or art work.
There is no absolute truth and no independent reality.
The knowledge derives from interpretations and is
merely a power play (Hatch & Cunliffe, 2013).
Outstanding postmodern philosophers include Michel
Foucault, Jacques Derrida and Louis Althusser.
Postmodernism challenges managerial ideologies, in
other word, deconstructing organizations by denying
rationality and hierarchy of authority. It poses a
question on the legitimacy in the use of power in the
organization. Acquiring knowledge, to this perspective,

is merely situational (Cooper & Burrell, 1988).

Grand theories

There are several organization theories that
were developed since the prehistorical and modern
period and have been challenged through the symbolic
and postmodern period. This, in turn, helps strengthen
and sharpen the theories. In this paper, we will discuss
five grand theories that are vital to organizational
development, including Structural Contingency Theory,

Resource Dependence Theory, Institutional Theory,

Population Ecology Theory and Inter-Organizational

Relation Theory.

Structural Contingency Theory
The Structural Contingency Theory is about

fit and ‘misfit’ (Gresov, 1989) or how to design an
organization that fit the external environment and
internal conditions. This theory argues against Taylor's
idea and suggests that there is no best way to organize
but it depends on the contexts (Lorsuwannarat, 2013).
This theory has been popular until the present days
because it offers the recipes for success (Hatch &
Cunliffe, 2013) and conclusively it reflects the modern
perspective.

Henry Mintzberg (1981) wrote ‘Organization
Design: Fashion or Fit?’, which suggests that there are
five basic parts of organizations, including strategic
apex, middle line, technostructure, support staff and
operating core. He suggested that there were five
configurations of organizations, including simple
structure, machine bureaucracy, professional
bureaucracy, divisionalized form and adhocracy. Each
of these configurations has its own strengths and
weaknesses. The five configurations allow us to use
as a diagnostic tool to examine whether our
organization’s internal elements are consistent,
whether the external controls are functional, whether
there is any part that does not fit, and whether this is
the right structure in the wrong situation (Mintzberg,
1981). It enables organizational practitioners to be able
to diagnose and analyze their respective organizations.

However, in this theory, the symbolic
perspective argues that the perception of one’s
organization could be due to subjective beliefs and
interpretation. People may interpret based on their
experience, culture and some other contexts that could

be true to a particular circumstance. In addition, there
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is no such a thing as organization but only organizing
because this is a continuous process (Hatch & Cunliffe,

2013).
Resource dependence theory

Resource dependence theory is another
theory in the modern perspective. It assumes that
available resources are limited and organizations are
interdependence networks, in other words ‘loose
coupling’ (Pfeffer & Salancik, 1978). Organizations try
to reduce dependence on other organizations for
important resources and try to influence the
environment to make resources available to them
(Daft, 2013). Organizations are externally pressured to
survive and they strive for certainty and predictability
(Oliver, 1991). They interact with task environment
(Lorsuwannarat, 2013). The question under this theory
is how to acquire and to maintain resources, in which
before the time of this theory, the question was only
about how to utilize the resource efficiently.

A strength of this theory is that they can help
organization’s managers understand the power-
dependence relationships (Hatch & Cunliffe, 2013) or
dependence-exchange concept (Lorsuwannarat, 2013)
between their respective organizations and other
network actors. However, this theory does not explicitly
explain about the extent of power and underestimates
the importance of  external environments.
(Lorsuwannarat, 2013).

At present days, this theory may not be able
to entirely explain organizational phenomenon since
we are now experiencing multinational corporations
(MNCs). According to the resource dependence
theory, if a country office has more resources than its
head office, the country office is more likely to have
more power to negotiate with its head office. But this

may not be the case. Although a country office may

have plentiful resources but it may still need technical
support or some sort of credentials from its head office
to ensure societal acceptance and legitimacy. Hence,
the head office may continue to exercise its superior

power relations (Madhu et al, 2007).

Institutional theory

Unlike the resource dependence theory that
looks at how to acquire and maintain resources, the
Institutional Theory looks at organizations and
environments as institutions (Zucker, 1987; Oliver,
1991). They are collective and interconnected
(DiMaggio & Powell, 1983). Organizations strive for
and are motivated by legitimacy and survival. The
question under this theory is why organizations are so
similar (Lorsuwannarat, 2013).

Since organizations as institutions are
collective and interconnected, they are likely to imitate
conditions that contribute to the success of
organizations or they may be affected by other relevant
factors that drive them to be similar. Such process of
transformation to be similar can be referred as
‘isomorphism’. The isomorphism or institutional
isomorphism can occur in a coercive, mimetic or
normative nature. The coercive nature could be due to
rules, regulations or public policies that require
organizations to comply with the same sets of
standards or procedures. The mimetic pattern is more
on cultural dimension. This is where organizations
imitate structures, styles, internal management and so
on from those with the successes or in other words
‘best practices’ (Hatch & Cunliffe, 2013). The
normative aspect reflects the expectations of the
environment on how an organization should operate
(DiMaggio & Powell, 1983). In order to gain legitimacy
and stability, organization may apply strategic

responses as their institutional processes, including
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acquiescence, compromise, avoid, defy or manipulate
(Oliver, 1991)

This theory encompasses the role of symbols,
myths, beliefs into account. This reflects the symbolic
view. However, this theory may overemphasize on
institutional environment that could be referred as
structural conformity in which organizations as
institutions have to be similar as non-choice behavior.
External environment has tight coupling relationships
with organizations and organizations would react to the
influences as status quo. Moreover, this theory does
not explain to extent to the risks of isomorphism
(Lorsuwannarat, 2013). This theory assumes that
organizations will gain its legitimacy by adapting to its
institutional contexts (Hatch & Cunliffe, 2013).

We continue to see recent researches that
explain organizational phenomena by applying this
institutional theory. A study on the success of
Enterprise Resource Planning (ERP) in which
organizations are learning collectively through
isomorphism. Institutional theory can be also applied
with other theory such as project management theory,
this therefore can be viewed as institutional logic on
project management (Badewi & Shehab, 2006). The
application is not limited to the view to perceive
organizations as institutions only but also internal
organization structures as different institutions that

could be influenced by one another (Zucker, 1987).

Population Ecology theory

The Population Ecology Theory is another
useful theory since it allows researchers to view
organizations as a group of populations. It assumes
that organizations have unitary characters and are
determined by environment, in other word, tightly
coupled. The environments are dynamic and uncertain.

This theory helps researchers to study organization

longitudinally (Lorsuwannarat, 2013). The interest of
this theory is around level of analysis, structural inertia,
organization  diversity, organization  founding,
organization mortality and organization change
(Hannan and Freeman, 1984; Singh and Lumsden,
1990).

In this theory and in some other theories such
as structural contingency theory, ‘structural inertia’ was
mentioned to explain why organizations do not change
promptly when there are changes such as new
technology. This depends on several factors such as
the magnitude of the inertia, the extent of change
whether incremental or drastic (Hannan and Freeman,
1984). For instance, a factory as an organization that
newly bought a new, large and expensive machine at
the beginning of the year, then a new upgraded version
of the machine is later released to the market in the
last quarter of that year. Decision-makers and
managers may not jump to ditch their current machine
and buy a new one right away because there are some
associated factors, including cost-effectiveness,
transaction costs and whether employees are
adequately skilled to operate the new machine in
addition to the fact that they also have just newly
trained their employees to use the existing machine.

The population ecology theory derives from
Charles Darwin’s principles of evaluation about
variation, selection and retention (Hatch & Cunliffe,
2013). It is used to explain organization founding and
mortality by assuming that organizations are alike and
they are significantly influenced by environments. This
can be viewed as an ecological process in a very
popular saying that survival is for the fittest. There
could be more organizational foundations if the
environment is normative and there could be more
organizational mortality if the environment is

competitive (Singh & Lumsden, 1990).
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However, this theory could be relatively
difficult since it assumes organizations as a group of
populations and this may infer to complicated statistical
analysis when conducting researches. Recent studies
may apply population ecology theory to look at a macro
picture of business since they could be very alike. This
may include social service organizations such as
hospitals, universities and schools. A study was
conducted by considering a group of schools that
accommodate underachieved students and compare
with the other group of school that accommodate high
standard students. The researcher found that the
turnover of schoolteachers in the schools that
accommodate underachieved students was higher
than the other (Hochbein & Carpenter, 2017). And this
is an example how researchers apply the population
ecology theory to regard organizations as a group of
population.

The symbolic perspective regards the
environment under this population ecology theory as
social construction from and in cognitive mapping,
enactment and sense-making processes. This involves
interpretation of symbols that carry out meanings
(Hatch & Cunliffe, 2013). In this case, a study applying
the population ecology theory does not need to be only
quantitative but can be also qualitative by looking in-
depth to contextually examine the extent of
organizational phenomena that are influenced by

external factors.

Inter-organization relation theory

The inter-organization relation assumes that
organizations are interrelated because of the need for
certainty of resource acquisition and maintenance. This
assumes that organizations put equal emphasis over
the resources. Such relations are based on open

systems (Lorsuwannarat, 2013). The reason that

organizations need to be interacted with one another
is because it could be from necessity as the resources
are scarce and they all need to ensure stability in
resource acquisition. There could be asymmetry of
power relations of one over another between those
who control the resources and those who are
influenced by or this can be reciprocal. It assumes that
organizations strive for efficiency, stability and
legitimacy (Oliver, 1991).

The inter-organizational relationship may no
longer be confined as firms and markets any more. But
this could be perceived as inter-organizational
networks that are alternatively formed to ensure
organization’s stability in resource acquisition (Powell,
1990) since the current situations for acquiring
resources are more complexed than the past. This may
also include the diffusion of knowledge and how an
organization can learn from one another.

However, there is no mutually accepted
framework for this theory among organization scholars
but is explained by different theories as mentioned in
earlier theories, assuming that benefits are what
organizations are striving for. This theory is still based
on positivism and assumes that all organizations would
act rationally (Lorsuwannarat, 2013) but there are
actually some unprecedented contexts that should be
also accounted for. There is still a lack of research
studies between behaviors and relationships. Under
this inter-organizational relation theory, a study was
conducted to investigate which one matters more
between competence-based trust and integrity-based
trust in the inter-organizational relationships. It was
found that managers of organizations are expected to
be competent as part of the requirement of their jobs.
Integrity-based trust is more powerful and can yield a
more sustainability inter-organizational relationship

(Conelly et al, 2015).
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Discussion and Conclusions

We have seen that organization theories are
developed since the existence of organizations in
which two or more people work systematically in a
social entity with clear boundary to achieve a set of
goals. The intent of organization theories is to help
ensure productivity, effectiveness and efficiency in the
contexts where there are limited resources.

At the beginning of the organizational
theorization, organization theorists conceptualized
theories based on their empirical experience for
generalization, universality and application in all
circumstances that can be also studies and tested
scientifically and objectively. The bottom line is about
control. This has become the dawn of the modern
perspective. However, when the world experienced
rapid changes in its contexts, including technological
advancement, globalization, and multi-national or
cross-cultural corporations, questions are raised
whether existing theories are adequate to explain
organizational phenomena.

Some theorists began to perceive that the
truths that organization members perceive could be
merely a result of interpretation and symbolization.
Such truths are just the agreement of a group of
members. These symbols represent ideology and core
values of the group members. They are integrated with
physical structure, organizational culture, myths and
symbolic expressions. These affect organization’s
performance and organizational behaviors. Thus, it has
become the dawn of symbolic perspective in 1980s.

However, in later years when people began to

perceive that they have been taking organization for

granted and never questioned about the power
exercise of those on top of the management chain and
perceive this as status quo. The postmodern
perspective emerged to challenge this status quo and
the organizing of  organizations. However,
postmodernism is just to merely question the authority
but does not suggest any alternative solutions to
organize an organization.

Theories by outstanding scholars such Taylor,
Fayol, Weber, Mintzberg, Pfeffer, DiMaggio and et
cetera, their theories have been challenged in different
settings through time and through different perspective.
This does not make survived theories deteriorated or
diminished but instead strengthen and complete those
theories to be more comprehensive since they have
incorporated different perspectives and have been
backed by a number of up-to-date research studies.

The question is whether we should stick with
the modern perspective since it is more scientifically
and objectively studied and it appears to be reliable or
should we shift our paradigm to symbolic or to
postmodern perspectives because they do questions
the so-called truths that may help better explain current
organizational phenomena. | perceive that each
respective view has its own strengths and weaknesses
and they do complement one another. Nowadays, we
would not be able to effectively explain organizational
phenomena based on any single theory nor on any
single perspective. They should be explained by
multiple theories in different perspectives to ensure
comprehensive explanations. After all, the ultimate
goal of an organization is about the means to control
in order to survive and acquire legitimacy and

eventually to achieve its goal.
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Abstract

Presently, the resignation and retirement rate of civil servants each year is trended to increase, so it
causes the Revenue Department to face a shortage of operational unit manpower. The researcher would like
to discover the influencing factors of the personnel retention of the Revenue Department, which is different
from the previous aspect by focusing on the study of personnel retention instead of the reasons for personnel
resignation. The objective of this research was to study the relationship of job embeddedness factors to the
retention intentions of the Revenue Department personnel. The statistics used to analyze the data include
descriptive statistics and inference statistics. The research tool will be a questionnaire. The participants of this
research would be 410 personnel of the Revenue Department. The study result found gender, education level,
age of employment, monthly income Travel time from accommodation to work does not influenced the job
embeddedness, domicile, age, status, job position, agency under Number of family members to support
influenced the job embeddedness. Demography does not influenced the retention of the Revenue Department
personnel. Job embeddedness positively relationship the retention of the Revenue Department personnel which
of organization factor and community factor which was at in high to very high level, Organization factor
relationship the retention of the Revenue Department personnel higher than community factors. Therefore, the
positive influencing factors of the Revenue Department personnel retention are the Sacrifice factor and the Fit
factor, the Link factor is unaffected.

Keywords: Job Embeddedness, Intentions to stay, The Revenue Department
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THE EFFECT OF THAI TOURIST BEHAVIOR TO REVISIT BANGKOK STREET
FOOD DURING COVID 19

Watit Intuluck'

Abstract

This paper studied the structural equation model of revisiting intention on street food in Bangkok,
Thailand during COVID 19. The study intended to examine the influence of service-value, gastronomy, and
word of mouth on revisiting intention in terms of direct and indirect effects simultaneously. This sample was
400 repeated customers of street food shops in Bangkok. As a mixed method research, the data were first
collected by questionnaires and confirmed by qualitative technique. The findings revealed that revisit
intentional behavior received the positive total effect from all selected variables with a high statistical
significance and received the positive direct and indirect effects with a high statistical significance,
respectively. Furthermore, the study developed the structural model of revisiting intention model on Thailand
street food in Bangkok with the acceptable fitness scores from several model fit indices (Chi-square/df = 3.56,
CFI=.98, GFI=.90, RMSEA=.08, SRMR=.04). Moreover, the results of a qualitative research, then confirmed
most of the hypotheses proposed in this study in terms of both direct effects and mediating effects. The
recommendation is that both the customer related factors and tourism factors should be defined as a clear
plan with ongoing actions that cover a specific requirement for providing a better service-value, increasing
customer satisfaction, offering an appropriate gastronomic atmosphere that could ensure the customers

safety during the service, and generating a positive word of mouth communication.
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Introduction

Prior to the COVID 19 pandemic, Thailand
used to be one of the best tourist destinations in
the world and it had been predicted to generate
more revenue than those of other competitors such
as London, Paris, Dubai, and Singapore based on
Mastercard’s 2018 Global Destination Cities
(Purchase, 2018). The total number of foreign
tourist arrivals to Thailand tended to increase
dramatically according to the country survey data
from the Tourism Authority of Thailand (TAT) in
2018 showing that the number of international
visitors was expected to reach 40 million people in
2019 from 34.4 million people in 2018 representing
approximately 7.53 percent increase over the same
period of 2017 and expected to generate 733 billion
Baht just only in the first quarter and total revenue
of 2.77 ftrillion Baht for the entire year (Tourism
Authority of Thailand, 2018). The most acceptable
reason is that Thailand has unique characteristics
from visitors’ viewpoints. There are plenty of
activities and Thai foods that they can enjoy
(Sritama, 2016). In the Thai tourism context, the
Thai government and the Tourism Authority of
Thailand have been encouraged Thai people for
several years to allow Thais to popularize tourism in
Thailand. Although traveling by foreign tourists will
drive the country more income each year, the
government has realized the importance of
supporting and cultivating consciousness for Thai
people to visit Thailand. As can be seen from the
main policy that has encouraged Thais to travel
more widely within the country (Tourism Authority of
Thailand, 2019).

Unfortunately, these trends could continue
to grow upward. If there is no crisis of the spread of

COVID-19. The Kasikorn Research Center (2021)
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reports that a new epidemic will pull back the
recovery of the restaurant business (including the
street food business) in 2021 and is expected to
shrink continuously from the previous year (2020) to
approximately 3.82 or 3.94 billion baht. That will
allow the restaurant business to face ongoing
challenges. After the return of the Covid-19
epidemic, the 3rd wave resulted in on April 29,
2021, the government announced the upgrade of
preventive measures in 6 provinces to the highest
and strictest control areas (dark red area) namely
Bangkok, Chonburi, Chiang Mai, Nonthaburi,
Pathum Thani and Samut Prakan including no
eating in the restaurant is allowed and limiting the
opening and closing times in the controlled areas
and the maximum control areas which came into
effect on May 1, 2021, has aggravated the survival
of restaurant business operators. This situation is
consistent with the Tourism Authority of Thailand’s
report (2020) estimated that the number of Thai
visitors will be at around 93.30 million in 2021,
a growth rate of 3% from the previous year (2020)
which is still lower compared to 2019 before the
outbreak of COVID-19. However, the number of
Thai visitors may increase if Thai tourism is
supported (Tourism Authority of Thailand, 2020).
Therefore, there is still a light at the end of the
tunnel for the food business particularly to boost it
by increasing domestic travel with the safety
protocol put in place.

Gastronomy was not the new term, but it
was originally coined by Jean Anthelme and Birillat-
Savarin between 1755-1826, which means the art
of cooking and good eating (Kivela and Crotts,
2006). In the recent decades, researchers have
proved that there is a strong relationship between

foods, culture, and tourism (Du Rand and Heath,
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2006) in which laid the ground for the study of
gastronomic tourism. Bangkok had been nominated
by CNN to be the best street food in the World in
2017 which is ahead of Tokyo, Honolulu, New
Orleans, and so on (Shea, 2017).

While tourism and food cannot be taken
apart, Bangkok as a tourist destination offers a
mixture of traveling activities and foods which are
potential attractions for all visitors. Because of low
operation cost, less informal and its prevalence,
street food has generated high income for
developing countries. With the new experience they
offer, street food tends to have a positive effect on
community economies (Privitera and Nesci, 2015;
Marras, 2014). According to the Guardian
Magazine, five places in the Thai capital are known
as the best neighborhoods for street foods including
Thailand  Chinatown (Yaowarat), Old Town
(Banglamphu), Sukhumvit, Silom, and Sathorn, and
Saphan Leung (Nualkhair, 2015). With special and
unique characteristics, these five areas have
become memorable to domestic and international
tourists and some of those had been revisited
several times. The specific question to be
addressed here is how to increase the more
attractiveness of Thai foods tourism through service
value, gastronomic characters, along tourist
behaviors in terms of tourist satisfaction and word
of mouth management as results to revisit intention
especially during the COVID 19. This study of
tourist behavior would bring the key information to
support important marketing activities to contribute
to the development and promotion and sale of
tourism-related products. Although, Yan, Wang and
Chau (2015), Liu and Lee (2016), and Jensen,
Limbu, and Choi (2016) considered the service

value and gastronomy to explain the satisfaction,
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word of mouth, or revisit intention, a few
researchers considered among of these variables to
explain the degree of revisit intention
simultaneously and even lesser during the time of
the COVID 19 pandemic when the restaurants need
to adapt themselves to cope with this challenging
situation.

In the following section, a summary of
related literature is provided to shed some light on
the potential relationship between selected variables
to form the structural model used to assist
researchers, practitioners, and others to have
a better understanding of how to recognize tourists’
behaviors during the COVID 19 which is primarily
based on the quantitative technique followed by the
qualitative part which provides the more in-depth
information regarding the opinion of domestic
visitors towards Thailand Street Foods and the area
for further study is then presented in the final

section.

Objectives

This investigation primarily aims to
examine the influence of service-value, gastronomy,
satisfaction, and word of mouth on revisiting
intention in terms of direct and indirect effects on
street food in Bangkok, Thailand during COVID 19
especially in the case of Thai tourists. The study

will confirm the result of quantitative approach by

qualitative approach.

Scope of research

The main objective of this quantitative
study is to explore both direct and indirect
relationships between service value, gastronomy,
satisfaction, word of mouth and revisit intention

within context of Thailand Street Foods especially in
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Bangkok during COVID 19. Based on
comprehensive research, the total population of
approximately 22 million visitors who visit Bangkok
(Tourism Authority of Thailand, 2020). According to
Hair and his colleagues (2014), the acceptable
sample size is 200 for modeling Structural
Equations Model (SEM) and the larger simple size
is included, the more sensitive model is. They also
suggest that an appropriate range of simple size
should be around 100 to 400 which could provide a
sound basis for model’'s estimation. Therefore, the
total sample of 400 are drawn from the five target
areas and the subjects are asked the questions
regarding the selected variables. The study employs
the multi-Stage sampling as follows: 1) Stratified
sampling is used to separates the population into
sub-populations. The population units in each sub-
population will have the same characteristics
(homogenous) and simple randomness to obtain the
number of samples according to the proportion of
sample size and population. In this study, the top
five tourist destinations are selected from the fifty
districts in Bangkok area including Thailand
Chinatown (Yaowarat), Old Town (Banglamphu),
Sukhumvit, Silom and Sathorn, and Saphan Lueng.
2) Cluster sampling is then applied by dividing the
population according to the area and then sampling
the population from those proposed areas according
to the desired amount which data will be randomly
selected. In this case, the cluster sampling is then
used to select domestic travelers from one of the
selected areas. 3) convenience sampling is finally
employed to collect the data from targeted sample
of each selected destinations.

As for qualitative approach, the main
objective  of

study is investigating different

dimension of revisit intention of gastronomy tourists.
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The population of qualitative study are

entrepreneurs and experts who involve in

gastronomy and tourism business such as
restaurants, travel agencies, hotel restaurants which
are unknown of their size. Green and Thorogood
(2018) explained that most of the qualitative
researchers used 20 or more for interview.
Therefore, 20 samples who are representatives
from relevant organizations such as travel agencies
and restaurants in the Bangkok will be selected.
Quota sampling for unknown population will be
used for approaching 10 samples in restaurants and
another 10 from travel agencies. In-depth interview
is adopted as a tool along with structured
questionnaire for collecting data. The content
analysis technique is then used to analyze the
derived data. This analysis is appropriate for
qualitative data where occurrences of a word,
phrase or theme from open-ended questions will be
counted by frequency (Hancock, Windridge and
Ockleford, 2009). The important of qualitative data
for this research relies on the benefits of the mixed
methods which is that qualitative data provides an
in-depth understanding of survey responses while
quantitative analysis can provide a detailed
evaluation of the pattern of responses. However,
the analysis process of combining qualitative data
and quantitative surveys by quantifying qualitative
data may take a long time and expensive and this
may cause researchers to work over budget or time
constraints. As such, to reduce sample size or time
limitation for interviews, this mixed design would be
the most appropriate for this research that does not
require extensive in-depth analysis of qualitative or
multivariate data of quantitative data analysis

(Driscoll, Appiah-Yeboah, Salib and Rupert, 2007).
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H3, H4.1, Ha.2

Word of Mouth

Figure 1 Conceptual Framework

Literature Review

This investigation aims to extend the scope
of explanation from the study of Um, Chon and Ro
(2006) by considering the word of mouth to perform
the role as mediator with satisfaction to explain the
degree of revisiting intention. The belief literature
review is presented as follows.

The most important point to note here is
that revisit intention and customer satisfaction are
inseparable in the sense that the higher the
satisfaction a restaurant or a business delivers, the
higher the possibility that customers will revisit (Ho
Kim, Jae Ko, and Min Park, 2013). When a
company offers goods or services, there is always
the possibility that similar goods and services are
offered on the market by other competitors. Since
the customers always have many alternatives, it is
very important that the companies do all that is
within their disposal to ensure that they increase
the value of the existing consumers besides
attracting the new ones (Yan, Wang, and Chau,
2015). these

Taking effective  steps  will

automatically attract the customers repurchase

behaviors, there are different fields where customer
revisit intention has been studied like tourism
services, catering services, hospital services, retail
businesses, bank services and telecom services.
Logistic regression or structural equation modelling
constructed and estimated several numbers of
customer retentions driving factor models in those
models, the factors such as satisfaction, trust, the
number of previous visits, perceived switching cost
and customer value were considered (Huang and
Hsu, 2009; Lee, Kim, Ko, and Sagas, 2011). So,
Service-value or service quality refers to the overall
impression of the consumers regarding the relative
inferiority or superiority of the organization as well
as the services that the same organization offers
(Liu and Lee, 2016). In many contexts of the
businesses, high level of service quality delivered
by the organizations to their clients is a very crucial
factor of success. Worth noting is that these
business contexts may include, but not limited to
major professional sporting events. Other aspects
that determine service quality include employees,

price, facility access, concessions, fan comfort,
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game experience, show time, convenience and
even smoking. Most modern research have come
up with four most salient targets of event quality
evaluation regarding the events that are; event
performance, during the event entertainment, staff
quality and general physical surrounding (Brady &
Cronin, 2001). The value perceived by customer
was a key determinant to predict the intention of
customer in medical tourism. The level of medical
quality, service quality and enjoyment that were
perceived by customers were the key factors that
have statistically impact on customer perception
(Wang, 2012).
Gastronomy refers to the relationship
between food and the culture that several scholars
tend to investigate in the gastronomy tourism. For
instance, Correia, Moital, Da Costa, and Peres
(2008) examined the determinants of gastronomic
tourists' satisfaction: a second-order factor analysis
has focused on the general satisfaction of the
journey in tourists’ experiences. It has tended to
include the general elements of the gastronomic
experience in their list of satisfaction items such as
gastronomy, variety of food and quality of food.
Similarly, Wang and Jie (2013) considered the food
quality, price-quality relationship, atmosphere,
hygiene, location, and convenience are some of the
attributes that are perceived to facilitate recognition
of food service satisfaction of the tourists. Hence,
gastronomy can be described as the food
experiences of tourists towards tangible and
intangible

products. To be more specific,

atmosphere as an essential component of
gastronomy can be defined as the design of the
retail chain outlet that produces specific emotional
effects on the buyer that enhances his purchasing

ability (Hussain & Ali, 2015). The environment has
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a huge impact on the environments’ emotion and
satisfaction. The impression of the retail chain
outlets enhances the customer satisfaction level
and purchase experience. Even though, there is
limited empirical research on the impacts of the
store atmosphere on the consumer behavior, there
are several researchers who have identified the
effects of atmosphere on the behavior of
consumers. For a conducive atmosphere to be
maintained in the stores, the collective impact of all
major atmospheric such as cleanliness, music,
temperature, lighting, color, display or layout and
scent or fragrance at one point in time must be
considered (Hussain & Ali, 2015).

Satisfaction, by definition, can be referred
to as the feeling that a customer experiences upon
completing a purchase, in the phase following the
acquisition of a service (Yan, Wang, & Chau, 2015).
A function of expectations and perceived product, or
attributes of the service is all representation of
customer satisfaction. Customer satisfaction is an
emotional reaction that is normally manifested in
situations when the perceived performance of a
product or service exceeds expectations. Of worth
to note is that both cognitive and affective reactions
to service encounters are very crucial in
satisfaction. Satisfaction based on transaction and
overall satisfactions are the two main distinct types
of satisfaction that are known. Transaction based
satisfaction emerges when a customer happens to
judge the product or service based or gained in one
purchase experience. Overall satisfaction is based
on the total customer experience that has formed
as a result of previously made purchases
(Marinkovic, Senic, Ivkov, Dimitrovski, & Bijelic,

2014).

. _________________________________________________________________|]
sesmatansailval 11 20 afuf 2 (nsngnan — Fwanew 2565)



Word of Mouth (WOM). WOM is defined as
a form of advertising communication where the
recipient of the advertisement becomes sender of
the information for others looking for such
information. It is simply a practice where an
exchange of information regarding a product
available in the market takes place. WOM have
been found to be mainly powerful when customers
are making buying decisions about the products or
services that are new in the marketplace and
customers are only aware of those products and
services but do not know well about them.
Nowadays, WOM is found and accessible through
diverse channels like networking sites, blogs, online
forums, or purchase reviews available on respective
online buying websites. WOM plays a very tangible
role than any other situation when products that are
newly released, because they are riskier due to the
deficiency that occurs due to poor passage of
information to the potential customers. The reason
behind this is again the credibility of information that
WOM provides that reduces the risks accompanying

the customer’'s buying decisions (Wang & Jie,

2013).
Hypotheses Development

Service quality has been a significant
factor towards revisiting intention in terms of the
positive impact that proved by several researchers
(Ho Kim, Jae Ko, & Min Park, 2013; Liu & Lee,
2016; Marinkovic, Senic, Ivkov, Dimitrovski, & Bijelic,
2014; Yan, Wang & Chau, 2015). Correia, Moital,
Da Costa, & Peres (2008) defined those
components of gastronomy factor included local
courses, food presentation, originality and
exoticness, and staff presentation and Wang (2015)

implied the impact of image of gastronomy tourism
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on tourists’ intention in terms of positive direction
significantly.

Satisfaction of gastronomic tourists can be
described through the three dimensions included
the quality and price, gastronomy, and atmosphere,
furthermore, this factor has a positive relationship
towards revisiting intention significantly and
mediated between explanatory variable and revisit
intention (Correia, Moital, Da Costa, and Peres,
2008; Marinkovic, Senic, Ivkov, Dimitrovski, and
Bjelic, 2014; Yan, Wang and Chau, 2015)

Word of Mouth (WOM) has a significant
determinant that scholars considered the impact
towards revisiting intention as the explanatory and
mediator variable, especially in the gastronomic
tourism phenomenon (Liu and Lee, 2016; Wang,
2015). For instance, Liu and Lee (2016) provided
the framework to explain revisit intention through
service quality and word of mouth, the result found
that the service quality has a positive impact on
word of mouth significantly. Several researchers
implied and confirmed the determinants of service
quality included price and quality, gastronomy, and
atmosphere has a positive impact on word of mouth
in the service industry significantly (Jensen, Limbu,
& Choi, 2016; Liu & Lee 2016; Wang, 2015).
Therefore, based on the literature review, the
subsequent hypotheses are proposed:

H1: Service value has a positive influence
on revisit intention towards gastronomic tourist in
Bangkok during COVID 19.

H2: Gastronomy has a positive influence
on revisit intention towards gastronomic tourist in
Bangkok during COVID 19.

H3: Gastronomic tourists’ satisfaction has a

positive influence on revisit intention towards

gastronomic tourist in Bangkok during COVID 19.
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H4.1: Service value has an indirect effect
on revisit intention which is mediated by
Gastronomic tourists’ satisfaction.

H4.2: Gastronomy has an indirect effect on
revisit intention which is mediated by Gastronomic
tourists’ satisfaction.

H5: Word of mouth has a positive influence
on revisit intention towards gastronomic tourist in
Bangkok during COVID 19.

H6.1: Service value has an indirect effect
on revisit intention which is mediated by word of
mouth.

H6.2: Gastronomy has an indirect effect on
revisit intention which is mediated by word of
mouth.

H7: Service value has a positive influence
on word of mouth towards gastronomic tourist in
Bangkok during COVID 19.

H8: Gastronomy has a positive influence
on word of mouth towards gastronomic tourist in

Bangkok during COVID 19.

Research Methodology

This investigation employed quantitative
and qualitative methods to describe the antecedents
of revisiting intentions for gastronomy tourism in
Bangkok. Quantitative approach, the primary data
obtained from the distribution of 400 questionnaires
in Bangkok during COVID 19, which were collected
from the five well-known street food areas, namely
Yaowarat, Banglamphu, Sukhumvit, Silom and
Sathorn, and Saphan Lueng during July to the
beginning of August 2021 by employing the multi-
stage sampling and the target samples were
checked by three screening questions to assure the
right target from both local and international groups;

1) Stratified sampling is used to separates the
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population into sub-populations. The population
units in each sub-population will have the same
characteristics (homogenous) and simple
randomness to obtain the number of samples
according to the proportion of sample size and
population. In this study, the top five tourist
destinations are selected from the fifty districts in
Bangkok area including Thailand Chinatown
(Yaowarat), Old Town (Banglamphu), Sukhumuvit,
Silom and Sathorn, and Saphan Lueng. 2) Cluster
sampling is then applied by dividing the population
according to the area and then sampling the
population from those proposed areas according to
the desired amount which data will be randomly
selected. In this case, the cluster sampling is then
used to select domestic and foreign travelers from
one of the selected areas. 3) convenience sampling
is finally employed to collect the data from targeted
sample of each selected destinations.

The following step is to exam the
developed questionnaire in terms of content validity
and content reliability tests. Firstly, the validity value
of the research instrument was 0.66 which was
acceptable. The received questionnaire was then
used for assessing the content reliability by using
the coefficient formula of Cronbach's Alpha

Coefficient, the reliability of entire research
instrument was around 0.90 which was above 0.70
and after that the following step was proceeded. In
this study, descriptive statistics was used to check
for the violation of data assumptions including
sample size, missing data, normality, linearity, and
multicollinearity. The study passed all basic criteria
for data assumption testing.

Structural Equation Model (SEM) as the
main statistical technique to the test at the statistical

significance of .05 by using the criteria for model fit
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index. Quantitative approach can be described
through the questionnaire based on several items
from reviewing the literature included six theories
which related to investigating in this phenomenon.
Revisit intention and satisfaction can be
represented by 8 items based on Huang and Hsu
(2009) has been confirmed the items to describe
and analyze the revisit intention (GFI = .996, NFI =
.998, CFl = 1.00) and satisfaction (GFI = .99, NFI =
.99, CFl = .9) by measurement model which is in
Hong Kong context. Moreover, Correia, Moital, Da
Costa, and Peres, (2008) had confirmed 3, 5, and 4
items to measure the service-value (0l = 0.93) and
gastronomy (O = 0.77) respectively in the
gastronomic tourism in Portugal context, and this
measurement model had fit of the data empirically
(GFI = .98, NFI = .89, CFl = .95). Lastly, word of
mouth contained 2 items (Ol = 0.77, CR = .81, AVE
= .683) to explain this factor in the airline industry
(Liu and Lee, 2016). Accordingly, this investigation
considered to develop the items based on the items
of Huang and Hsu (2009), Correia, Moital, Da
Costa, and Peres, (2008), and Liu and Lee (2016)
because several frameworks which confirmed the
reliability and validity by measurement model based
on exploratory factor analysis (EFA) and
confirmatory factor analysis (CFA) in the hospitality
circumstances. Whereas, Qualitative approach, in-
depth interviews by the method of semi-structured
interview are used for qualitative research to
understand the attitudes or mind-sets of a tourist,
by asking for the “Why” and “How”. “If forces the
interviewed person to think about the motivations
and reasons for a certain behavior.” (Barnham,
2015). Moreover, the study followed the ethical
guidelines and has been reviewed and approved

according to the Standard Operating Procedures by
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Ethical Committee of Research Institute of Rangsit
University based on the Declaration of Helsinki and
Good Clinical Practice with the Documentary Proof

of Exemption Number. DPE.RSUERB2021-051.

Research Results

The result of the effect of Thai tourist
behavior to revisit Thailand street food during
COVID 19 survey shows that the majority of
respondents is gathered from Silom and Sathorn
(SM) with 22.50 percent followed by Yaowarat (YT)
(20.80 percent), Sukhumvit (ST) (20.30 percent),
Banglamphu (BU) (19.00 percent) and Saphan
Lueng (SL) (17.50 percent). Most of respondents
are male which accounts for 60.80 percent and
about 40.50 percent of respondents come from the
respondents’ age of 20-29 years followed by the
age of 30-39 years with 34.80 percent, followed by
the age of 40-49 years (13.00 percent) and the age
of 50-59 years (6.30 percent), and the age of 60
years or above (5.50 percent). The result of
descriptive  analysis also shows that the
respondents are graduated at bachelor's degree
76.30 percent, Master's degree 14.80 percent,
primary level 3.80 percent and other level 5.30
percent. During of their visit, the majority of
respondents’ trend to stay at hotel which accounts
for 81.50 percent, followed by staying at hostel
(14.00 percent), with their family and relatives (2.5
percent). The rest stayed at either luxury hotel or
their own home with the same percentage (1
percent). For the reason of their visit, respondents’
trend to answer “for holiday” with 67.99 percent and
“for business purpose” with 25.30 percent and the
other reason accounts for 7.80 percent.

According to the measurement model

which indicates that the latent variables presented
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the highest CR value of .992 and the minimum
value of .956, which the value was greater than .60.
In Addition, the maximum of AVE value was .918
and the minimum was .756, which has a value

greater than .50 (Hair, Black, Babin, and Anderson,
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2014). The measurement model presented the
better fit according to the criteria (see table 4.10).
The fit indices namely Chi-square/df (3.56), CFI
(.975), GFI (.900), RMSEA (.080) and SRMR (.04)

which meet all criteria of fit index.
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Chi-square = 598.782, df = 168, CFl = .975, GFI = .900,
RMSEA = .080, SRMR= .04

Figure 2 The Adjusted Model after Computed Modification Indices: Mis

The researcher analyzed the structural
equation model to learn the effect of Thai tourist
behavior to revisit Thailand street food during
COVID 19 among the selected variables with the
Maximum Likelihood method using AMOS to
compare the harmony between the purposed model
with empirical data. By the criteria for checking the
harmonization of the model and empirical data, the
researcher considered from statistic values. It
consists of the Chi-Square/df, CFl, GFI, RMSEA
and SRMR indices (Hair, Black, Babin, and
Anderson, 2014). The results of the basic model
analysis shown that the homogeneity index was
originally not consistent with empirical data or did
not meet the criteria specified by the model fit

indices. Therefore, the researcher has adjusted the

model according to the model modification index
(Modification Indices: MI) and residual values in the
form of standard scores (Standardized Residual)
and then adjust the parameters until the goodness
of fit indices was consistent with the empirical data.
Overall, the model modification index was
considered to make the model fit to the data. Figure
2 shown the model after compute modification
indices. When considering the fit index of the
model, it found that the model was harmonious with
the data, with all the model fit index that meets the
acceptance criteria, an index value of Chi-square /
df = 3.564, CFI = .975, GFI = .900, RMSEA = .080
and SRMR = .04. Therefore, it could be concluded

that this structural model was appropriate. This

could be explained as follows: 1) The chi-squared/df
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is equal to 3.564, indicating that the model was
consistent with the empirical data. Since the relative
chi-square/df° value was less than 5.00, 2) Almost
all selected model fit indices were in the acceptable
range, indicating that the model was consistent with
the empirical data.

The adjusted model presented the better fit
according to the criteria. The fit indices, namely Chi-
square/df (3.56), CFl (.975), GFI (.900), RMSEA
(.080), and SRMR (.04) were apparently improved.

Table 1 The Beta Value of the Direct Relationship
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Then the study continued to the further step which
was to investigate the results of the beta (B)
analysis of the relationship characteristics as shown
in Table 1.

Interestingly, the result of mediation effect
found that the TSAT and TWOM fully mediated
between TSERV and TRIM, while TSAT and
TWOM partially mediated between TSERV and
TRIM.

Relationship B t-value

TSERV ---> TSAT 493 10.728***
TGAS --> TSAT 424 9.452***
TSERV --> TWOM .340 5.686***
TGAS --> TWOM 274 5.070***
TSAT --> TWOM 275 4.393***
TSERV --> TRIM -.023 -.616

TGAS --> TRIM -.119 -3.531**
TSAT --> TRIM 132 3.563***
TWOM --> TRIM .968 24 559***

Qualitative approach: Using sequential
explanatory design, the quantitative data were
collected, and analysis followed by the qualitative

data collection and analysis (Creswell, Plano Clark,

Gutmann, & Hanson, 2003). Based on the
quantitative results, the significant associations
found in this study were used as guideline

questions in qualitative section including 4 main
parts: personal data, opinions towards the effect of
Thai tourist behavior to revisit Thailand street food
during COVID 19 among other variables and the
other suggestions (13 items). In the process of
testing the accuracy of the tool (Content Validity),
the draft of the questionnaire was tested to find the
directness of the tool according to the content. With

the method of finding the Index of Item-Objective

Congruence (IOC), three of research experts or
people who are specialized in the regarding topic
were invited to check the content accuracy to adjust
and improve the developed questionnaire according
to their recommendations (Pallant, 2020). The test
satisfied within the acceptable range. The in-depth
interviews using semi-structured interview were
proceeded to understand the attitudes or mind-sets

of tourists in Thailand street food during COVID 19

by asking six persons including three of food and

restaurant management experts, two tourism
management experts and an experienced
restaurant owner. According to our research

method, the contents of target's answers were
analyzed by performing the basic steps including a

qualitative data collection, coding by using the
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developed interview keywords regarding the
selected variables, then performing the content
analysis and data interpretation. However, the
original qualitative findings were validated by a
triangulation technique using several individuals
analyzing the same data. Therefore, the summary
reported that the effect of Thai tourist behavior to
revisit Thailand street food during COVID 19 found
that service-value and revisit intention was
mentioned 8 times during the interview, the
association between gastronomy and revisit
intention was also one time less than the
relationship of service with the same dependent
variable as same as the relationships of customer
satisfaction and word of mouth, which separately
coexisted with the same dependent variable.
Moreover, the association between independent
variables and revisit intention and word of mouth
was mentioned 8 times during the interview and the
frequency of 10 times was said about the
association between demographic factors and

revisit intention.

Discussion

In the qualitative aspect, “if customers
have a positive satisfaction, it will make it easier to

make a purchase”, “..whether how good the service

is, how expensive the item is or not. If the lack of
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satisfaction of customers who want to buy or use
that service, then it makes the product less
attractive...” or “.customers feel good and are
impressed with the consumption or use of services
is something that results from what he has received
more than what he has to pay..”. Therefore, there
was no doubt that tourist satisfaction could lead to
repeated purchase. According to qualitative
findings, the interviewees said that “mouth-to-mouth
communication can be considered as the mediating
factor, because in today's world, there are a lot of
options for consumption. Information based
decisions are what modern people do with a full of
facts and the opinions of consumers.”, “word of
mouth communication is the directing factor in my
view.” The result indicates that the direct effect of
gastronomy on revisiting intention model which is
mediated by satisfaction is statistically significant
with a negative effect (Rawal & Saavedra, 2017).
Although, the end-users must change their lifestyle
to eat and order their product and service, however,
among the customers attempted to change
themselves to align with COVID-19 situation, this
implies that increasingly more purchasers selected
to dine in for the duration of the pandemic that user
expectancies on provider exceptional and hygiene

have been additionally heightened.

Table 2 Word Association on the Relationship and Stimulation of Purchase Intention

Themes

Associations Frequency of mentions

Service-value revisit intention 8
Gastronomy revisit intention 7
Customer Satisfaction revisit intention 7
Word of Mouth revisit intention 7

revisit intention, word of mouth 8
Demographic Factors revisit intention 10
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In quantitative aspect, an expectation of
perceived product or attributes of the service or
perceived performance of a product or service that
exceeded the expectations from previous purchase
could then lead to revisit intention. This finding was
consistent with the work from Correia and a
colleague in 2008, Marinkovic and a colleague in
2014 and Yan, Wang and Chau (2015). The direct
effect of the word of mouth on revisiting intention
model was statistically significant with a positive
effect because viral communication was more
reliable and more than self-evident, as can be seen
in reviews from websites or bloggers.”, “word of
mouth communication is highly reliable because it
comes directly from information sources, so if tourist
attractions or restaurants come out well..”, “using
customers who have tried the service to
communicate good stories to other recipients
honestly, there is no hidden benefit to the matter,
which enhances reliability rather than criticisms.”
According to this result implied that Thai customers
retain to include on-line buying and
e-commerce, they may be an increasing number of
the usage of their telephones to reserve and
purchase goods during COVID-19 situation.
Therefore, the reliable reason is that the credibility
of information that WOM provides that will reduce
the risks accompanying the customer’'s buying
decisions (Wang & Jie, 2013) then could lead to
revisiting intention. Besides, service quality included
price and quality, and gastronomy had a
significantly positive effect on word of mouth in the
service industry significance. This implied that good
service could lead to the positive word of mouth
and then directly led to the customer behavior

including revisit intention.
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The indirect impact of service value on the
potential of revisiting was mediated by gastronomic
tourists' satisfaction. The results showed a
statistically significant negative indirect effect of
service-value on revisiting intention model, which
was mediated by satisfaction. The studies examined
the mediating effects of customer satisfaction and
word-of-mouth, which proved that both variables
were significantly able to mediate the given effects.
Even though none of the selected scholars
presented direct association between the given
variables, they focused primarily on the mediating
effects of customer satisfaction and word-of-mouth.
This was as a result of the significant differences in
gastronomic attributes. “They were the rationale and
principles for choosing food for customers, which
were likely to have high impact on the customer
intention.” and “word of mouth communicates about
your experience of using the service or experience
it which is the most influencing factor based on my
opinion. If it is good communication, then it will be
good, but if it is not good, it will cause a lot of bad
experiences, resulting in a great impact”
Nevertheless, service-value might not contain the
positive effect because the customers would first
consider the food quality and value for money every
time before buying. Similarly, the gastronomy might
not produce the positive outcome on revisiting
intention because many types of restaurants were
currently available; the monotonous options were
increasing in number. There were more restaurant
choices, but less food types because everyone
chosen to sell only fast-earning, and fast-producing
foods especially in the case of street food.
According to the current lockdowns and social

distancing, growing numbers of Thai buyers had

been pressured to interchange from eating places
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to domestic delivery. This alternate of purchaser
behaviour added approximately with the aid of using
the COVID-19 pandemic can also additionally grow
to be the brand new everyday even after the
pandemic is over. Among of customers expected
the diners hop among apps to cowl all their favored
take-out spots and get the satisfactory deal. The
elements at the back of the achievement of the
satisfactory-acting gamers on this region are the
established order of partnerships with eating places,
the smart use of era and data, and the mixing of
crucial offerings in a single app during COVID-19

situation.

Recommendations

Studying on the effect of Thai tourist
behavior to revisit Thailand street food during
COVID 19 have demonstrated the influence of
service-value, customer’s satisfaction, and word of
mouth communication, including tourism factors
such as gastronomic factor on revisiting intention in
the case of street food in Bangkok. The findings
would have the ability to predict and explain the
behavior of customers or tourists to use street food
restaurants in Bangkok. Therefore, street food
shops and other restaurants should consider
service-value, customer’s satisfaction and word of
mouth communication, and tourism factors as a
business strategy to stimulate the revisit behavior
(revisit intention). In addition, both the customer
related factors and tourism factors should be
defined as a clear plan with ongoing actions that
cover a specific requirement for providing a better
service-value, increasing customer satisfaction,
offering an appropriate gastronomic atmosphere,
and generating a positive word of mouth

communication. In conclusion, the implications for

marketing strategy and tourism management should
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be due to the causal relationships among proposed
variables in improving the revisit intention. The
direct and indirect effects being explored in the
study should be used to manage street food shops
by considering both antecedent variables and
mediating variables. For instance, the service value
of customer perspective when ordering goods via
online application during COVID-19 situation, the
suggestions of this service value to attract the
customer’'s satisfaction and word of mouth
communication that needs to modify any unfair acts
through on-line transport providers, consisting of the
placing of fee fees, marketing and marketing and
promoting fees, not on time credit score terms, and
refusal to deal, the suggestions sign that law of the
world should grow to be stricter.

Due to this research, the author studied
only customer behavior factors, including service-
value, customer’s satisfaction and word of mouth
communication, and tourism factors such as
gastronomic factor that affects the behavior of
revisiting intention in the case of street food in
Bangkok. The researcher has chosen to use the
traditional service-value attributes including quality
and price, price of drink, staff cleanness, staff
knowledge and staff behavior which may not cover
other service-value factors involved in the service
business such as

responsiveness, security,

reliability, facility access, or other physical
surroundings. Accordingly, integrated marketing
communication (IMC) tools are needed to be
reviewed in terms of putting the right massage to
the right audience. That would result to the
increasing of the customer perception on service
value, gastronomy, word of mouth, and satisfaction,
which could lead to repeatedly visit towards the

Thailand Street Foods during and after COVID 19.
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Abstract

This research aims to promote boutique hotel operators in planning marketing for tourists after the Covid
crisis, based on demographic characteristics and tourism behavior. Additionally, using data from model testing to
promote boutique hotels' resonance among potential tourists. The quantitative study was conducted using a self-

assessment questionnaire from 280 Thai and foreign tourists who stayed in seven boutique hotels.
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Moreover, the qualitative study was based on in-depth interviews with 3 boutique hotel managers by using the
problems obtained from quantitative research as an issue. The statistical analysis was based on percentage, mean,
standard deviation and coefficient of variation. The structural equation model was analyzed using AMOS. The
quantitative results were able to determine the market segment for heritage boutique hotels. It was also found that
the customer experience management failed to promote Boutique Hotel Resonance, the success of cultural

boutique hotel accommodation. The executives recommended addressing this issue by encouraging employees to

create innovative management.

Keywords: Story Telling, Customer Experience Management, Boutique Hotel Resonance
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FUAUATRINT XY IIANNLANAIINATIEUAT
8 9 leaghetaan 1ud 2 wannliiAannudils
lualirurnu18as18ua (Brand Meaning)l @ ¢
ANEINITIUAITH I BURZATNAN BBV IATT
§uﬁﬁ(Brand Performance and Brand Imagery) Tguﬁl
3 ﬂsz@fuiﬁgzﬂﬁﬁu,ﬁﬂﬂwmauauaaL%ammiamw
f§uA1 (Brand Response) valugrnpesnisdsziin
mwa‘%uéﬁLLazmmfﬁﬂ@iamwﬁuﬁwaagmﬁﬁ (Brand
Judgment and Feeling) mmauauaﬂumguﬁfuagﬁ'u
TITNTIAVBIYAAALATIZAUANNLTUTUVBIAT
HORNININTARIALEE G371 4 Tanudunusdans
&7 (Brand Relationship) §41uszau il CLGREER
mwfﬁﬂLﬂué'wﬁaa”mﬁmﬁ'umwﬁuﬁﬁﬁmwﬁnﬁ
aﬂ'wLLsaﬂﬁﬁﬁa:aﬁuagumﬂ%uﬁw?ﬁﬁmﬁ'ﬂuﬂaua:
wqaﬂﬁuw‘“@ummsﬁﬁmwauHmfgaqﬂf: 13unin
“LUTwasleouwud (Brand Resonance)
(Piriyakul & Chaturongkul, 2018) ﬁd“lfuﬂ’]il,ﬁmalaﬂ
lawdailounudlugndrfifanadinasaslsusuyda

Anszguldandifiangdnssuluninfenivnansme

q
= '

MlaimIvaane

andnazasavaluwaluuy

INWANEIVDI Kamaladevi (2010) Lag Kim
(2012) lasandudayaangld Tweeter wuin dgle
Tweeter §inM333afila3asvasiudainaliiiaay
aladoLRuduis 2.7 i dnugesintianilunsia
L’%awaa?«u@i’wmminLﬂﬁlwuﬂmﬁ'ﬂﬂﬁmaa@u‘ﬂM
e uanmnﬁl,f:amﬁzhma@‘[@mﬁ%dammdams
Jujamenludrfue Matthews (2013) uaz Kim et al.
(2018)
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Nanﬁiﬁﬂﬁﬁiuqiﬁau%ﬂﬁi (service
dominant) ﬁLﬁimﬁadﬁ'uaaﬁﬂszﬂawaamﬂ%@gmm
NEANAANRUUIBUNIDBNULIUUINT L% 1%
289 Jaworski and Kohli (2006) flafunadn 1fasan
anddieudrAaguIndeniTduIniTn1Taing
ﬂszaumsrﬂﬁﬁ'ugmﬁﬁ [N EABLAHEIADAINN
ANANIIVBIZNAN FIUINUVD4 Etgar (2006) 3jairinl
ﬁmﬂ,“ﬁﬂiﬂwﬁmnmmﬁaomimaagﬂﬁ’ﬂumﬂ%
Nula Um‘m%’wﬁuﬁw/u’%miﬁ‘tﬁﬂsﬂwﬁﬁwuﬁunu
E’fiaﬁﬂﬂg’ms%’ufqmmludmmaamﬂfmu f%
ANTANEIT8Y Keller (2001, 2013) WUI1 NNT&3II
qm@hmw%m’ﬂﬂﬂsl,"ﬁ”mwué’uw"’ufﬁﬁmaagﬂﬁwﬁﬁ@ia
mﬁuﬁwLﬂum‘%'aaﬁaﬁ‘i"]ﬂ”zyslumia%ammgﬂw”u
N907130 L LANANBAMNANATS LUNN9TALA G LA
W dnysy SodusnumizvesunuTuaslauuus (Brand
Resonance) (Hsieh & Aihwa, 2016) 14 uu31338
ﬂi:a‘umitﬁgﬂﬁﬂﬁﬁﬁﬂ%wm%amﬂ@iaﬂaﬁ'ﬂmi%’ui
AmANIINAN®IVI Kirkpatrick and Kayser-
Kirkpatrick (2014) lugsfiauinis Tuamed Johnston
and Kong (2011) ﬁﬁﬂm‘tuqiﬁaU?ﬂﬂimné’(wmmﬁ
HUSMITI2AUEY HAaNTEITINLIHLTAIIANANIS
ingndiazldivalnudanalasinnisdanis
Uszgunisaifiinitania ('superior customer
experience) muﬁmwi’avl'j”miﬂsﬁngdﬁvlﬁwm"’%%au
ﬁa@‘imiﬂmmmwfagdmn wonanit luns@nn
pINEUAIWIBUINT ﬁqjﬂs:ﬂaumﬂajmmmaﬁ’w
anudswalalinugndldluliddrsgiazainade
Sﬂﬁwm‘ﬁaamiaﬂm‘i’amuﬁamﬁ'u;fqmmua:mi%a
‘Eﬂ (Haase, Wiedmann & Labenz, 2022) éﬁﬂm@wa
ﬁawu%’sﬁﬁo@foauuﬁgmuuuvl,ajﬁmu@ﬁﬂma (Two
Tail Test)

NIDUUKIAANTTIVEY
AnNanIsane b udInveIvaunIILan

@1%1% (Story Telling) Va4 Park et al. (1986);

Robertson, Card and Mackinlay (1993) da4d8

Useruns nig @1 (Customer Experience) U 84
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Bagozzi and Dholakia (2006) #2%n133U3AMAN LAz
yaﬂﬂsmmwf (Boutique Hotel Resonance) DIFE
Anw®1284 Sheth, Newman and Gros (1991);
Sweeney & Soutar (2001) %anNHludIUVINTT
aadudnnalinanuwas Kamaladevi (2010) uaz
Kim (2012); Jaworski and Kohli (2006); Hsieh and
Aihwa, (2016) TINHANMINLNIWITIUNITAANS I
ﬁﬁaﬁwmg’mﬁ?&me:ﬁéﬁLLuuniamLmﬁ@luL%aﬂa
Qﬂﬁ{ﬂﬁiﬂaﬂ(ﬂLﬁﬁﬁidLﬁ%ﬁJIidLLiNHaﬂ FININT 1
Lﬁalﬁqsﬁaluna;wjﬂizﬂaumwumLﬁmLa:nma
mmmﬁnmwuﬂﬂlﬁﬁum‘“ﬂﬁmwé’ﬁnqmﬂ%
AU :TaLﬂumsdaLa‘%ugiﬁaﬂniﬁaal,ﬁmvlmﬁ'u

ﬂﬁjuﬁfﬂﬁauﬁm‘lﬂmmz@ha"mﬁﬁﬁﬁ'ﬂsmw

i

(Story Teling)

e yisladilond

(Perceive Value) (Botique Hote Resonance

drmm

(Customer Experience)

AN 1 NIDULWIAANNTITL

= wn o
N1 - WI9E

AUNAZINNIIIY

H1: MsLaduu (ST) d8nTwadansiug
Ama (PV)

H2: Uszaumasigndn (EX) I8nTwasdanis
FU3AA (PV)

H3: N3Tu3RmAl (PV)J8nTwasaszauy
falaldaslounud (BR)

Aadqg o =) a o
ADANLWBWHNIIIVY

31JLLuumi‘3$'zJ M8 sEnaual8nFIAE
Lﬁaﬂ’%mmuazqmmw TugruwaIn1TI8EIUTu

FURAUNIINATIZA ALV UANNIFNABTLTI LATIRINS
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F9811991NN13F9LATERINTIANSIN LaplT
LUUSBLNNNANTNaLALA FIUMTIVELTIN NN
rdnfiunsaeanawidigidsuimlasnisin
ﬂsm“iuaqﬂaiiﬂﬁﬁuwuvl,ﬂé’ummﬁ%aﬁnﬁ'wjﬁms
laausny@adruin 3 1o lasguani@vasguings
w%mmmﬁaﬁwm‘l,uiiaLLwyamLmifummﬂﬂ'jﬁ
10 I lasmysunusoilugiden nuawus 2563

FFmsdiunuide lasvinmyiseludin
g3nMIAnEIFIdTuMAa® LRITIHANTIATIZA
Tuduidudynndudszsdulunsdunsoiidedin
mn;ju’%mﬁﬁanmi]wﬂumﬁasmuﬁaﬁwami
fum sl e Bgmnw

Uszny waiuresm e delSunm e
ﬁfﬂviaal,ﬁmmvlwﬂﬁW”ﬂ‘luIsamugﬁmmzﬂﬁmL'ﬁ'm
@mmﬁﬁw”ﬂslukaLLiugﬁﬂﬁ@fﬂmﬂmﬂ;amwumum
lugraaiiudaya tiauningian - wnoadnou
2562

YUNAFI8H1S NFANBIASIAARUATING
gra8199nUTErInTlasiananuuaNnITlaTE
$Hfsdsznaudinasy latent $1uan 4 Tase uaze
wlsi591l5=3ndrisan 20 61 Tawanes Rule of Thumb
Idutlsdodiatnide 1: 5 aatuinwiniiagnifios
LﬁumﬂﬂizmmLL@iazmjmgm‘hﬁa 100 WY
(Anderson & Gerbing, 1984)

WHUNYIFNE28619 1FUuuY Two Stage
sampling Tagduaoud 1 Anmgudaladislasusu
yﬁﬂ’lu'ﬁuﬁn‘gaqu W IwIn 7 159usy lagld
AFnIguuuudng anlssusufiganeaenisdn
lausnydaidsiausrsnlunjannaniuesy Suiu
15 W9 D960 auT 2 fﬁ'ﬂassmm@ﬁ"aamaaﬂﬁwﬁw‘”ﬁlu
IidLLiuuﬁm"‘ﬁai’@wﬁswLwidaz 40 aw wiadun
N8 20 AWUAZTIIFITIFIIUIN 20 A% TITHUTIUI
f2a81919nuAAD 280 A f‘éagan'jwmﬂﬁ'sama
e

L3asfouszunasiadionudildlunissa
WAl NWIsefnaavuds udrhldiaeny
Ig9a39 (validity) laayininsasagouanuassnia
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\#tonn (content validity) Tagsinuunsaunin'lyls
N9 @T117% 3 Y11 ATIIRAUAMNINYDY
inasfasnuanuasIanuLiiand ANNATOUARNTDS
LﬁamlumﬂmmvlmLmzmmé"&ﬂqmmzmmgﬂ
dod um i lunareununiisludszoinyass
3 30 nihe lauwuindn Cronbach’s Alpha fiein
@‘ﬁqﬂﬁaﬂm‘i’ﬂ mssansUszaumsal 61 0.756 99
pansulafienunnda 0.7 (Hair et al., 2006)
UNATIALBULULFEIUDIN WRlIBIUIIN
Isymnssufinaanuilundazdasolas Sitanalu
mIseunasiaasil (1) NMaaEd I Usznauais
foafisany ﬂ’]iLa"]Léﬂd“ﬂﬂdIidLLiNHﬁﬂiud’JWﬂa\‘l
AN1IFDIUA AITNIABITEITRUTITNLTH WD
L8z 1h15U091TINTH TINTITAUTITNYDILARS
TUTUIDUT (2)ﬂszaumsni@lﬂﬁwﬂi:ﬂauﬁm
fronuLipany mi"l,ﬁ%'umwfﬁnnﬁamwﬁiidLL‘m
salw 1Burnamnslng mivesisisouiuiisnans
Tuansen (3) nMITuFaaAl dsznaudlrodinny

tﬂl v L v
A3 19N 1 JogazwadimudInveudszong
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NEILQUAIANNREAINTUIA UATNIE U TN L
ﬂiﬂwﬁﬁmnmmﬁﬁn AT AIFNNIEUTIANYDS
anwuﬁuazg}”ﬂusaufw Lag (4) Haﬂ
a & o ° A o A @

Slouuud Usznaudiadianuinedny daudnla
Laﬂé'ﬂwfﬁmaaIiGLLsugﬁﬂ FLAUFANWUTATWNG AW
Qﬂw”uﬁ'uiiamué'ﬂwmz wazauaslalunisifonn

o A A
wnmﬂuismwaimﬂ

s Q
HNan13vg

[ (d' a 1

I0nUszaan 1 : kamyllanzludiuses
ANBUN LTI NI RAT LA N ANTIUNNTLRENN
WNIIAANIIIN 1 WU ﬂéjNLﬂ”]ﬁ&l’]F.l@]a’](ﬂIﬂf;l
mwmwadgnﬁwﬁw‘"ﬂ’lﬂwLLiwyaﬂL%ﬁwuﬁiwﬁa

oA = & ' o a ak =

ﬂq&mﬂﬁiﬁﬂﬁ’]@mLL@]‘S:@?JUSZ]JVE]JV’WTU%%J 1IN
riauenTuayaglugig 3040 I Mulddaidon
& ' X Ad & o A
aaua 60,0000 MU TunsaiMidusinviadnelrzn
Tnoaadwwamsninnin

Ay wnnasfieaznilng wniaafigaeesa
AN Sauaz AN SHGE
| Sl 83 59.29 69 49.29
Wil 57 40.71 71 50.71
szaumsdne  dnddSyanes 12 8.57 6 4.29
USygned 93 66.43 107 76.43
gnifSygned 35 25.00 17 19.29
21BN FUNTMY WENNUITININAG 18 12.86 3 2.14
HuSMyWEnNuUTELanTWAN T 77 55.00 95 67.86
tsznavandwdas: 37 26.43 54 29.29
NS 8 5.71 1 0.71
any 1 30 3 19 13.57 14 10.00
30-40 11 64 45.71 71 50.71
41-50 1 39 27.86 46 32.86
51-60 1 10 7.14 8 5.71
1NN 60 I 8 5.71 1 0.71
swladatfiow @101 40,000 LN 1 7.86 0 0.00
40,000-60,000 L1 35 25.00 3 214
60,001-90,000 LN 55 39.29 23 16.43
11NN1 90,000 11N 39 27.86 114 81.43
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a9 2 Tasnmsannuimnanssulummeniisafideswndrdiwlngidu Taz 1-2 a3t (Fauas
48.57) fwsutinvieanermn Insuasilaz 3-5 ﬂ%(?ﬂﬂa: 51.43) gwsuiintisafisndnemd lagidanwnlsousw
Wudulvg T wauesazdszanm 21 dinlulsswsnydadsiaussan laofisziadanuszanmiosas 45 va9
mannlulsausuy@adiausim 2-3 uig wasfionas 13 poInINN Ul AaI B InsTIN 4-6 Uke TnnIwn

WuaInInyUszunusasas 40

A1519% 2 a8aTTaIALLINIAUNEANTIUMITIadNBILaZNNIRaNANN

aauds wnriasigazalng #HNYIINLINBI6

] ) a o
ANND EREGH ANND EREGH

= ] ' P R
ﬂ']']&lﬂ‘[ﬂill,ﬂailsl%ﬂ']i‘n asnenilsziannaainnaig

Wesninlaz 1 ase 11 7.86 1 0.71
U8z 1-2 033 68 48,57 48 34.29
flaz 3-5 A39 50 35.71 72 51.43

ann 6 assdad 11 7.85 19 13.57

o

o P s - o = ' P
anHwsAIN ﬂ‘n“n'l%l,aaﬂWﬂ&l'm‘VlE!ﬂsl%n’ﬁ‘na\‘lL‘n a1

Tsausura 9l 91 65.00 101 72.14
Sasan/lausagd 17 12.14 5 3.57
IidLLiNHﬁﬂL%\‘]’rﬁuuﬁﬁN 29 20.71 33 23.57
9u 9 3 2.14 1 0.71
manndlssusuydaunsit vuduason
ASausN 118 84.29 110 78.57
ANnN 1 A%1 22 15.71 30 21.43

Fwauusds Tunsdinlulsousaydadeiamsssaln

msrasngmnlszing

'R 59 4214 52 37.14

2-3 UHd 58 41.43 66 4714
4-6 Uid 19 13.57 20 14.29
YNNI 6 I 4 2.86 1 1.43

a?lﬂwaﬂ'waoLL@iazﬁaa”ﬂiu@IWiwaﬁ 3 wudwﬁaﬁ'ﬂﬁ‘ﬁ'uLﬂﬁau@iaﬂﬁ%’uj@;mmmaﬂsaLtiayaﬂﬁhaaaﬁﬁ]ﬁ'ﬂﬁ
@ v A @ @ o &a o A A a o ' [ '
seaulnaifssnu lapifaspnissanisdszaunisaidnisaavluszaunldlufaniaduinuuinnindassnisian
A > a 2 o A o ' o A a o o a
dwu lasAarsanandrdudzaniuisanuduulsndindr nadadendnmilaluszauann laodasoyde
& A a 0 e a A€ 1 L =
laida3lauuudiiangga 4.319 uazdrandszdniurisnnukuul ey 0.095

A15191 3 ANFDGVBILARZLITE

a9 Aade dmdizoiun Adnsrans U 2AUNT
NIATFINH(SD) AaNMArwLUs (CV) szl
MILAIETWIN 3.905 0.518 0.133 Ul
s sdszaunTal 3.887 0.397 0.102 N
AITUZA ke 4.229 0.397 0.094 N
yialaifaTlounud 4.319 0.411 0.095 oty
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o ¢ =2 o
TA0YszaIAn 2 ANHIAINLLVBINIT
FANIIAIBAITRARITAIOAITLANAIUIU LASAT
ﬁ‘i'@msa%”wm‘s:auﬂi:aumsmﬂﬁgﬂﬁﬂﬂmshuﬂilfﬁ'ﬂ
awdamituiamen uaz yaalawdailouuud anw
A . e oA A ' o a A
AIWA 2 wmmmummﬂauﬂauaglusmumua
[-% 1 o a Af o -
WinunuanaIgu uazaaudseAndanaunusaas
o ' A o '
a3t PV uaz BR e 0.321 uaz 0.837 T9dnaglu
eaulIwNag LLazmﬂﬁq@ (Schlermelleh-Engel et
al., 2003; Vandenberg, 2006)
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maindwm

(Story Telling: ST)

miugam yinlaviaflaunsd Boutique

(Perceive Value: PV) Hotel Resonance: BR)

tssunstignd

(Customer Experience: EX)

MR 2 HaMTAA TR LERsTRBaTinNUnaUNEY
Chi Square/df = 2.018, RMR=, RMSEA=, CFI =
0.895, GFI= 0.921

~

Ny :

o

|

.e)'_“s

1 s a ng 1 § 1 aa a § a
a19190 4 sudszAnTunasgu saudvsuninasgiweazdnaia t lumaliansiivenesausufgiu

ANANNIS fniszans admidiasiun t-Stat p-value
NINITIN NINITIH
ST => PV 1.307*** 0.364 3.587 0.000
EX => PV -0796* 0.435 -1.958 0.042
PV => BR 1.104*** 0.178 6.204 0.000

WBLAG: *p < 0.05; **p < 0.01; ***p < 0.001

a;ﬂwamsmaauvlﬁfh 17398MILEFIUIY

fianSwadansTuqmdrluszauivdanis luvme
4 Can o o

7 ﬂm‘i’sﬁa:awmstﬁgﬂmu@mwm‘ﬁaanﬁi:d’u 0.05

1% ' a

#uaTBNNINMITUZA AN ﬁ’émwa@iayﬁﬂimﬁa?s

'
v A

T uue aeIdnydIand

@

& =

10nszaean 3: ﬂﬂmﬁﬁ]a’fﬂﬁﬁuqﬂmiﬂ
1 a & 6
daydnlaidaslowund

A i a a A @

INA1IN 4 A1dnFwasrunTae
ﬂizaumm&jnﬁwmwa@iagﬁﬂ‘[aLﬁa‘ﬂﬁnLLuWﬁ’Lm%o
AauiiAN -0.796 x 1.104 = -0.794 ugaIiUszaumyal
A' 2 Qs o a 1 a & A 6
wgﬂmvlmuuanmnvluaummagmiamaﬂmumj
LAIHIINUAANBWANNLTILNTINAANENTNA
2939039815 e E 1w IUeNGy ot inaily
é’ummﬁr"mﬁnﬁuﬂu’%mﬂiaLLsuyﬁﬂ 3 UNANT

g 6 v ' 2
gunisalaydladn anwldaaisalunisaie

Uszaunisalldandriulugmdriiaaninguacs
a3 5 BaiEmsnezsaasululssduildanisd
mm%ﬁamwiwﬁmwiwnéﬂwLL‘myﬁﬂL%a
SausTIuAunkIBwiITinIduriaafisalunis
wIuayaanIzadlssuanlumimanans i
Iwusuua:*‘qmulmwia:ﬁ e “ahaniasnssnlums
9T’ 1unﬁsa§ﬁoﬂizaumitﬂﬁgmﬁﬂué'ﬂumzﬁ
WwuuutaniIzan (Personalize) nia LL‘LI‘LI;;I'\‘JL“LIM
Qﬂﬁ’] (Customization) AUANULRNNZENDILTIUTY
LARZILAS

HaN33Le eI US o ludanfinude
anylimaninlumdamadszaumanilinugnednd
uaLBsauirunsliuszaumyoiinniAnlylugen la
ATNUANNADINIVBIZNAZNEN St sedutian

sumsniuImuaznasylldasann s
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Tywanaldsaisadanisauwmsasedszaumsatldnugnan
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PN a v A P a =
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1. lifidsaanuuy

2. winuidnisdneanes

3. aadldane
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Abstract

Study objective: to evaluate the consumer’s perspective on the quality of information about Grab Food,
the food ordering application. Methodology: This is a mixed methods research design which was divided into
3 phases: (1) the application content analysis (2) dimensions and indicators of information quality identifying
(3) surveying the importance of information quality by using a questionnaire. The study population consisted of
384 undergraduate students from Khon Kae University in 2020, who were classified into 3 subgroups: Science
& Technology, Humanities & Social Sciences, and Health Sciences. The descriptive and inferential statistics;
t-test, ANOVA, and Friedman were used in this study. Results: The content on the Grab Food application had
7 categories with 33 items. There were related to 8 indicators in 4 dimensions. All categories were highly
important from a consumer perspective (average 3.69-3.97). The most important items were user accounts and
public relations (X=3.97). The Health Sciences subgroup paid close attention to the information quality with
statistically significant for all categories, especially in the interactional dimension, compared to other groups.
While the Science & Technology and Humanities & Social Sciences subgroups paid attention to the contextual

dimension more than other dimensions.

Keywords Food Delivery, Data Quality, Indicators, Information
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v A

HuslnaazNasmwitadanatudsznisniaaiy

U
o 2

TUTD DU mmsna@ﬂﬂugﬂuuuﬁvugmmaa
wndnsswguilaale 3 dau laun F91$1 anae
Fala u,a:wqﬁﬂﬁummauauawawju’%lnﬂ@iaﬁ'a
nseaniaziale laslusuvasaninzialatiu
i ldduslnafinisuadsnideya (Information
Search) LA a1 TNAURINIILE BN 91NN
Uszifunadenniadsziiuansswinan lasy
(Evaluation of Alternatives) (Constantinides, 2004;
Kotler and Armstrong, 1997) G988aa&09MU
Wqﬁﬂ‘a“mﬂ’]ﬂ“ﬁm‘mumwﬂad Saracevic & Kantor
(1997) @”aifmﬁal%wlﬁﬁ'sﬂa%@;mmwﬁ'ﬁqmmw
aa@ﬂﬁaqﬁ'umﬁm'ﬂ%mwnadﬁuﬂm RREERY
;‘Tuﬂnﬂﬁﬁﬂs:aumsﬁt%mﬁﬁ’mi’aﬂums
Walu1e2193 dronisaunsalfeaiunginssy
AMIlTa1TEULNG Lﬁaﬁumswmiqmﬁﬂwmz
(Attributes) ﬁguﬂnﬂlﬂumiﬁ@ﬁuh GRIRIE
wannyvad i tidugudnany (User-Centric) nio
wursfsnsiiljauiusvesguilnanuiulsd
widzdaiinniefindarudszaunivalvesgly
(User Experience) (Cremonesi et al, 2013;
International Organization for Standardization,

2010; McCracken and Wolfe, 2004)
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Jaedn 3 veoz ash

1) 3200271 1 Anmminatayamaauindlu
N1I898IM1TULOUNWALATY GrabFood @11
woanssuguilne laslduuuiuiindaya N
SeeRuazsAnaIIaLian LLa:swmsaﬁayjaﬁW
AMNUDLNRLATUAINET?

2) szuzil 2 ﬁﬂmﬁauamﬁﬂo%@gmmw
FIRMNAUKLALUNSTLATU GrabFood A3 lag
inuaaitan Lm:ﬂumﬁagaﬁvlﬁmmwzﬁ 1
ms’mﬁ'm'lUmiﬁma%@;mmwluﬁ@@mS] 091N
uuuudgisralwindnwnsud 4RANFAT
FIIENINATAG NHIWNISEUI18T9 SC623401

N1I9aN1TAMATNT W

q U

( Data Quality
Management) ¥udauas ldinsaiadsdzaonann
Tuszert B 4l 19w 23 an lfudazaudiiivns
@1m_lﬁ"aﬂa%qmmwmsaumﬂﬁl,%m:auﬁ'mwiaz
UM ITaYa mmfu’jl,ﬂs”lzﬁ"ﬁaagﬂLﬁaﬁwvlﬂﬂlfﬁ‘lu
137 focus group AuENANEINguLANlasguuN
FIUI% 8 A Lﬁamﬁa@ﬂﬁ'ﬁ'ﬂLau‘LﬁrTULLsia:
i’lﬂﬂ’liﬁhgﬂ’i’]ﬂ’;if@lﬁ’;Uﬁ?ﬁd%ﬂmﬂﬂwlﬂﬁﬂd

3) 3zpzfl 3 AnwanisliannudAyes
AmNIWENIAUING luidazsioniidayazaduall

'
a o o

WALATUFIBINT Grab Food A3y WD IVUDY
Huilne I@a'l’ﬁé”si_ia%luﬁﬁqmmwmsaumﬂsm 9

Yyzoins Ae wndnw1USyyias
NMINLNABVOMLA ANeNVATEULAK Tn13Fnm
2563 37431 38,893 AL

ngudedd Ae WnAnmzaulIygnes
NMINLNABVEMLA ANeNVATEULAK Tn13FnmN
2563 fagltusnisuawatatu Grab Food a8ns
oo 3 a%1 udfikuan

AT BaIRIaa 88149 (n) Aeldng
ﬂs:mm@hmﬁwamnmuqmmwmmumﬂ fe
WANNIIAIWITHYUIAGID819T89 Cochran (1963)
lasysumerwmiadszmns Wansewimaadls
FwIneae190E9%ha s 380 AN éﬂ%%’ﬂﬂ%ﬁpﬁﬁﬂ
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o? AsanuulsUuvasasiun

AN TAWNA KT8

2,2 P
0"Za frualin 0.25
_ 2
no = 2 a0 A
d2 Z& fednazuunanaIzn g
2
o AL 95 (OL =0.05) N
"t T Z=196
N d? feveulaaauianaiazad
n = 380 AZTUUUA N TWENTTUNG

=
w38
ln — X| @3duimua i
U
0.05

v o
e A o a A

N9tk Fuunidu 3 ngus1a1 wie 3 Tund As

U

nguaineeaasinalulad (SC & TE) ngw
F1PVINBIATATFVNIN (Health) WazNFUE1T
UUBAIFATUATFIANAIAAT (Huso) ANFAIU
ﬁ‘hmu@i”'aaﬂwaﬁﬂswnglumiwﬁ 1

wn3a9iafilt douvuseuniy Tagiisenis
“ﬁagmmzﬁaﬂa% 1Q Aldanszasi 2 waldluns
fuuadadinny lasuuusauniy Usznaudae
2 @ laun (1) ﬁa;&aﬁauqaamm:ﬂs:aumsﬁﬁ
el TialwalaTh (2) LALAZLUKANUIMAYVEY
AunwaIawnauuLadwiletu laslduian
FuUIzuN WAV BIRLASN 53201 (Likert) fia
5=mn~7‘ﬁg@ 4=31n 3=tunand 2=%ae uaz 1=tay
ﬁﬁg@] A319FOLANNLALIATIVEILHanT LAy
;‘;vammzy 3 A% "?'il,%mamzyﬁmmsaﬁ'ﬂmsﬁaga
LAZN1IATIIRBUAMNINTBYS dr8d1aTRa
saaadadTzniTadauiTanUsEasd (10C) B
wuitudaztaiidn 10C ¥1nn31 0.5 31N %
w3asdalUanaseuanuiissasadsiion lay
ﬂwvlﬂwwaaalﬂﬁﬁ'u%u'sﬂm”aazmﬁ"l,aﬂﬁmiué"aaﬂ"m
AT%2% 30 A LLa_iaLfluﬂfojaJa'lm'ima: 10 A
A mngudszaninsanunauaan Ty
0.92 H9381NNn10.80 fadaIesdafanuifiviass
aanasin g le

a

dl o o =3 ud A
M13799N 1 I wrudnéansszavdiywiad

dmsdnm 2563 ‘Lw,wia:ﬂa;umm

naxNa121 (h) 19 1IN

o
Uszzns (N, @20819 (n,

I An) I An)

Huso 74 5 A 18,264 180
Health 374 7 atue 7,616 75
SC&TE 374 8 At 13,012 129
3 38,893 384

MIaitas

ﬁ'm%'umﬁl,ﬂsw:ﬁm”agal“ﬁﬁaaﬁﬁlﬁa
WITUAZED ALTI DU 1a yﬁ'n,auam”agaﬁlavlﬂ
289HADULLUFAUDNAIBFD ALTINTTIUIN laun
aud Jauay ﬂ"]LaﬁyLm:mmﬁmwummgm
PBIATUUUAINNFIATYVDI IQ FIMTUNIILUANS
dadslFinaaiaoit

4.21 - 5.00 AN1BTY ANVEIAYITAUNIN

a
g
3.41 - 4.20 »aNefiy ANUMAYIZAUNIN
2.61-3.40 s AUEIAYIZA
Uunang
1.81 - 2.60 nuaily ANUEIALIZALTAS
1.00 - 1.80 WEAII1 AINRIAYITAUNDY
A
Nga
q

funaIpusuazLuRANNEATY T
IQ szi1ane lfafi@naaay Independent t-test
FMIUNTYUTB LB UAT LUUANNRIAVDI 1Q
329119 3 nguae nidingudsznidasznu 19
11531A319 A0 LY TUTI% (ANOVA) LAz
MadIpuisuAzuRRA NV ALYV 1Q 32WIN 4
fidvasguniwasswndaluudaznduasn Fadu

nadngue e IFu RSl Friedman Test

NanN13298
Ao &< & ' %
lun1sidnatedt wiseanidu 3 2oz la
NAN1TI8A 9% 1) HAMTAATIZARITAWNALUANT
§981915UU Grab Food @28n1331AT12%LHanN
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msaumﬂ‘ﬁ'ﬁamﬁ:Lﬁuqmmw"l,é’fl,ﬂu 7 NN2A
laun (1) nmamiasann@n (2) Toyadndelduas
MU FURRE (3) NM3§90MT (4) M3E21 3%
(5) ﬂﬁagaLLa:msauLwﬂmns:uwé’omnnﬁéﬁéa
(6) MENIIFI0MT (7) gudtiuinie laod

N F_lﬂ'ﬁ‘llwalmlﬂ‘i’l 4 33 Ny
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ssswne lagtindnsnaud 4 A8Uszaumaiany
LR Lflucjszq@ﬁ%fmmmwm‘”ayjaluu@ia:
7183 uazlianzidaaydaaun1avh focus group
wquﬁﬁym?ﬁay‘aua:m‘saumﬂﬁmsﬂiuﬁu
50T 9F 33 98 anufidangluansned 2 4
Lﬁmiaaﬁ'mﬁlia"fﬂmmwmuaumﬂ 8 @1

2) NamiﬁnmﬁaLm:@i"'n_ia‘fiﬂmmwmiaumﬂ ATUARNAAN LM WEITRWINATS 4 G AWM

v
a '

unLalwiLATY Grab Food lauininunisdaya 2 lagestudazan leatue b luansen 3

33 399N13 1NN 1 AIMUAGILITA NN

ﬁﬁLLaxﬁuﬁaﬁammWﬂaomiﬂumﬁ
& u¥u Food Delivery Application

ASTUIUNSHAAFTISHULNA
(Information Generation)

anunsaulunsihassaumaliliaieu

(Information Usability)

ﬁﬁqmgwwmuﬁs‘sumﬁ
wialllauvinastaya
(Intrinsic Quality)

AfaaMWENSRULNA
MULTUNAAIINY
(Contextual Quality )

1. Anugnsiad
(Accuracy) (also
Believability, Correct,
Free of Error)

2. arunindadia
(Reliability) (also
Credibility,
Reputation)

4 aa o
ANN 2 JALRAN

3. AnuAsuaIU
auysal
(Completeness)

4. auAmdasiy
USUNUBINY
(Relevancy) (also
Customization )

5. anuilaqiunasiiu
sianisldeu
(Currency and
Timeliness)

@
oA

UITOAMNINVDIRIITUNEG &

q

ffnann
el fauius
(Interactional Quality)

fifannn
AUNTURAITSRULNA
(Representational Quality)

6. Anuansalunis
uidsassuma vida

Adasmefimnunsanly

91U (Accessibility)
(also Navigation,

Availability, Usability)

7. mulaaasdauag
dagvnodasns
(Security) (also
Authority )

)

P o o
N1z W9

8. mnuainsaluns
Famsilizhlasg
(Ease of
Understanding) (also
Interpretability)

N%3U Food Delivery Application

A o A a a o = o X
MN8N 2 i’l&Iﬂ’]i“llE]Qamiﬁumﬁﬂﬂ’Jiﬂi.‘:L&Juuul,l,m.]‘waLﬂ'ﬁuLLﬂi‘UﬂﬂLLR:GI’HJG“ITQRLI]’IW

g 1 “lia
AALID

naIntaya

L3 a2 a
°uagau,a:miawmﬂwmaawmsmﬂ

1. MIFNATFNNTN

1 anwdaeansvestesnmisdastyddlivesunioya
i #NATLAUNNY Facebook %38 Google Account #38

waslnsawet

3.2 anusuasiaaasiy
(Security/ Authority)

o

2 anwudrwlunisdhistesnisnisadastydldues

U

un3ue

3.1 ANUEIID UM

v 2 @ @
Wi anazwsanlunsle
31% (Accessibility)

2. ToyavinyTrlduaz
MTUSTFUNUS

3 anugndedvasteyafinanineandoatnydils iiu
Foglt wailns

1.1 anugnead

(Accuracy)

4 mmﬂaamﬁ”waaﬂagasmanﬁmﬂ'w%g‘ﬂf L

o

mauaasulounanadasniugdayaldilinau

3.2 anwsiuadlaaasiy
(Security/ Authority)

5 @)Nd0IT8IATUUUAZANNTD Grab Reward 184
Hlfuins
6 anugnaamasiwmaniuainialu Grab Pay

1.1 anugnead

(Accuracy)

_________________________________________________________________________________________|
isnmssamssNelnad I9 20 adud 2 (nangraw - sunaw 2565)



4,
M137°9N 2 (da)

63

naIntaya i'l'ayal,l,a:miaumﬂﬁﬁaaﬁmsmﬁ fauied

7 anwesudiusuysaivasdoya woltlumsdasulaly 2.1 anwaTuduay ol
mMIfsemslaun AzuUETEY FIuaaLazENwINTY (Completeness)
AILAAB Y Grab Pay

8 mmgﬂéfaaﬂuaaﬁﬂmiﬂsza?lﬁmU'lﬂ?u?msanﬂnﬂ 1.1 anugndas
USMTweIuaUWALATH 1TH T1enseImITileY §08 (Accuracy)
RIBUINMIUNTLAB

9 TeanudsEmauRHin s nuaUnaAT AL 2.2 anuifisatasniu
mmﬁaamwaa;&l‘i L% SRaEIuaaL sz Ind USUNVDI9H (Relevancy)
dyelamidomsltanuuadniiasi

3. MIFIBTNT 10 2NYNABITBINTIYFAUMIHANILIAFIMT ﬁ'izq 1.1 anugndas
lawglfuimmTauauwiindindugdazysduniold (Accuracy)

11 mmﬂsuﬁmauysﬂmaaﬂﬁaga%mmﬂﬁmmms 2.1 mmﬂmﬁmauyirﬁ

(Completeness)

12 m’mgnﬁawaﬁagaﬁwmugﬂaadmamﬁaﬂ FUSMT 1.1 Anugnead
"lﬁ%’um’mgnﬁaa’um’fﬁ’mmms (Accuracy)

14 anwhidefisvasazunuanuionelafifdeduanmis 1.2 anwikudeie

(Reliability)

15 UYNABI03TBYANTITUILNIBLIAT WAZIZHENY 1.1 augNday
Lfradﬁmﬂ:aé'ﬂﬁiam‘msmaaLL@ia:%”mmen@Tawad“ﬁa (Accuracy)
YaA19adINNYNAB IV 9TBYARTUIIINITAINITUS
Fudidenly

16 mwummmlumi?}amiﬁ'Lﬁﬁladﬁﬂﬂnaﬁagaagﬂ 4.1 anymuTalums
8m391m17 waruiden$luudazdnaon 1su  demsfidhlaing (Ease
mslEmunfimansafessliiannudilaldie of Understanding)
Anudidizantninseinmsusaszlninnenieanis
1% JUAWABITALAN uazuead ldatniTas

17 amnavhidefiavestesmanstnsidn iiu $13:13% 1.2 enwikgadie
18814 w38 Grab Pay (Reliability)

18 anulananBUaITaINIINIITIIS % 3.2 anaguastaaasie

(Security/ Authority)
19 enwidefievestosmanstniniu 1.2 anavindate
(Reliability)
5. ToyauazaIaEUINA 20 Lﬁaﬁmﬁ:qcﬁ'ﬂm mmmﬂs:mmmaﬂﬁgnﬁaa iy 1.1 ANNYNFDI
PNITULRRINNNT aneazldivanms AIRATNAUA (Accuracy)
fide
21 uaeRIUBMINRasIaIms lenunuanuduase i 2.3 anuilagtinLaziuee

Lfluﬂﬁ]ﬁ;ﬂ'u LT %"mﬁwﬁm“’am?wmmﬂﬁam auay

asnwa

mMslgau (Currency and

Timeliness)
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naIntaya i'l'ayau,a:miawmﬂﬁﬁaaﬁmsmﬂ fauied
22 mwgn@"ﬂa’uaa’ﬁaymﬁmﬂ"upjma’wns VW Do Azuun 1.4 ANNgNdad
anuiswalagasarns WAl lunnsds uas (Accuracy)
nzilowinvadiaims
23 anwumansnlsmadhieladneeastesmadwsuns 3.1 anuaanInlumns
AasionUREIOMT LT msinInsedidaniny whbsuazwsanlunsld
31% (Accessibility)
24 mwgnﬁaa’uaammamtmuﬁw?atﬁuﬂwﬁg'am'vni 1.1 anugnead
I%Lﬁumomﬁuﬁa (Accuracy)
6. MEMITTEMIMT 25 ANNDNEBITEINIUAAINZUURAINIZUUMINGLH 1.1 ewugndad
AZUNUEFIDIMNT (Accuracy)
26 anauidedezasnsuuuinaasanszuumMIna W 1.2 anaviidate
AZUNUEFIDIMNT (Reliability)
27 ﬂ’J’]NLﬂuﬂﬂ’fQﬂuﬂlmﬂ:LLuuﬂﬂﬂizUUﬂﬁiﬂﬂlﬁﬂ:LL%W{Eﬁ\‘] 2.3 anwilagtiuuacyinea
2193 31494 (Currency and
Timeliness)
7. g‘luﬁ HLARe 28 mmw%“au‘lfmmjaaﬁaama‘lumsﬁmiaquﬁmUmﬁa 3.1 anuanansalums
1% e-mail %38 chat wiauldanu whbsuazwsanlunsld
29 anudelumadhfstesnismansanulywiuazye % (Accessibility)
ANNTIBLARD
30 FoenInInenulywinssraaNuTIsriel

YazAinBaw 1w lasuemsligndas

A1919% 3 faTuualTn

o

G]ﬂqm.ﬂ'l'Wﬁ'liﬁ%Lﬂﬂ
%'aﬁ"aﬁa%wqmmw A1asu1e )
AMNIN
1 1.1 e0ugndad (Accuracy)  TayauazaIawinainugnedas (Correct) aeldanuduass (True 1
or Real or Believability) "szﬁmmﬂ’mLﬂﬁiauﬁawﬁﬂﬁcﬂﬁﬁ@m’m
iwhlafidawana (Free of Error) lavtayafianutaauludiemialy
AQuLATa (Objectivity)
2 12 enwhidefe Lflmj”agaLLazmiaumﬂ'ﬁmmsnszqszmméaﬁmw%aLmﬁia5’105@%4 1
(Reliability) Toyald (Credivility) Immﬂmma’ﬂ”agaﬁmmmL%aﬁavlﬁ ldina
anuhtudeluditoyn (Reputation)
3 24 anuasuduanynl iTagaLtazawaumﬂﬁém”tyﬁﬂ's’mﬂsuﬁ'suvl.zimww LASTALI 2
(Completeness) Woanadamslgruve g ld
4 22 anaAgtestuusun ﬂTagmtazmsaumﬂﬁmwmﬁm*‘ﬁaa nIafanuaunusiunsltnu 2

28U (Relevancy)

. . vo 4 o L& 4y
uazasIiuANNdaInIvesdlidoya Sedayamanitaztilgliteya

o a v = X & o v A A o @
aannaadulalaiiidu nussaninihlulsiReiuyadrdanisls

ule (Value-added)
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A o o

FaarnsBamnn

aa

@A1asu1e )
AMNIN
5 23 anwlaatinuszvinda foyauazansaunaidulagtiuuasiuaaiy (Currency wia Up-to-date) 2
n3lE9u (Currency and  wIaassaunIazaItayn (Age of data) Yinlild lamasuinaassny
Timeliness) ananduads uazaniladliriuam (Timeliness)
6 3.1 ANURINNTD T Tayauszarsauinadaiunioulunisldaru (Availabiity and 3
vhiiswazwiawlunald  Usability) sansndhiisldiouaznads lasdnaanngdassaluns
31% (Accessibility) 1534 lapdaslszuusiine (Navigation) Lm:mﬂ%}amia (Interface) ‘Ydl'
f1ls=AnBnw (Efficiency)
7 32 anasuaidseasiouas mii"nmmmﬁﬁmﬂma@n”f_l"uaw”agau,azmiauwﬂ noluszey 3
ToOYAURSIITUINA L'?uvl,é]j@ﬁm:“ﬁagamuqﬂﬂamadpd“bﬁ Taefszuumssinaans adnis
(Security/ Authority) miaumﬁ‘ﬁ'ﬁm@ (Authority) @ m:uuﬁmL%aﬁaua:tflummgm i
Tinlainannmslaaanhss wieusninas
8 4.1 anuxnanInlums ﬁagaua:msaumaﬁﬁuaua gansnFemsidifiennudilanaa 4
Fassinledng (Ease  léiny (Interpretability) ﬁaﬂmmﬁgﬂﬁaamm:auvl&ifﬁ'wﬁau U
of Understanding) wnamsnesliinwieddanawanld vaitenaldiale unui a1
dyyansol wiagdnw tavluniseduie lasmuiiauadasnsz gy
Taistar linnnIeaziduaauninly (Conciseness)
3) Namié’nimqmmwm‘mumﬂuuuaﬂwﬁm wﬁm“ﬁ'uﬂaﬂﬁ'q@] ﬁﬂ 15.01-19.00 %. LLRZ 19.01-

Tuuniufa lunguinfdnsiszaudignrad
NPINENRLVOBUAK ANB VAV aULAK TnsEnWn
2563 fitnalTUSN1TuaUNSLATYH Grab Food agnd
ooy 359 ludAd1uunsin 384 an da
LUUFOUDY wuiaa;ﬂﬁ'ai{
3.1)1uﬁ’aumaaiagaﬁ's"l.ﬂmaa;j@]auwui'l
dunguanrinemanfinalulaifasas 33.50
NRNAVVINGINEATFVNINTALAL 19.53 UAZNFA
AW RHMFATUATTIANEATToDAZ 46.88 LA
iWuwiwandivsanas 57.04 aij‘l,wﬁguflﬁ 4 Sopaz
37.5 lu 1 Dfrundulngiagldusnsdiams
UWLOUNRLATWLNTY ﬂ@@fau@i 4 asstuly3euns
73.44 FIMSLTI98ALTUSTMIFIa N THAINLEY

24.00 w. Aavdusauas 64.84 1015197 4

3.2) lugrnvassnnzunwadsuss 1Q lu
wdiazwanatays wuiguslnalwanudayiunn
wilatoyaluszauann IﬂmﬁWLuﬁmags:wdwo 3.69
fiv 3.97 vm'amﬁayjaﬁﬁ@hLaﬁﬁmmﬁwﬁrygaqﬂ fo
winateyavnydiltuaznisd o dunus f’fi&@@lau
Iwanudayiu 1Q luszauanndnduais 3.07
(S.D. = 0.94) 7098431 A NUIATBYANIANAT
guineuaiy 3.88 (S.D. = 0.89) #niuluudas
ms wuhguilnaldanudayiuanugndas
Vo33 1uInIuasinialu Grab Pay giga lav
anudagagluszauann dudadn 4.1 (S.D.
= 0.942) MuazBpamuiiUnnglua i 5
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N SC&TE Health Huso Rt
n % n % n % n %
129 33.60 75 19.50 180 46.90 384 100.00
Wl e 46 35.70 29 38.70 113 62.80 188 48.96
Wi 83 64.30 46 61.30 67 37.20 196 57.04
St Tl 1 22 17.10 17 22.70 41 22.80 80 20.83
fuilf 2 37 28.70 14 18.70 44 24.40 95 24.74
Fudf 3 29 22.50 2 2.70 28 15.60 59 15.36
Fuilfi 4 41 31.80 36 48.00 67 37.20 144 37.50
Tudft 5 duly 0 0.00 6 8.00 0 0.00 6 1.56
Sruuaneedin N sURLaLUNALATY GrabFood 1w 1 Tiisman
3 a39 37 28.70 7 9.30 58 32.20 102 26.56
4 a3stuly 92 71.30 68 90.70 122 67.80 282 73.44
ﬁaanmﬁé’f‘ammi&i'muaﬂw?;mifuﬁaﬂﬁqm
00.01-08.00%. 4 3.10 3 4.00 6 3.40 13 3.38
08.01-11.00 . 4 3.10 4 5.30 2 1.10 10 2.60
11.01-15.00 %. 36 27.90 19 25.30 57 31.70 112 29.17
15.01-19.00 %. 45 34.90 28 37.30 53 29.40 126 32.81
19.01-24.00 W, 40 31.00 21 28.00 62 34.40 123 32.03
@5197 5 d'}ﬂ:LLuuLaﬁﬂmwﬁ'ﬁrymaaqmmwa'lsaumﬂfl,w,wiammmiaga
ﬂulﬂﬁaﬁan% Application GrabFood X S.D.
1. MIFNATINIEN 3.88 89
2. oyt dglduasmasemnaunug 3.97 94
3. MIFIIMNT 3.83 1.01
4. MITI2TH 3.83 1.08
5. 'ﬁ”a;ﬂaLLa:msaumm'msxuu%é‘dmﬂmiéﬁfﬁa 3.83 1.08
6. NINMIINHFIBINNT 3.69 1.02
7. quiiTBnie 3.78 1.04

3.3) NAaNITLUIHULNBUAIAZ UL U KLARY
ANUIATYVDINUNTWENTRULNA WU
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Abstract

The objective of this research is to apply the design thinking process to determine priorities into problems,
which is outstanding in the all participation of stakeholders in the community. In this process, sufficient details can
be analyzed and identified for the decision to select a problem to be solved. In addition, innovative design
assumptions can be formulated that are appropriate to the problem context and actual needs. It has an impact on
improving the quality of life in the economy from upstream to downstream of communities in Bangkhunsai sub-
district, Banlaem district, Phetchaburi province.

The results of the research revealed that the consensus of the stakeholders in the sub-district chose the
white shrimp farming career related to food costs to solve the problem. By the innovation that were jointly designed

and tested can reduce food costs by up to 9.64 baht/kg or accounted for 26.1%. In addition, innovations can

actually use and the needs of farmers.

Keywords: Design, Innovation, Community, Design thinking process
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FACTORS AFFECTING TO ONLINE SHOPPING DECISION IN COVID-19 CRISIS
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Abstract

The COVID-19 crisis is a trend that has had an acute impact on people's livelihoods, insulating this
survey research, which aims to study demographic factors, Online marketing mix factors (6Ps), psychological
factors affecting online shopping decisions. The online questionnaire of this study was employed as a research

tool to collect data from 421 respondents. Determine the sample size without knowing the exact population
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size by accidental Sampling. The statistics used in the data analysis were frequency distribution, percentage,
arithmetic mean, standard deviation. The statistic used to test the hypothesis was the one-way analysis of
variance and multiple regression analysis statistics. The results showed that different demographic factors such
as gender, age, status, occupation, and average monthly household income levels were not significantly
different in purchasing decisions at 0.05 level. Therefore, factors Online Marketing Mix (6Ps) and psychological
factors (Motivation, Perception, Learning, Beliefs, and Attitude) can be grouped into six new factors that affect
consumers' online shopping decisions during the COVID-19 crisis in descending order. Rarely, the factors of
information perception and satisfaction with online shopping methods, privacy and service factors, product
factors, place factors, price factors, and product confidence factors, respectively. Thus, the model explained

63.2% of consumers' online shopping decisions during the COVID-19 crisis. This result could be used to plan

marketing strategies to create online products in COVID-19 crisis.

Keywords: Online marketing mix factors, Decision making, COVID-19
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nazgumslwfananuianiindanldiudnina
nssan Jasudinyans uazaioduiaine
(Kotler, 1997) n3aaduladodaaydld 3 Jadn Aa
o = o A a
1) Taspdnyaaa wunedd uladonifiauan
aw 9 Wieliinsnunguaulasg ldain iwe angy
1AW 013w wazelddaiden 2) Tadnsaiu
Uszaun1Inisaaiasan el nunods ta3asianig
miamangnahanlfinalwursgiaguszsadms
ANIANANRTEBLANNTANS (Thronggit, 2016)
Usznaueiy HRAAMH (Product) NMIHIRHATIAN
(Price) Ta4N19N17903 19U 8 (Place) Lazn1y
&ILFIWNTT218 (Promotion) N13TNE1AINMLT 1
§9ua2 (Privacy) LLa:mﬂﬁu%msﬁhuqﬂﬂa
(Personalization) %138 6Pslas 3) U@ uiaingn
=2 Py v a A o
wu1ofly anuianvesfuilaadadudadbain
Aa ' o A X v a
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IuisuasiiiduiuiseigeUsunm
(Quantitative Research) Uszannsflglums3ss TGER
il fo Uszmowin U Adefudrinugasmsoanlarl
lugr9ingalada-19 eninaifion n.a. — 7.0.64
T,ﬂle,aivl,m”ﬁ']ri"@maumejuﬂszﬂmmmmﬁwﬁl

msﬁmuﬂmjuﬁaar.iwlumﬁaﬁ'm%ﬁ
Wasanldnsuswindszmnifiuinanieldnig
annguaratnilagliondunananuinandu
(Non-probability Selection) 1@ ﬂl’ﬁ’%fmﬂﬁ@ﬂﬂﬁju
@108794 VUYL 1 (Accidental Sampling)
(Vanishboon, 2013) fiszauaMuLTasu 95% a2l
‘uummadﬂa;ué";aa"mﬁmm:au%dmminﬂ']m
a”’m8\1Lﬂu@i"'amenaaﬂizmmnéjmﬂmmaﬁﬂm
WiNNL 385 @189

Lﬂéaaﬁaﬁl‘*ﬁ’l.uﬂﬁﬂmﬁmwsamj”agum
do wwusaUmY T9Usznavudie 2 aaw asil

aoud 1: JadudIuynnavadfaay
LUURBUDN UanwaztdwlUusaunIuuLuy
\Ran@ay (Check List) 1AB9F@auL@L

Aaufl 2: ‘ﬁagammﬁmﬁmﬁmﬁuﬂﬁﬂﬁ
sanadansaaauladedudoawlail laun Jase
fndszaunienisaaiaeanlan wazdasuann
Faanen danwuziduuuuanasarvdszunmen 5
3£0U (Rating Scale) lagfinuaniasiaauituas
ALAIN (Likert Scale)

NIATIIFDUABNINY S GELRRET]
asIFOLANULABIATILEILam (Content Validity)
lasaslsinssgnnddwan 3 viu Afvszaumsol
lumimeuluszaugandnm waefnaaunsisei
Aot uudIunIIaaa asauiuaziinig
ﬂ%’uﬂylﬁgﬂﬁmLLa:mm:awﬁ'mf'Iam NANTY
NINTWANATHANURDAARDIIZHINNT RN DWNL

3q Useaed (ltem-Objective Congruence Index: I0C)

A

1 =) a 0 ra
WU qmmwmsawmw ﬁ’)%l‘lﬁiy&lﬂ’] I0C

Ao do

YNNI 0.67 LLa:wamaaU{uﬂEuLnﬂm WU 3

92

7 uaxiidofidasdaig w4 78 Iﬂﬂ;jwiaqmg@ﬁ
ldldTairnauuslunisdivdyoudly T RIS
wwuseLmafikunsanasauwr luuds lnesedls
(Try Out) AURNLIHWIBTBUUAZYAARINTV DS
T,saL%'ﬂumﬁaﬂws:ﬁ;maw,ﬂﬁ']ﬁ"l,aﬂ”ﬁﬂémi"aaﬂw
Fruaunaan 31 au wiadu indeuwsdos 10 au
2191TTRIUNITANS 7 A% UAZDNNTHEINITN
w13 3 an wasdzanourialy 11 au teaTiasey
anutlalunslenis wazdszidunsaauues
Tadaulunuusauanuudazde LL@i”aﬁWTa%Jaﬁ
IaunFeeimaanuiios (Reliability) Wu31 @1
fulTeAnsaannu09ATANLNG LHANL 0.954 &9
¥1nn31 0.70 4ulY ugasIn wuuseuNTAw
L%aﬁ'mﬁmwammsnﬁﬂﬂl‘fﬁ'majm?’aaaho"l,@i”
ms’imswz'ﬁ‘"ﬁagaﬁ"[ﬁmnuuuaaummau
1 ua 2 IEadaFonsson tdun daanwd da
ouaz dadniaradia wazdwisaumnasgu
wdanalasldnannisudssuasniasu (Class
Interval) LAZNIINARBURNNAFIUNITITY
(Hypothesis Test) luinudsaitldnsiiaseys GHE
lavlgaiifiBoauanu (Inferential Statistics) laun1s
I8ldsunsudnsaguneaiialunsise il
1. m3ensilisudisunmsdadulede
fumaaulalutriingalada-19 S1unnaruine
nguaNy &awNIN 03N uazszauTele o
maSsufisuaiudsnnnnin 2 aauds lasldns
JlenzAanuudsdnumadan (One-Way ANOVA)
2. MYANRafdsznay (Factor Analysis)
Lﬁaﬁ'@n@iuﬁaﬁaLLﬁJS@TuﬁLﬂuﬁ%”ﬂdauﬂizaumo
miaaasanlatuazilasuduiainefidainy
sunusnuliagnauideiny uazldaidmadionzw
RUNITNANBUUAZFATNNWS (Regression and
Correlation Analysis) lumsnasaugaufizIunsiay
PaRlEmsnsasuuuseumuaanlaiitin
Google Form lagldgasmaFagsanaanlarl (Social
Media) Ao Line Waz Facebook Edﬁa"l,@i”m'maauwu
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= @ e, ' > a g a v a a
AN 1 ﬁ%ﬂmuﬂimumammm@aauvlau‘ﬂmNﬂ@mm‘a‘@m&ﬂﬁ]%ﬁumaauvlaﬂumamnqﬂmm-19

Jadsdnlszaanenisnainaawlan X s.D. msuiaan

1. Al unaanmal (Product) 413 0.57 N
2. e unIiRuaIIan (Price) 4.21 0.60 mﬂﬁq@
3. R3Ba UTaIN 91K (Place) 4.28 0.59 mﬂﬁq@
4. J298MIHILEINNNIV18 (Promotion) 4.02 0.70 N
5. JadgaunssnsanuiduaIuaa (Privacy) 4.06 0.75 N
6. Tadudumsliuinisaiuyaaa (Personalization) 4.07 0.69 AN

anuAainlagI 413 0.54 N

21Ne13190 1 WU anNAaAudatadn
fulTzrun1en1saanaaanlail (6Ps) NFIHada
mInaduladafumaanlatlunzingalaia-1o
Tunwsan agluszavann ddnadslasmuviiy
4.13 WaNasaneeIndsznay wuin Jaasin
Urzaunansaanaaulainddnaivagluzay
A AR o A o o ' o

v Infigailfia 2 dru Ae Jadudutainiinisdm

F19n Y wazlaTHEIUNNTIRUATIAN Lauaafs

ﬂmﬁ'ﬂﬁmﬁmmaﬂﬁﬁ'@aﬁmeﬂﬁmqaﬁq@ %
a9 1udn 9 ﬁuwudwﬁmmﬁﬂagil,mm”umﬂ
a o @ A o A o o
TagiSusdrauanadoanuiniuies As Tadudan
nRaAmdt Tadodunsliuinissiuyaaa dJade
FIUNTTNBIAN VLT UEING LAzUITLAT1WAT
RILFETUNITVNY AMNAIOU Lapaziinindanan

mMIsEIIMINsdaLafsdNge

M3191 2 TTadulainenNsinadanmsaaawlatadudiaanlattlunnzingalaia-19

a9aaIndIaInen X S.D. nmsudaan
1. dunsgila 3.99 0.69 N
2. ULy 3.96 0.70 N
3. NUMITEUS 4.10 0.61 AN
4. UANNTIUAZTAUAR 4.05 0.61 AN
ANNAALARlAY I 4.03 0.58 a7n

NN 2 WU mjuﬁaammﬁuﬁm
1N Taspduiainenasnadanisaasulage
fumaaulalunzingalada-19 dauade
Taa3UYiNAY 4.03 WaNasanNueIdlIznay
WU naumaiiudBnlunnasdlsznay

a o @ A o A o
TasSssgrauaafoannuinldies fa duns
L%'ﬂu;i? FUANNLTBUASNAUAG ﬁmmsgﬂfﬂ LA
FUM I

2. HANINATDUANNAZIN

NUWIBRINMIAIENNATIUNTIILN

A o o o A, . o A X A o
A TaInUa BN dINadan1 I aulada R U
aanlattluiisingalaia-19 lasutsmaiangiu

aztf23y aadia Ui
a A A o o o o
FUNAgIUA 1 1R TesnudaTnean
Uszmnsenand laun iwe nguany anunw andn
BATIZAUITIL ANUANGE1INY FINAAENITARFU]D
X oA e - A 4 .
FaFumaeanlarlunnzingalaia-19 Auandns
N4 IINNINAFBUFNNATIUNIITIL WU ansaue
YT INTANRATNLANA N UFINRADNITAATULD
FaFumeanlattlunnzingalaia-19 liuansdanu

aad

adgdnufmayNIIsanIza 0.05

a A A o o o
suNAgIUNi 2 igtesnudaspsudszay
mMInsaaasanlatiiazfatadiuiaingn lasns
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wlseeldiinsiiaevaudssAnsanaunuivas
WBSEW Wudn Janusunusszndnsaiudsdng g
fiszautdATy 0.05 waxddn KMO iy 0.959
URAITN ?Tayjaﬁi'aus'mvlﬁlfuﬁmwummzamﬁaﬁw
ilUAienzsidatdonaudingudiudsluszay
@uIN waznaeay Bartlett's Test of Sphericity W3
@1 Chi-Square L¥i1NU 13430.506 Lazid1 Sig.
WAL 0.000 UEAI3N SuLTN 52 daudTind
AUFNRUENY 9t dandsaansanndaaiu
wmunzanfiazin ldvimssienesditasy Tagvins
WUULNULUL Varimax WUd1 81an3n9anguiade

67 ngudadblnd lasiSssdauandadpiidana
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wlsdrusesdaudsannniafianuday gl
TeseifaauudsUsinvasaanditosnsed
audatosas laaadt 1) Tasudunissnen
AN uaIBaL LLazmﬂﬁu’%msamqﬂﬂa 2) 138
ﬁmmﬁujﬁayjaLLa:mmﬁqwalaluﬁ'ﬁ‘migﬁa
fudeaunlail 3) Tadodusian 4) Jadua1utad
mimssasming 5) Tasssumasirsanusiule
lugud 6) Jadua1u3nan uaz7) Jaduau
NAAAIIT NTUE NSl nsinisnanantde
WHAD I@Uﬁ,wﬁ"sLLaJmT'lgjmm'lsxﬂ”w?%' All Enter

LRAIAIANTHN 3

@19197 3 wamIaMznInenasiwnamasfadundinadanisaadulagefudioaulailunzings

1a3@-19
Model Unstandardized Standardized
Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 4.442 .020 222.788 .000*
1.13sdunsinsanudngiued 191 .020 286 9.591 .000*
wazmIliuInssuyaaa
2. Ja3dunsiuTayauszanuny 445 .020 666 22.318 .000*
welalwismsssdoaudoanlal
3.3 uFIAY .020 .020 .029 986 325
4 7938 UABINIINITIAT NN Y 103 .020 154 5.171 .000*
s Jasudumsssannuiulalufud 071 020 106 3.548 .000*
6.17998611U3107 074 .020 A11 3.717 .000*
7.9 M uHAAN A 161 .020 241 8.073 .000*

N9 3 wu Sdaspdassiiginade
miaaguladedudroeunlaiflunizingalaie-1e
nunldies de 1) Tedudrumaiuidayauas
anuianalaluisnmssstosusaanlal (B= 0.445)
2) tivsdumasnsenudugiuauazmsliusms
gauyaaa (p=0.191)3) Jadudr1unianmad
(B=0.161) 4) Ta98@ 1 UTBIN1IN1IIATIRUN
(p=10.103) 5) Ta78d1%310" (P=0.074) uaz 6)
Taspdmmasennudulalududr B=0.071) lag
gupuasnandadssansmwlunnsvinwe winnu
0.632 Wiasuisnaturenaaauladadud
sawlardlunizingalaie-1e lasauas 63.2 saui

iwAnBnTasas 36.8 wARINENTWATBITALLTAN

WAZHANINARBURNNAZINNNTITLEIA
wsfildannnisiiasiiasens 6 Jass wudn
Tadpdunsividayauazanuiisnalaluitnig
§adaaudaanlarl Tasudumssnmanudu
gaudauaznisliuinisdiuyaas Jadoau
NAAATMN U8@UwTaIN19NITI0s 198 Tade
duma uaztasoarunissennadulaluiud
e Sig. 1Ny 0.000 ﬁaagﬂvlﬁdwﬁ 6 TAIBFING
damsananladosudoanlmilunm=ingalade-19
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3) JRuA AR M Usznaudls Fuan
AlasuassauaudeInsfisste uasdudnd
anurusdbussduiifiow

4) T998@ 1 UT0IN19N1TIAI 1R U
Usznaudis n13dgesninssasiniisEuani
WAINWATY LaZNILAINNEZAINEINTNAITE
sudoanlafldnnan 24 Talus

5) T8 %A1 Uznauals TIaauan
gﬂn'jﬁmﬁu LAZIAAURINANULRUNZRY

6) Tasudunsasnnudulaludue
Usznaudiy Fuadlususesuazdinnsivdsenu
AMNLEEWIY FuAdin1Tuendayastisazidsg
ATUOIW URZAINRWAT (Brand) fuadomsenaudo
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MNNANITANEITITINFINRADNNT
aafulagafudroaulaivesduilnalunnizinga
laia-19 Juszidunviaula asi
v A Aa o A A Y
1) fuslnanddadvaiuyaaaiiiotos
Auansuenadszrnaaas laun twe any
a o o A a oA A
FBAN 213w uaze ldaSeniafudalfaud
LANANEINAGENTAARU AT aRUA12au laitln
nzangalaia-19 liuanaren agreilivefan
NIRDANIZAL 0.05 FOAARBINU Roongsathaporn
& Satawedin (2021) ﬁﬁﬂquaﬂﬁmiuﬂnﬂ@ia
X o . - -
mMiTafumaanlatilunzingalaia-19 lua
NINNURINAT USumuna LLa:ﬁH%Iaﬂ WUi
wpinssunisdeRudiaan latluitsnnzlaia-19
X Lo o & 1 Ae o
ldduagiuanwuzlszmnimaas adidiodneny
NIEAaNIZaU 0.05 nekanadwwnzlunnzinga
lada-19 uilnadasdfuidamunasnisaiugw
MIUWITEUNAT8IIFIR UM IR T LN a T Ale
Uniasdiauazgunwawlovesdszaou (The
Secretariat of the Prime Minister, 2021) @4 %%
snsmenIdszTnImaasnuandInuislusina
danmsaasuladefudsanlatlunzingalaia-
19 Urzmouaesdsuidfsungdnssuldesrann
LB NNIINBITZHZAN G093 UNILAWNNG dadot)
v é o { v
Tudeniuiinsviiuntinu (Work From Home)
wazniaiiousanlaayfivu (Online Leaming)
maktmsfeansenuwiaIadnuaanlall NanAnRes
MIFVERAUIIMEMN aANIUNINTzANeadTalsn
A o @ 'Y [ A adda A
Fevlddsrmoudaslsudfouguiidialuinie
New Normal (Viseshsiri & Sutthipongpan, 2020)
uianganssumuslnadudeanlaivasaning
= 9 ' & a o s
winldnyadinisdedudiaanlaivesaning
AI J v o o g
Wngadn lasgddrursnisdrinaunlouisuss
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FaFumaawlaklulasunawsnuasd 2564 (3.a.-
= a ' 2 1 =
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AI J a v
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Munsw liungdnssuguilaalugafiiuedas
(Trade Policy and Strategy Office, 2021)
2) juslnanddaivdunsiuideyauas
=< aa < X a o & o
anunanalaluitmssssedudaanlan uiady
nasmaden1saaduladefudisounlaiveguilna
lun=angdlaia-19 reaadasnuNaMIANEIVLS
Aiyawarin (2019). NAN®1LHa®IN13331204 quﬂ*’ﬁ”
155 3u'lerd TripAdvisor Thailand Wu41 91013
Aa v A ' = & <
FAvesdlivinisveslaausudulivlodninue
& 4 X da
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a 6 Aa v A 0 )
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a o & = X a o &
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Tnsawrianinlau Ssdaruidaioluszuudu
ANUREANY ANUAZAINLAZANNEINITOLY
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512 lnafinudn sutaasing Su'lod wie
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EFFECTS OF PUBLIC SERVICE EFFICIENCY ON ORGANIZATION BEHAVIORAL

OF BANGKOK MEDICAL SERVICE DEPARTMENT THAILAND
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Abstract

This research investigated the influence of public service efficiency on Organizational Behavior factors;
Public Service Motivation, Job satisfaction, Organization engagement, and Organization Citizenship Behavior. A
sample of 460 respondents from Bangkok Medical Service Department. The findings show that organizational

behavior factors model had influenced on public service effectiveness of Medical Service Department officials and

coincided with the empirical data Xz = 138.364, df = 114, p = 0.0600, ledf = 1.213, CFI = 0.999, GFI = 0.973,
RMSEA = 0.0216, SRMR = 0.0260. Organization Citizenship Behavior and Job Satisfaction had direct positive
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influence on Work Efficiency, which could explain the variances of Work Efficiency 78.0 percent. Bangkok Medical

Service Department should focus to develop in topic of Organization Citizenship Behavior to affect public service

efficiency.

Keywords: Public Service Motivation, Job Satisfaction, Organization Engagement, Organization Citizenship

Behavior, Public service efficiency
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1. Tadpu3939lauIn1sars13me (Public
Service Motivation-PSM) tduuwnrfag1anlu
nAnmfangdnssnzesyaainsluniady (L, B.
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SAUTITN WATENINLIAFaNN1TRI WL T 0
ANMUZLANITVBILARZBIANT (Liu, B. et al., 2018)
’l,uﬂ'lﬁﬁ'ﬂf:g%”yvlﬁaﬁmULLsagﬂau’%ﬂﬁmmsmﬂu
vSunvassundnluginaasanisniady iunisia
idgrasmaizlunaiugmilunu anuiowels
LLazmwmaiwdmi alumsldusnsansisue faidu
Naln&1ALEIMTUNITRIIINIOUNOANTINT B
Wnihsy Wesaussyslalumsrianuliausn
auldadnafidzininmluszaugs laoadnld
anudmale 4 duw laun 1) nslsausaulunis
fruanleugasIme 2) MIdisdonadselont
POIRITITHL/NITATER NG N T inaLd a97id
3) mwmﬁuamﬁu’ta;ﬁu 4) MIFURAZAWLEI (Perry
& Wise, 1990)

2. thasanuiawalaluau (Job Satisfaction-
Js) tlndasoilasuanuanlauaztihandnsodng
uinluatuwndnssnesanis tdun1shonuis
mwﬁ’ﬁnmaaqﬂﬂaﬁﬁ@iamiﬁﬂmu WHunsuaadaan
UMEEREF TR ST SRR Gefwanian
gnwIIagay nazuawneel uazanaianelalueui
1 IIRIUITNADUEUDIFDANG DINTTVDIA BTN
Tavnidosfisala aoin snnuiasoufiaunsa
AOURKAIAEANAEINT wazAfion 9danudan
dannunanalalusnu (Taylor, 2008) WanszNUT
Aedulusnudszansnwuesasdnsinnuioatas
Tagassnuananswelalumu lasianizagnednis
vl mansuaziadizasd manszduldyaaing
Lﬁ@mw‘hmuﬁmsqﬁaﬂ”aﬂdwa (Muterera, et al.,
2016) Snﬂgﬂﬁmwuﬁm"’zylm’%‘aams%’ufmawqﬂﬂa
L% ANBMSIH ANBULIANNT Wz IdaInIINle
nsaadula anuiswelalunusesnasy sansuih
Weyamnsluasdnismaszifiannuitswelaluam
HaNEINAADLIERNTNIN ﬁgaélmm”uqﬂﬂauazaaﬁms
(Wright & Davis, 2016) lun13348 {34 lw
audanlu 51w laud 1) anwme099n
2)d1aauunwuazansdszloa 3)nauadde
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5)lanaininsn/1dula (Stephen P. Robbins &
Timothy A. Judge, 2015)

3. ﬂﬁ]ﬁ?’ﬂmwgﬂw‘”uaaﬁm (Engagement
Organization-ENG) Wndasendarnud anlu
mIfnsnganssnasaunuluasdnig iieshe
yﬂmﬂsﬁ'ﬁﬁ'ﬂﬂmwLmzqmmwslﬁmmsnﬂﬁ'ﬂ'amu
1dagnssnaun uazsiiwnasamsidszaunadse
muﬁa‘i’mﬁ"l,ﬁ”ﬂi:qn@ﬂLmﬁwé'n 2 Usznsfidannu
asonuludiuanuuniuseIniniiu da Aon
Hewitt 7 1@ Lquaszaun193asnevasniniwlu
padinIvadan lunmiaivanuynwu dolues say
Stay LLaz Strive Aon Hewitt (2017) LLazﬁ”lm‘.lJiwqﬂ@T
IR ULUIAAD 89 Strelioff A ldiananisianiny
;dﬂw°wuaawﬁfﬂmu@1"mimﬂa Say Stay W8z Serve
(Strelioff, 2003 819lu Pitaktepsombati, et al., 2009;
Aon Hewitt, 2014; Owor, 2016) nanaidulaapanu
Enw"’uﬁaﬁumgulﬁqﬂmmvjumlumiﬁwmﬂﬁﬁu
84ANT IﬂmﬂumwfﬁnﬁLﬁﬂmnmiﬁwﬁfmmﬁﬂﬁu
luarusinlevasan sPaausinlanszdaanis
F9uedafufiiiesssns anananaiudednd
qa%m wazldUszasdnazanoan uasdaan1IvineIn
a9LGuNe0I6ns asonandanudesad Ana
wazlidasnisanean nsdarniinvedesansiiu
ﬂ’fuﬁi”yﬁ‘im“'tglumsﬂa%ﬁmLLﬁwaaﬂszﬁﬂ%mwiu
89ANT lunﬁﬁﬁl‘“ﬂﬁﬁﬁﬁ' plianusanle 5 duw ldun
1) MInaiisasdnisludud 2) anuaslanaziin
F18N209896NT 3) AURBINIINVLRUKANAR
WIauINIdagnen LazLRauIINII% 4) N135ulE
89ANNT 5) msqﬁﬁmmﬁaaaﬁﬂi

4. Taguwgdnssunindusurdniiauas
846N17 (Organizational Citizenship Behavior-OCB)
Lﬂummamaarmaaqﬂﬂaﬁmmﬂmm”@ﬁulﬁmszﬁﬁ
msludsinaliifedssloaddensanis laidunns
LEAIBBNLAENTINGT19Te uaLtdunganssui
ARLEUURINY Fasmtrnaaiiansannuluning
vasan Suinlunsuddymivesdau dauiw
lumi‘s:qﬁtymﬁLﬁmfaaf‘fumiu%mimmimﬂu
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e mmmaa%’guauauLﬁu"ﬁaad’mﬁﬂszu'sumsmaa
izummms"l;imminmauﬂqw WanaNiE
mmsnlﬁu‘%msmmimz@hﬂqmmwu,az
ﬂiza‘%w%mwﬁga"fu (Shim & Faerman, 2015) lun13

[ A o

Adpifasnlianudanylu 5 dw laun 1) nsld
ANNTILIAAD 2) NMIATINIEDU 3) ANNBAND
& o & 4 o @ ' A
naw 4) anudindaning 5) mildanusiuiie
5. Ta3udsz@ndaiwni1vviienw (Work
Efficiency-WE) tJunwg@nysuvesyanansiold
adﬂ(ﬂi‘]JSSQLﬂ’mu’m (Ford et al., 2011) U3e&NTN N

MIMN9WSUGUN Ploughman uaz Peterson 1atin
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a 6 . 6
NE#)adAnNIvad Harrington Emerson &J’]‘Lli:igﬂmm:
wwuaiduasddsznay 4 Yaznis ldun quan
JTum LI LLazéfunu (Simon, 1960; Witzel, 2002;
Plowman and Peterson, 1989) (duuwifafnsauiulu
FaINanTUJ A% tileyaanIiinaa9nis
UfGud querniunisaanu faldinisdjitau
fltssanTnngs MINAWUszENTAINNITYNNIS
faNuMAYAaNIINMIIBIANT LAZNIINMIIFINN

a v lﬂq/ va o v o QJ v v '
neddoididolietudrdglu 4 dru ldun
1) ANWIDIN 2) UIW1a% 3) 1280 4) Algane

(Intarakamhang, Kijthorntham & Peungposop, 201 7 ;
Nuchudom, C. et al., 2014)

Job satisfaction

Organizational
citizenship behavior

AN 1 NIDULWIAANNTITY
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wuugauauaanidn 6 & ol

§Iul 1 ansmemadszTng soaieany
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Usznaudrsdiniuiiuan 8 7o Geasauagulu
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anuineniinligau uazmafusazauiaslon
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Wise (1990)
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avauagulu 5 daziau laud anwuzvasu

draouunuuazaniUszlosd nauadde

o o v o &
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lanmadaniidule lasgidndszgndunain
WwAaLazaaTaued Brikend Aziri (2011)

FIuM 4 Taduanuynwudanddnig danw
Lﬁmﬁ'uﬂmi'ﬂmmaﬂw"'miaaaﬁm‘s sznaveiy
fouswIn 8 1o sﬁdﬂiamqulu 4 dseidn loud
nInafisasdnsludud nsagnuesdnis anu
FoamINaz A NNaKES %?au’%mwiaanﬁmanﬁau
$1u91% wazn3iuld lasd3dudszgndunan
WWIRAUAZ AT AY Strellioff (2003) Waz Aon
Hewitt (2014)

gaufl 5 Jasawganssunmaduwawinia
28989813 fofganudesenganssuniaiu
g TNNaua909AN1T Usznaudisdoudiuan
10 18 %amaumquiu 5 152163 lauA n3lianu
TINRE msﬁwﬁaﬁag}’ﬁu ANNBANHAANS W AT
friindaning waznislwaanusaaile lagga9
ﬂizﬂqﬂﬁmmﬂumﬁ@LLazﬁaafi'maa Organ (1988)

#ufl 6 TasuazAninmlunisl fudou
dnonutipanuaspdssiniawlunsd jianu
Ueznauarad1no1usIwIn 8 18 %aasauaqﬂu
4 dazian ldud guaniweesau YT 1an
wazaldine landidndszyndunanuuifiauas
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(Standard Deviation) \iNaaTUNEaN BT b
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\TI8LWA (Supamas Angsuchoti, et al., 2011)

®135199 1 mﬁmﬁlumsﬁmsmmamaaﬂﬂﬁamauﬂﬁmaﬂumaﬁ'uﬁayjm%aﬂsm”ﬂﬁ

Aei@NANANNA® AT LB W TR
X2 Lidvissanneada (p > 0.05)
X?/df < 2.00 ROAARDINAUNALEA
2.00 — 5.00 FOAARBINANNAUNDLT L6

CFl (Comparative Fit Index)

2 0.95 RAAARBINANNAUR

0.90 —

U =) U
0.95 REAARBINANNAUNE LT Lo

GFI| (Goodness of fit Index)

2 0.95 RAAARBINANNAUR

0.90 —

U =) U
0.95 REAARBINANNAUNE bT Lo

AGFI (Adjusted Goodness of Fit Index)

2 0.95 FAANRBINANNAUA

U =) U
0.95 RaAARBINANNAUNE LT Lo

0.90 —

RMSEA (Root Mean Square Error of < 0.05 ROAARDINANNALEA

Approximation) 0.05 — 0.08 ¥aAARBINANNAUNE LT ba
0.08 — 0.10 FaqARaINANNAL lifa LA
> 0.10 FaAARDINANNFL 13

SRMR (Standardized Root Mean Square < 0.05

Residual) < 0.08

Largest/Smallest Standardized Residual 2.00

Q-Plot

TUNTUEWIULUINLES (Slope > 1.00)
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A3UN 2 HANIIILATIEWAIINATIVDI
Turaani1siaaauds luwansia LLiagdlw?mi
513U LueaniTiaanuwswalaluau luias
ﬂﬁi’ﬂmmanwwu@iaaaﬁms lutaanisda

a & A Ada &
wpdnssumsidusandniduasasdns uazluiaa

o , .o , , o S.a o a waf
(595@3 798) ﬁqulﬂmaglu%qqaqﬂqsz%jqq 30_39 ﬂ’]i')@]ﬂiwaﬂﬁﬂﬁWﬂ’]‘a‘“nN’]u WAN1IAILAINSH

f] FWIW 192 A (%’aﬂa: 41.6) I@ﬂ“qﬂﬂ'jqﬂéﬂ%ﬁﬁ W‘]J'j'lﬁﬂ:l']uﬁa(ﬂﬂﬁﬂﬂﬁﬂﬂqi%LﬂiqzﬁaﬂﬁﬂiﬁﬂaU

a e 1 Qs a AE: Q
p3fmaunuurauayladSTansdnuluszay \Batiudu Ao drdudszaniininesdlsznay
U

USannas $1uan 322 au (Fauas 69.8) uazd WasgIwpaIaI s lulueanisiavesudazilade

a (3 ' a a o =
F20Z128INN TN WaIANTTI91281 1-10 T wndnsswesansdalsz@ninannisineud

o o

§1uan 222 A (3o8az 52.5) dpdAnasianszay .01 nnauys

M990 2 Ham AT ANNaTIvaslulaafmEnMTUNNE

aauils aauils B SE t ana | aawds | aawils B SE t AN
wrld fonale o welg d9tne o
Aunan (R) aeln T (R)

PSM X1 0.557** | 0.296 | 12.231 0.310 Js Y1 0.633** - - 0.400

X2 0.663** | 0.201 14.366 | 0.440 (R?*=.813) Y2 0.398** | 0.042 7.366 0.159

X3 0.703** | 0.307 | 16.287 | 0.494 Y3 0.559** | 0.061 9.331 0.313

X4 0.775* | 0.047 | 18.707 | 0.601 Y4 0.455** | 0.044 8.276 0.207

Y5 0.481* | 0.046 | 8.739 0.231

ENG Y6 0.802** - - 0.644
(R?=.622) Y7 0.648* | 0.044 | 13.939 0.420
Y8 0.859** | 0.055 | 19.551 0.737
Y9 0.891** | 0.046 | 18.150 0.793

ocB Y10 0.849** - - 0.721
(R?=.764) Y11 0.813** | 0.102 | 21.491 0.661
Y12 0.665™ | 0.189 | 14.312 0.442
Y13 0.655™ | 0.282 | 16.388 0.429
Y14 0.827** | 0.270 | 21.678 0.684

WE Y15 0.786™* - - 0.618
(R®=.780) Y16 0.585™ | 0.421 | 13.303 0.342
Y17 0.750** | 0.039 | 24.223 0.562
Y18 0.779** | 0.045 | 16.992 0.607

X2 = 138.364, df = 114, p = 0.0600, ledf =1.213, CFl = 0.999, RMSEA = 0.0216, SRMR =0.0260

WnaLAg: *p < .05, **p < .01 uag [t > 1.96 nansfis p < .05, [t| > 2.58 nuwiia p < .01
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dandi 3 nanmsIaEansnazasaauls
welsneluluina wudmgdnssumadusundnia
98484AN1T (OCB) &INaNILINGaLIzANTAIWANT
Y1197% (WE) aﬂﬂaﬁﬁﬂﬁﬂﬁzymoaﬁaﬁi:ﬁ'u .01 lag
fd8nswawrinny 879 sunsnasuielddn (e
qﬂmmmnm‘ﬂﬁﬁwqﬁmwmnﬂuam"‘ﬁﬂﬁﬁmaa
aaﬁnwsiuszm”uga daNdINadalITANTAINNTT
ﬁwmuﬁ'gafu it w3939lauTmIamImUe (PSM)

LLazmmgﬂw‘”miaam‘ms (ENG) ianTwan1iassaa
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wpdnssumsidusanniduasasnnns (OCB) atind

'
aad

fdpddynieadidnzan o1 lavussgslauinig
15170 (PSM) AianTwaniiassdang@nssanis
\Jugwrdnfidaasasdnis (OCB) mﬂﬁq@ fen
BNFWALYINAL 793 3898441 AD AN UGS
896013 (ENG) SenBniwawiny .759 ilaRenyon
naaanaaunsnafuielain Lﬁaqﬂmﬂiﬁmagﬂa
UINIEITNIWUE (PSM) UAZAMUENHUADBIANT
(ENG)’lm:ﬁ'uga dangsnadanganysunisidu
sunBnidasassing (OCB) figsdu (meft 3)

@139 3 Aradidnansienzianiwavasdndsluluaadiaunguasfadonndniuasdnianidninada
&

Ufnimwnsvinisrasthnemiluassdninasassiuiasfudinanyanwaniuas &unnisunngd (n=460)

ausua Js ENG ocB WE
Fauising TE I e | E DE e | e | oe e | e | oe
PSM 0.901* - 0.901* | 0789  0.789* 0.874* 0081  0.793** | 0883~  0.794* 0.090
(0.071) 0.071) | (0.054)  (0.054) (0.049)  (0.168)  (0.184) | (0.055)  (0.373)  (0.379)
Js - 0.875 0.875 0.090 0.665*  -0.575 0.107 -0.082 0.189
- (0.073) - 0.073) | (0.188)  (0.132)  (0.250) | (0.224)  (0.324)  (0.412)
ENG - - - 0.759* - 0.759" | 0483  0668*  -0.184
- - - (0.142) (0.142) | (0.150)  (0.289)  (0.326)
ocB - - - - - 0.879* 0.879*
- - - - - (0.303) 2.902
ARiia
%2 = 138.364, df = 114, p = 0.06003, GFI = 0.973, AGFI = 0.941, (%/df = 1.21, CFI = 0.999, RMSEA = 0.0216, SRMR = 0.0260, RMR = 0.414
aauls X1 X2 X3 X4
R-SQUARE | 0.310 0.440 0.494 0.601
s Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 Y11 Y12
amanfigs | 0.400 0.159 0.313 0.207 0.231 0.644 0.644 0.737 0.793 0.721 0.661 0.442
s Y13 Y14 Y15 Y16 Y17 Y18
amanfigs | 0429 0.684 0618 0.342 0.562 0.607
ﬁ&lﬂ'ﬁiﬂidﬁ%"]d’ﬂﬂd@'ﬁ wilsy JS ENG oCB WE
R-SQUARE 0.813 0.622 0.764 0.780
LNSNTERaN NS TzIeaul T
aumlsuels Js ENG ocB WE PSM
Js 1.000
ENG 0.875 1.000
ocB 0.805 0.882 1.000
WE 0.816 0.828 0.948 1.000
PSM 0.901 0.789 0.874 0.883 1.000

nangwa: 1. *p < .05, *p < .01 uaz |t| > 1.96 nuwfis p < .05, |t| > 2.58 nansds p < .01

2. DE = Direct Effect, IE = Indirect Effect, TE = Total Effect
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PUWNAANVFNAUT WU TERNTAIWANTFINU (WE)
fausunutiunganssunsidusundniiaues
29AN13 (OCB) ga‘ﬁ'q@ (.948) 389848178 U39391a
UIN1IRID1I e (PSM) (.883) 3998901080 AW

110

HNWUGaIANT (ENG) (.828) uazgariufa Aw
Aowalaluu (US) (.816) MUEL (@13797 3)
dudsnanualuluias sunsnafuigaina
wisdsandszaniniwnarineu (WE) Sasas 78.0
afunzanuulsUnsasngdnssuma dusandnia
28989613 (OCB) Sa8az 76.4 a3U18ANNLU LI
VBIAMURNAUGDBIANTT (ENG) Tauaz 62.2 Uaz
atursanuLlsdsiwsasnnunsanalaluau (JS)

PRz 81.3
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The research was aimed at studying developing and checking validity of for indicators sports
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actual sample size of 540 beverage industry entrepreneurs in Thailand at the end of December 2020, from

hierarchical probabilistic random sampling with stratified pattern and non-probabilistic convenience sampling.

The research finding indicated that the model of sports marketing management of beverage industry

entrepreneurs in sports sponsorship under Covid-19 crisis was developed with empirical data, consisting of

27 indicators in 9 factor components as factor 1: sponsorship support efficiency, factor 2: brand engagement,

factor 3: brand image enhancement, factor 4: athlete, factor 5: fan club, factor 6: activity, factor 7: channel of

communication, factor 8: convenience and factor 9: organization governing. Each factor had its convergent

validity because the construct reliability was more than 0.60 and the factor loading was also over 0.30.

Keywords: Sport Marketing Management, Covid-19 Crisis, Beverage Industry
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(Chanavat, Martinent & Ferrand, 2010;
Wakefield, Wakefield & Keller, 2020)
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Taifus mwanwol WaEN179AIVBIR TN T ITU
(Hakala, 2015)

6. Je3ufianyvn JULULNIIANTANY 9
nuUNIIRINIIAaIanNanI e (Event Marketing) 311
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‘ﬁfm : ﬂ%’uﬂgammn Richard et al. (2008); Cornwell et al. (2016); Duncan and Dempesy (2005); Bernard et al. (2014); Hakala (2015);
Wiedmann et al. (2018); Wakefield et al. (2020)

A5ARABNTIVY
mMy3spesimdumyisudedisanaswam
(Survey and Development Research) lagands
WUUFaLDNA (Questionnaire) uiasasiiafildluns
338 ﬂiz‘ﬁ’mﬂm:ﬂémﬁ’aaii’ldﬁsl,"ﬂuﬂ’lieﬁlvﬂ Aa g

ﬂixﬂaﬂsamuqmm‘vmssuLﬂéaaﬁﬂuﬂsxm«ﬂm ™
FULAOUTUINAN W. F1. 2563 SNIUINTIAW 1,069 UMY
(Department of Industrial Works, 2021) 9 % 1 @
061317959 540 urs dIan199 1

A13197 1 °1|W1(ﬂﬂiz‘ﬁ'mi%o']LL‘H:ﬂ@I']&lﬂéﬂ;&liidd?%q@]ﬁﬁﬂﬂiiu L3849 aﬁluﬂiu‘ﬂﬂ‘l'ﬂ H]

nq:u‘l:samuqmmwnﬁum?aaﬁu

aw1AUIEBINT (U9) ARIAAIDEY (UVAS)

1. Iﬁmuﬂs:nauﬁamnﬁmﬁ'uﬁ,mu

179 90

2. lssrmtsznaufianmafiganum nmuw Inlt Sanlniaa 308 156
wiouunu athslaaganitanionansade
3. Tssnudu nau WIDHANFT 30 15
4. lssnwihmSanaugmanualed ﬂ?ag«gmvﬁﬁuﬂ 19 10
5. lsssmtsznaufiamaioanunesd niawdes 18 9
6. lssomdsznaufiamafipanusinas tndesaudlid 515 260
weanaged tnsasy niawus .

N 1,069 540

f"iu’l: Department of Industrial Works (2021)

Paftflasannamadszannsdiwanliann
Q”%ai”aﬁa’l.fﬂs:f*ﬁ'miﬂzwmmﬂum”umuna;uﬁaatm
398 lagAalfanara819luUAaRzAN (Convenient
Sampling) (Cochran, 1977) laW1zH1s5znauny
Tssnuidminfinisasansadnofifioa i lasy
ummmU’Lﬁmwm”mﬁaslu@”ﬂuﬁagmﬁmﬂuﬁaLmu
PaIRDIUYITNALNITURIRZA% FITANIRBIND
yaftiilasanauiadladrsfimunzaudiniunis
JianziesntsznauiBefingu (Confirmatory Factor
Analysis: CFA) @ 7 ¢ 3 § Maximum Likelihood
Estimation: MLE) 252614188 20 1¥in1833 1uua’
wUsFIna e (Observed of Manifest Variables)
(Piriyakul, 2010) alufiitd 27 d235a datiwauia

AatINRNNzENAITRENINBY 540 @18E1d

w3asdianlzlun1s3se Aeuuusauniy
(Questionnaire) lagliEnsanuuusaumINFIBAULDS
(Self-administered Questionnaire) 74 Eﬂ ISTRTN R}
FaniIniIaatafinizesfusznaunislisiu
q@mvmﬁwm’%‘aaﬁuﬁqﬂﬁ’uﬁﬁmﬁwwﬂmﬂmama:
ngalaia-19 anwmzvassanudunsdszunmen
AzUUITNNIIN (Graphical Rating Scale) Tuagiaq
AZLULAILG 1 AZULY (ﬁaﬂﬁﬁg@) AT 5 AZUUY
(nnfige)

nrsnasaulaIasdanlflunisdse
yznavais (1) msmaaummgﬂﬁau%mﬁam
(Content Validity) @28N1SAIANATHAIINTOAARD
s:ijLﬁawwluﬁaﬁwmuﬁ'ui’mqﬂszmﬁﬁm%vﬁ (Item
Objective Congruence Index: I0C) mnpjl,"“ﬁ'm“mq
d113I% 5 Yiu Wuden 10C ag3zdng 0.60-1.00 G
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. & A X v o .
Hhwnuaiadud 0.50 Iwluyndadinia (Tirakanan,
2007) WAz (2) N1INARBUAINNULTaNW (Reliability)
v % a Qf .
lavldgasdudsz@nTuaann (Apha Coefficient)
VaIATawuUT (Cronbach, 2003) ﬁ"}.lﬂf,ju‘ﬂ(ﬂaao (Try-
out) 30 A% WUIUUUFIUDINAAIAINLTOUUN
atiuagning 0.71 119 0.93 uazlaysINyinnAy 0.89
A ' ' 4 < & ' X
FINTRIN AT ANAN LT oNwaIne 0.70 Tu'ld
(Cronbach, 2003)
Aa ¢ v a ¢ A o
MIIATIERTaNa TanziiNanauLas
ATIIFAUAINATIVEIFULULNITIANIINITANG
a o A A A
fivizassznaunislssnugaamnisaiaiasani
pUdnAduinviunasnnzinalaie-19 dasms
JanzresfdsznaulTiiuegu (Confirmatory Factor
Analysis: CFA) lagn133ta31s4 lulaan1sia
(Measurement Model) LNaA323 88 UANNNANNAY
A o X o o a o e d aa
vasluaafiaivduiudayaidadazany Saduisnig
NFDAN ITANBIANUFUNUTTEHIIILUTRING
Y A a o [ P
VLm"gwmmmmmnmLLﬂ‘iLLNW?aqmanwm:LLNw
Wussddsznauumeldnsauumafinguiind
3 v A a a ] a o 2
a3adsznavlating Nasdniwadaarndssanala
& v Aa v o ga A =
asadsznavlatendanuguwusnuiNanIud g
Tassaeanuaunintsznineands lasdmuadu
T,sJL@aaaﬂ“ﬂi:nauﬁqmémmmﬁamsﬁ’ms’mm:
Huduaidlsznau Nz u1TnafuNsANUFUNUS
swivmudisunald lasazlifunannugnead

aad

209l0LAa AFDAN I NUNANNAWLALA FAFIN

fla-auaasensuuisauiudsss (%df (Hair et
al., 2010) @THIATZAUANUNANNAY (Goodness of
Fit Index: GFI) (Brown & Cudeek, 1993) a v H1a
SzAUANNANNARALSUURUE (Adjusted Goodness
of Fit Index: AGFI) azfiUIaulfisuanunannian
(Comparative Fit Index: CFl) (Hu & Bentler, 1999)
AUz AN UARAINEaUTBITINTNAIRBIBAY
( Root
RMSEA) (Arbuckle, 1995) LRZAIIINVDIALAAE

Mean Square Error of Approximation:

ANRIRIVBIFIWLARS (Root Mean Square Residual:
RMR) (Bollen, 1989)
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NanN198
MIATIIFAUANBULNNIUINUIITDY ALY
Un@vesauis dsznauare Javedsz@nininnis
qﬂﬁ'uﬁ #1 Skewness 883:%919 -0.158 19 0.638
Wazen Kurtosis agizning 0.016 9 0.752 Jadunis
fausruluasnfudn A1 Skewness agIznIg -
0.108 @13 0.711 uaz f1 Kurtosis agj5z#114 0.218 019
0.682 238 N1THILRTNANNANH AL ATIRUA AN
Skewness 88 37z% 119 -0.315 19 0.621 LAz AN
Kurtosis 831914 0.193 fi4 0.759 aduiinfin
Skewness 8¢ 3% 119 -0.087 119 0.524 LAz 6N
Kurtosis 8¢52% 314 0.264 g 0.821 Tasaaluas dn
Skewness 8 7z% 119 -0.135 19 0.679 LAz AN
Kurtosis at32%314 0.105 f14 0.722 adufianssw
A1 Skewness 8721319 -0.235 019 0.482 UAZAN
Kurtosis atj3z%114 0.110 13 0.781 Jadutainiams
Fam3 f Skewness 8g3i19 -0.113 19 0.507 uaz
A1 Kurtosis 8¢32%314 0.104 f14 0.652 T3N3
81U28AWRZAIN A1 Skewness ETz1HIN -0.324
£14 0.610 uazen Kurtosis agj3z#i19 0.015 19 1.107
wazifaduniIfiinuguazasasdng A1 Skewness atj
321914 -0.175 19 0.605 UazA1 Kurtosis GHREZRRE
0.254 f4 0.856 HudAasIudsdasun195anIs
mmamﬁwwaaiiamuqmamnsmm%‘aaﬁw 7
qﬂﬁ'xﬁﬁmﬁwwﬁt@ 9 dudadinurazaNias

A A

W'luSianzAesddsznauiBeiiugu (Confirmatory

¥ ¥
o A A

Factor Analysis: CFA) Nabihadannarainuid
(Skewness) aitfin 0.75 (Ardnyvol) uazdanules
(Kurtosis) 'lajifiu 1.50 (A1dwysal) Fevinlvdayad
LaNWIILUUUNG (Normal Distribution) (Hoogland &
Boomsma, 1998) N14#LiadannNan15ItATIEHaz i
anugndasuazududiiadulsliniuanuasdaya
wuudnd uaninaludsihilutaanasitazyinliaana
2 A ° ' a
aalalAfauTadlulaadd1d1nindnd
(Underestimate) s3wal#luinazanadainudaya
\isszansunylsigndas (Viratchai, 1995)
v o ¢ ' o PN
MINAREUANMNFUN WS Iz I9a 05 LT 10
MITNATIER WUINANURNAUTIZRI TN LTI @
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@730 fanudunutarszning 0.360* fiv 0.634* 1
wofANaia 0.05 TaTunsadEsuMNaNY oA

FUA1 T1UI% 3 G270 ﬁmwé’mﬁuﬁagiw'jw

0412* fl4 0.721* Auddyn19ai @ 005 Tadb
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wnAny 1w 3 a3 danusunusagzning
0.330* 190.723* NRp&RTYNIEaa 0.05 Tadoaluss
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0.734* NRp&AYNIERG 0.05 Jadunanysy 311 3
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T30 fanudunutarszning 0421* 69 0.764* 0
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NpEANIEAE 0.05 Ta9uMISMIANUEZAIN
$1mu 3 @137 Fauduiuserzning 0.386* v
0.698* NBEATYNIEDG 0.05 uazfadumsiUgua
289836n7 41U 3 d1T0 danuduiutarszning
0.315* 119 0.667* NwpdANIEDA 0.05 uaaIliiAn
31 ANUFNN BT 52319020 TA LT TaN1TI AN T

a A A 4 > &
minamainvaslNugamnNITINATBIANTI LN
MuAmrinunasnzAnalaia-19 N9 9 1w ddla
#aunin 0.30 (Arduyal) uaasliARINaulIAe 9
= o a ° wa 6 [ a
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fudulaat19uriass (Wanichbuncha, 2019) @3a1319

a

RUFAYNIRDE 0.05 Ja9uTaIn9INI&esns w0
3 i Januduiusarszning 0.375* i 0.692*
@]'ls'l\‘]‘ﬁ 2 mi@li’mﬁa‘i_lmﬂwmmzaumad"fmqua
Auds ALY anaulas ANMNANNHETEW I
(Variables) (Skewness) (Kurtosis) auls (Correlation)

SMM1.1-SMM1.3
SMM2.1-SMM2.3
SMM3.1-SMM3.3
SMM4.1-SMM4.3
SMM5.1-SMM5.3
SMM6.1-SMM6.3
SMM7.1-SMM7.3
SMM8.1-SMM8.3
SMM9.1-SMM9.3

-0.154 {13 0.638
-0.108 19 0.711
-0.315 fi9 0.621
-0.087 14 0.524
-0.135 14 0.679
-0.235 14 0.482
-0.113 {4 0.507
-0.324 f19 0.610
-0.175 4 0.605

0.016 19 0.752
0.218 14 0.682
0.193 19 0.759
0.264 119 0.821
0.105 i3 0.722
0.110 19 0.781
0.104 919 0.652
0.015 fi3 1.107
0.254 i3 0.856

0.352* §19 0.693*
0.360* fi9 0.634*
0.412* fi3 0.721*
0.330* fi9 0.723*
0.362* fiv 0.734*
0.421* fiy 0.764*
0.375* fi9 0.692*
0.386* 119 0.698*
0.315* fiy 0.667*

a1

Taiviine [0.75]

Taivhine [1.50]

Taithin [0.80]

ﬂ'mtamumi”lagmmuﬂna

andnanauazaluan1 I
mﬁé’m%ﬁﬁf@qﬂs:mﬂ‘ W afnsWauas
ATIIROLANUATIVBIFUULLMITANINIAAN N
‘uaag“{ﬂszﬂaumﬂsaamqmm%nswm?aaﬁuﬁqﬂﬁmﬁ
Fufwriunasnzigalede-1o Anawndudae
maamylanziedadnlsznay (Tl udusuauaas
(Secondary Order Confirmatory Factor Analysis) CRFY
naunfuiutayadlsinsddsuaniuannGgIwng
3358 Maitasananunaunduvesluiealuninsi
(Overall Mode! Fit Measure) WU3N§A&IWAEE & ba &
wA2s/MTw wisnnuduiass ((2/df) FA iy

4, (. wa o . o
2.768 SN NiNwKA LA ettasnin 3 (Sivan,

1999) awfynaaldun GFl, AGFI, CFl i uinmat
ANNNIIRAIBYINAL 0.90 uazawih PGFI Hunus 0.50
AWl (Byme, 2001) sudwiinnua i Rszauiasnin
0.05 Wuiaaf RMR, RMSEA fwinossiffavua'ly
WA IN% (Kelloway, 1998) Snﬂzagﬂuuuﬁﬁ'wm‘f n
@198 AU AT 91T o (Convergent Validity) 35
Wasandinauiied widelaseasre (Construct
Reliability: Pc) 8¢3:1319 0.633 14 0.753 uazlagsw
WAL 0.872 MNEIAY TIHIWNUHABNNNTT 0.60
(Hair et al., 2010) wasddnimiinasdisznay (Factor

o
A . @

' ' A '
Loading: A) atj3zwi19 0.565 f14 0.762 TailAAI U6t 0.30
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Awly (mamysrﬁ) A9AN&IVBY Hatcher (1994) 1171

UauaTINa1n NN BLY V4810V T a3 LT 9
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(Average Variance Extracted: Pv) 5% 114 0.366 &4

AL o ' = A 'y o A
0.504 2zA6161N731 0.50 AAN TIFDAARBINLLIIAG

984 Hatcher (1994) il atduituhliNansanidrany
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8901znay (Factor Loading) Famsfandond 0.30 4
o (@duysol) unu sﬁawanﬁﬁ'wmgﬂtmﬂuﬂ%ﬁ
F3a9U3Enaudy 20 42198970 9 898 UsEnay
iiasaneiwiinesdisznay (Factor Loading: A) Hn
ot 0.30 Awly (Kiine, 1994) #9@131971 3 Wiawny

uraaLdwnng 2

{ & A v A . S-S
Wanwdalasai9T4aTuInnI1 0.60 LazAtinniin

= I3 % a @ A A 4
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ataw ufwranasnizinalaia-19

a9AlsznausluuunsIANINIIRAIARRI A R’ pc pv
asdilsznauil 1 Tadpilsz@ninnnisgulaasd (SMM1) 0.629 0.396 0.687 0.424
o o A PR o A ' '
24707 1 e laanamsdsean Taanas uazidawluengg sening
u q
v e A o . , L e 0.598 0.358
Had uAaaennutilalunsinuiinnu
o Xo A oo o . oA Aa a A a a a o
5307 2 §30 eI RAMINAUsEanTmwuazdnsUndasdansue a6
U UG
o . a o @ e e 0.721 0.520
puUtuAvasmenuwsiulunnadiaiuanuduademadudaiuayu
o Yo 4 D e oA o & a ] “ o &
MTIAN 3 MIUBITRIRLIUNIYNETNMIAMNAAWN UseTFUNBEATLII9T Uaz
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¢ A o L ] a
asadsznaui 2 fasanisdidinsinluasrGuan (SMM2) 0.623 0.388 0.735 0.481
o Ao 4 . o oA v A a A A o o ., o oA o
MIaf 1 MIwdsawimldiatanTruRiasiiiotasnssansudsiuim 4
anavduilaammuiiv ldlidunvesassud wu vesfissinfnngzl
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o e a X v oa L . A o , 0.710 0.504
Unfimszaum@ 1§arNuNLA (Limited Edition) WaanannulaalduiazaIy
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o Ao 4 . oA v a P v a
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Hadausfidulunssiimfisuiinsesanfud
asadsznaud 3 tfadunisdstaSunmnansatas anal (SMM3) 0.625 0.391 0.753 0.504
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MIaf 1 MIwdsuimianuiduleantnvasdindsinliidanmwansoifiaee
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M13199 3 (da)

a9dlsznausluuunsIAMINITAAIARRA A ¥ pc pv

asadsznaui 4 TaduRnin (SMM4) 0.705 0.497 0.694 0.431
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Ao A4

M7 1 anusulanndlinisaiuawuinAwdssianideidannnininim
U 9
“ 0.682 0.465

rinnfinaznIafAmNidununais g an
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aTian 2 mninfmlufiuildmasivayuldidunSiswee sldnugiiaecyild

o PR 0654 0428
anfudvasasdnaduniiinuniu
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o o ¥ 0.633 0.401
aummaagsnwﬂs:awﬁmwmﬂmu

asdsznaud 5 Tesualuas (SMM5) 0.695 0.483 0.702 0.440

7 T
o Ao A

W oo o o X &
A TIaN 1 ahlasﬁwwﬁvlmumsauumgua:miuunﬁwwﬁmmmﬁ‘uu 0.638 0.407
o Xo A o o a o o 4 a A @
MIIaN 2 MInIsiuaunianuieydesluasAimwTznn bl
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. Lo L 0659 0434
sivaywaziFoTouguisludwindszanumaaiiedia

o Yo A Y o o { A
aTian 3 myjngnwunualusimnduseuniaifes 0.692 0.479

asadsznaui 6 TaduRanssa (SMM6) 0.601 0.361 0.633 0.366

ATIAN 1 MITAMIASLAUITINFBNADWANMNTULITUAWIVRITIND
q q

. o N 0.649 0.421

wl‘mmsauumgul,ﬂuﬂaﬂswwmaulaagna‘mu

o o d s v a Lo >
A1T9aN 2 miaanuwaum"uaaﬁsnﬂuamuLL"JN“JJuﬁwm’lmmnimumww‘la
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dagafialed

fT30 3 MisananTINALAS LTUNIBBNYN MIRABNNEITIIRIURAN
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ﬂﬁdﬁ'ﬂgiﬁﬁ]

asdlsznaufl 7 Tesadasnedasns (SMM7) 0.653 0.426 0.739 0.486
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o Yo 4 o o v o & o o ' a
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asAlsznaud 1 Thdvdszdninwnsgdansd (A=0.629)
#1830 SMM1.1-SMM1.3 (0.598<A<0.721)

asdlsznaud 2 Tasumsfsmnuluanaud (A\=0.623)
61770 SMM2.1-SMM2.3 (0.671<A<0.710)

asdlsznaud 3 Tasumssaddunwansoinniud (A=0.625)

#1130 SMM3.1-SMM3.3 (0.662<A<0.762)

M3IIAMINIIARIA asdlsznaud 4 Tasarinfim (A=0.705)

fimzaslsanu T30 SMM4.1-SMM4.3 (0.633<A<0.682)

a A 4
AAEINNITULATDIAUN .
g asdlsznaud 5 Taswaluas (A=0.695)

adnuAa AN o So
’ #1770 SMM5.1-SMM5.3 (0.638<A<0.692)
(SMM) . P L
a9ailsznauh 6 Tadufanssu (A=0.601)

61770 SMM6.1-SMM6.3 (0.565<A<0.649)
asalsznauf 7 TasuTasmimsFems (\=0.653)
#1130 SMM7.1-SMM7.3 (0.685<A<0.712)
asdsznaud 8 Tasumssrwmsanuazain (A\=0.662)
#1130 SMM8.1-SMM8.3 (0.620SA<0.734)
asdisznauii 9 thigmsfnuguazadaidng (A=0.707)

F155A SMM9.1-SMM9.3 (0.605SA<0.740)

X2 =1,442.128,df=521,GFI1=0.951,RMR= 0.047, RMSEA = 0.042
N9 2 Iumaam‘ﬂﬁzﬂaugﬂLLuumﬁmmsmsmmmﬁwwmaa;&”ﬂs:naumﬂﬁamqmmmssuLﬂéadﬁu

n' v v a ' a a
‘Y]ﬂqﬂﬂ &lﬂﬂ']uﬂw’]ﬂ']l]ﬂa'mﬂ'nz'lf](ﬂIﬂ'J@]—‘] 9

a;ﬂwaﬂﬁ%’umnmmaﬁ 3 a9Adsznay
sUuuunIIanIINIaaIafinizedflsznauns
Isamuqmm‘vmﬁum%‘aoﬁuﬁqﬂﬁ'uﬁﬁwuﬁww
(sMM) Tasensinviinasdsznan a9il asdilsznan
@1 Jaspdszansnw n1sguaud (SMM1)
(A=0.629) a4f1sznau 2 Tasun1sddinianly
aTEue (SMM2) (A\=0.623) asfilsznaud 3 a5t
MIFURINAINANBAUATAWAT (SMM3) (A=0.625)
p98Usznaud 4 Tasuinfing (SMM4) (A=0.705)
p381Usznaud 5 Tasualuss (SMM5) (A=0.695)
assdsznaudl 6 Tasufianssw (SMMe) (A=0.601)
p98U3znauf 7 JasuT09n19n15q0815 (SMM7)

(A=0.653) 836U3znaun 8 Jasun1561m28AY

gzan (SMM8) (A\=0.662) uazasflszaul 9 Tase
MIMAUQUATaIaIANT (SMMI) (A=0.707) aziAn
lddadsmatinuguazetasdns uazdadbinin
ﬁuLﬂuﬂﬁm”ﬂﬁ';jv’%mﬁaaﬁnﬁqiﬁalﬁﬂ'smﬁ']ﬂ“’@
AUALA
§1195n135AN1IN1sAaIAA NI B 9
;\J}”ﬂizﬂaumﬂsamuqmmﬁmwLﬂéaaéuﬁ'qﬂﬁwﬁ
Muinivinunatsn1izigalaia-19 Walndueay
wmadansianeaedesftsznauiidiuduauay
g0 neititesannainunauninassluiaaly
MW WUIFAFIuAFAG A aLAIS/ANT WL
anududaszdanvinny 2.768 (Silvan, 1999) aud
nnaldun GFI, AGFI, CFI 2 0.90 uazazf PGFI



2 0.50 (Byrne, 2001) 82%aT%H RMR, RMSEA <
0.05 (Kelloway, 1998) 3tuuulianuassifanian
Tagdrauidasuigalassadng (0.633-0.753)
Tagsauriniy 0.872 = 0.60 (Hair et al., 2010) uas
fid1iminesdUsznay (0.565-0.762) = 0.30
Hatcher (1994) lasldaaudayauauuin A

Tadpdszininiwmagdausd (A=0.629)
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1. AMNWANTIYWLIT NIFIANIININAG
ﬁwwaﬂsamuqmm%nswm’%‘aaﬁuﬁqﬂﬁ'wﬁﬁm
Avrunainnzigalaia-19 lasswluszauun
(X =3.74) Tapdn1ssanisaaaszauuiniioa iy
Ja3uNIIRILETNNINAN B ATIAUA (X =3.91)
Jasun1sddruiinluasfud (X =3.89) Tasn
UszAnsaiwnisgddand (X =3.81) Ta38%04114
§o813 (X =3.80) T298n1981iUQUAT0I83ANT
(X =3.70) T123uM13861U28ANNETAIN (X =3.69)
Ja3uuniw (X =3.66) Tasualuas (X =3.63) uaz
Ta38AanT30 (X =3.58) ANNA1AL LAUAITIH
Wik g niisstaananawulouon1iiess
NIAfIAULUUYIWHINIT (Integrated Marketing
Communication: IMC) Nﬁ&lwmu%mﬂwmﬂgmmu
Aanssufimunzanlosldinsasnuiolald (Logo)
Wuasdyansol (Brand) #115U aaﬁmgsﬁaﬁﬁ
ahm'auqﬂﬁ'wﬁmuﬁamsumiﬁwwas;hwial,ﬁao
I@ﬂmwwzﬁwwﬁﬁwamqw‘@uaa founaz 83.7
t9alafuan Yauar 73.0 waznag'lne Sauas 60.6
ATURIAU T,@ﬂaaml,mmf:amﬂ'nujl,ﬁmﬁ"‘u
AMNANE IR UATULAZHNANT AUARAINRANE
ma\'nh:m‘nﬁwﬂ@ﬂﬁ%mﬂmuﬁm%aﬁaﬁwﬁugLLa
atnamanzan aaoaandmsUsziuisnon seuing
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NTaNNIAAAIY (Monitoring) LAZINITUNAR D
amsTuadatitaslanauduannn
2. 89AN1ATINTIURARINNTTY
A A A o & o a o o Ao Ao X
WnrasaungduAdwimeITihd sianwa
I ltidudnuuunseluiaaiialssiinn1saanns
= ' I [ A
amafimagidunnaspusensulasaina G9ena
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(Partnership) lun1sAnauTuaNL BN LIRS N AT
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AAINIAMIARUARUNITUNUN I AR UUAE
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(Personal Media) RONINTH (Mass Media) uazie
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Equation Model Analysis: SEM) liNaAu#102ul 5N
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Abstract

The main aims of this research are to construct and compare models to predict the change of Customer
Lifetime Value or CLV level in two consecutive years. The data used in this work is collected by a case study
insurance company from 2018 to 2020 containing the following features: gender, the number of consecutive
years with the company, the number of active policies, the total insurance premium, the total coverage, the
total policy profit and CLV level according to company criteria (Standard, Plus, Extra and Ultima). The data
from 2018 and 2019 consisting of 541,371 customers are used to construct the ordinal logistic regression and
Random Forest models and to check the model accuracies, respectively. Then the data from 2020 consisting
of 1,029,001 customers is used for predicting future CLV.

The results show that, in term of predicting CLV, the Random Forest model (75.01%) has a higher
accuracy than the ordinal logistic regression model (65.60%). However, both models cannot be used in
detecting the change of CLV level providing the accuracies of 15.57% and 25.74%, respectively. After adjusting
the predicting threshold criterion for the ordinal logistic regression model, the total accuracy and the change of
CLV level accuracy are improved to 74.60% and 52.16%, respectively. Therefore, the ordinal logistic regression
model with the new threshold criterion is selected as our final model. By using the final model, the 1,029,001

customers are classified as 40,786 Standard customers, 809,951 Plus customers, 168,389 Extra customers,

and 9,875 Ultima customers.

Key words: Customer Lifetime Value, Ordinal Logistic Regression, Random Forest
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was CLV (y) Ua.a. 2021 1dadszidunana
WNNzENTaIaanuuagiefiosur el lunis
ATIIROLAN UL WEN %ammma;ﬂ"lﬁé’amwﬁ 3
uae 4

v
o

wananitemisoitgaldaauuutredulu
myensitiAfianudAysdaszay CLV uas
mawaouszey cLv lagldmsiemeigudszding
20930MINATNEFnanasaeia@niTIaual uas M
Mean Decrease Gini 284 #3uUU Random Forest

wadanIsuisulssiniawaauuy
wazlddruuuiinuzauuda Hidwazvinnng
wonIalszay CLV ve9d 2022 laglidayaads
(x) 2891) 2020 FIBEMLLAINEN? FINTNT 4

x (2018) [—»| CLV (2020)

Trainng set

x (2019) —» CLV (2021)

Test set

x (2020) [—»| CLV(2022)

MUUUOUNG

2NN 3 ﬂ’]iLLﬂx‘l‘]ﬁ]@]’!ﬁ]Hﬂ

I ———————,.
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r

x (2018) l_l— CLV (2020) ]
v

Owding logslic regression

Random Forest

'

x {2019)

pracic

CLV (2021)

compars % actual l
ﬂ CLV (2021)
% (2020)
¥ Predict by the best model

CLV (2022)

X (2019)

pesdict
CLV {2021)

4 & o A s
NINN 4 VUG aulummumi’mu

NAN13228

v
v AaA e

A ¢ A A a o

nwldpiidanszadinanIsuisudn
LUUNISOADBYRIRGNLTIOUAULAE Random
Forest f.%m%'umﬁ‘ﬁwmmz@‘i’ugmmmaagﬂﬁﬂu
Jezen? LAz eMTAsUITAY CLV SINNT
dnwidadpfifianuidydeszau cLv laslddaya
AN IUIU 541,371 M VBILTENNIAANIN Uz
115unsu R-studio (RStudio Team, 2020) WAN1T
a ea o X
Sz ndasil

1. ADANITUWIVDIUILNANB

NNA154N 2 gﬂﬂ"waau'%ﬁ'ﬂnﬁﬁﬁﬂm
Tulla.a. 2018 1 uNAT Y TRUAT 50.09 LATLNA
iy 3088249.91 UazdsTwinnsusyningsling
'Y A & o A )
AuATadlads 1.30 n3uryd wauddugnen
' A a ° & a
daiitastads 3.40 U Mlsvesnsusisisiviaiy
1,118 U HoUseAUALTINGAE 31,925 UIN LA
nuﬂs:ﬁ'mwmﬁm 1,749,132 U waztlada.a.

o A

2019 anega H909031UINNINTITINGIANa

¥

@jfumaamﬁu 1.237 n3u5334 wndnduand

U

dolflonady 439 7 m'lsesnsusssdiuiade
13,9310 1 pdseiuiTiueas 37,0610 uaz
nuﬂszﬁmwmﬁm 2,025,135 11N
uanmnﬁgnﬁwaw%ﬁ'“nﬂsﬁﬁnm Tud
f.4. 2018 lAYNIATTAVANLN AT MUAIVBIANAT
3282817 (CLV (2020)) wuidulnajazagluszey
Standard mﬂﬁq@ Touaz 42.88 309893108 I2AU
Plus Y888z 33.46, Extra 3a8az 20.00 kaz Ultima
Youaz 3.66 AN&10U wazluila.qa. 2019 (CLV
(2021)) anedrulngazgniaetlusza Plus an
'ﬁqﬂ Youaz 37.36 T9989N1A8 32AU Standard 388
8% 36.00, Extra Sa88% 24.01 ez Ultima a8y
2.63 AUEGL (@397 3)
daugndrvasuTEnnididnus lule.q.
2020 (JuweaTY SoUaz 49.09 ULATLWAWIY SoUas

ed o a

50.91 LLa:ﬁa‘hmuﬂiuﬁﬁmmuwaﬂ:uﬂsaamﬁﬂ
1.20 NTUBTIN {hmuﬂﬁLﬂugnﬁTﬁeimﬁaamﬁﬂ
3516 0 flsvasnsusssdsiuiadio 9,722 un
{ndseiuinsinais 30,755 1 uas nulszin

IRY 1,647,247171 (131971 2)
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M199N 2 ﬁﬂ@]w‘iﬁm%’]"ﬂﬂ\?ﬁ"ﬂﬂﬂ"ﬂ']l,lauﬂ@']llﬂ
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Tos 2018 2019 2020
mean sd mean sd mean sd
e T8 (n ] %) 271,200 50.09 271,200 50.09 505,125 49.09
wild (n/ %) 270,171 49.91 270,171 49.91 523,876 50.91
ﬁ]o’]u’Juﬂi&Iﬁiiﬁﬁl gﬂﬁw@@jﬂﬂiﬂﬁ 1.304 0.567 1.237 0.559 1.20 0.48
Fwmdfdugndndatiles 3.397 2.679 4.389 2.674 3516 2.82
flswesnsusssdng 1,118 62,617.31 13,931 31,529.15 9,722 48,254 43
ddseiustosy 31,925 33,883.02 37,061 36,132.5 30,755 34,539.32
nulsziuny 1,749,132 3,142,649  2,025135 3,129,640 1,647,247 3,099,994
A5197 3 ﬁ‘i'm'mgnﬁ'fl,ul,wiazizﬁunﬁjm'mmmsﬁﬂqmmgﬂﬁﬂsmzm'a Fuwnaud
32AU CLV 2020 2021
n % n %

Standard 232,138 42.88 194,893 36.00

Plus 181,129 33.46 202,241 37.36

Extra 108,234 20.00 130,003 24.01

Ultima 19,870 3.66 14,234 2.63

]
~

2. HaN13ANBITIVUNAINAADTEAL
AMAIZBINA B IZLZYY

msﬁnmﬂa'ﬁ'ﬂﬁmNa@iaixﬁuqm@hmaa
gﬂﬁ'ﬂmw:m'sﬁwﬁaLmi_lﬂ'linmnaaaa%‘aﬁﬂl,%a
9%AU WAz Random Forest WUI1@LULNT
nanaunedaandieusy Saudsininanouas
@131971 4 U8T 6 LAZAIULY Random Forest H¢n
Mean Decrease Gini 63wl 5

MNAWLLIANDLRDIFANTIOUAL WU

o

nnfaduiinadanisvinune CLV adhaiiiadndmy

()

wazdnaluiiiuandaszay CLV uniiutfasanu

q
(3

Uszniu (SI) uazdadundaniga de tafifud

ﬁaaﬁ'gﬁﬁawaﬁaﬂﬁqﬂ o we (X)) Fefldudszing
0.0434 uazaursndouidusunisldassunisn
(9), (10) uaz (11) lawl# 1 ununga Standard, 2
UNUNEY Plus, 3 UNUNEY Extra L8z 4 UNUNFHN
Ultima waz saudls Gender (X;) Seuiun 1 1ol
weme uazlaniu 0 Waidwweandgs
§1%SUGILLY Random Forest Lil @
wsanaNudagaasanlslunsvinmeaines
Mean Decrease Gini &2 Wu31a2ul 374
mwéwﬁtgﬁq@ﬁa nudsziusiw uaz i'lsves

o o A

ﬂ?&lﬁi'ﬁ]{i?&l lummzﬁ LW ﬁmmé’mmuawq@

o

~ v v @ A a_ a o o
PIRDANNDINUAILUUNNINANDUNDIRANLTIDUAD

fnlsvasnsusrsiufiaulszans 7.8741 s FInwi 5
397 4 WaMFIANEENsannasaaIsanTIs UL
Attribute Value Std. Error t value

Gender:Male (X,) 0.0434 0.005795 7.488*
ActivePol (X,) 0.2035 0.003197 63.665*
YearContinue (X;) 0.2017 0.004224 47.753*
Sl (X,) -0.1622 0.004592 -35.316*
Premium (Xs) 0.6622 0.006646 99.645*
ProfitAmt (Xg) 7.8741 0.024651 319.387*

*3xAUnpdIATY 0.05

|
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M3197 5 WA Intercepts vasmslanzinmInanasaeiadniiionay

Case Value Std. Error t value
Standard | Plus -0.5566 0.0048 -114.9588
Plus | Extra 2.2724 0.0061 370.6365
Extra | Ultima 7.0610 0.0167 422.7790
P(y<1)
log (P (Y>1)) = —0.56 — 0.04X, — 0.20X, — 0.20X, + 0.16X, — 0.66X; — 7.87X, 9)
P(Y<2)\ _
lo (P(Y>2)) = 2.27 — 0.04X, — 0.20X, — 0.20X, + 0.16X, — 0.66X, — 7.87X; (10)
P(Ys
log ( ( <3)) = 7.06 — 0.04X, — 0.20X, — 0.20X, + 0.16X, — 0.66X, — 7.87X; (11)
P(Y>3)
ProfitAmt o
Premium o
YearContinue
sl o
ActivePol o
Gender o

0e+00 2e+04 4e+04

T T T
Ge+04 8e+04 1e+05

MeanDecreaseGini

AN 5 N3INUEAIAT Mean Decrease Gini 9n@2L UL Random Forest

3. Han 1Ll BN BUAIMVU N THIWY
STAUAMAIZDINA I3z8E)

mMISoufisudanuuiinansudnsy
natwsszaugudzasgnd luszozan lals
Tayaand131uian 541,371 e Ja.a. 2018 e
®FINAMLLATNIINANua AL TIawaL (OLS)
L8z Random Forest (RF) LLa:’lfﬁ”iayjaflﬂ.ﬂ. 2019
WaSoufisudssaninmneuuy Tdnassnna

7 6 WaY AN 7 WUIT Arauningrluns

MU18326U CLV lun1wTI8289@2UuL Random

e A a a a A . o
Forest L1YiNNU 75.01% T9dUTz@NTAINANING
wuuMInanaslala@ndigIauay (AN =
65.60%)

@
A o

%8NINNHAIULUY Random Forest 461
mmLL&iuL‘hﬁgan'h@ﬁLmumm@nauaaﬁaﬁm:ﬁo
awaUl®HITAY Plus WAz Extra &§3UAULUAIT
nanasaadaanidsauauianuuaingininninle

MI¥I852AL Standard waz Ultima

M990 7 nanuudngrlunw ﬂﬂﬂifﬁi:ﬂuﬂﬂmﬁ’lﬁl ao@nﬁﬂmw:ma

32AU CLV OLR RF
Standard 97.49% 95.31%
Plus 42.59% 59.63%
Extra 51.64% 68.79%
Ultima 83.46% 72.50%
ERTY 65.60% 75.01%

|
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= . . o a o 9 . 9 o
®191391N 6 Confusion Matrix mmummm:mlQmm‘uaagnmim:mma 4 3:9U

Actual CLV Predicted CLV (2021) OLR Predicted CLV (2021) RF
(2021) Ultima Extra Plus Standard Ultima Extra Plus Standard
Ultima 11,880 2,263 70 21 10,319 2,444 1,456 15
Extra 43,845 67,134 15,649 3,375 14,468 89,425 24,761 1,349
Plus 2,885 21,896 86,144 91,316 921 19,613 120,598 61,109
Standard 640 1,805 2,453 189,995 378 1,592 7,168 185,755

WHNLIAA: AIUUUMNINGD aﬂaa%z@ﬂL%ﬁé’uﬂ”m:gnﬁadﬂﬁﬁwm przauniianuinazduginge

4. Han1sLSeu suAILLUTINWIENNS
a o ' [y
vﬂaﬂm:mnQmm'ﬂmgnm‘lm:mma
anarsaa e ngrlunisvinuny
Lawwzgﬂﬁﬂuﬂ 2020 NinIIURswIZALA AN
vasgnaluszozanalull 2020 $1wan 103,178 au
WU AILLUNNTAD0La0IANTIaUALITTAINY
' ° . £ . e
wiugWYAY 25.74% T9§94n9162UUY Random
Aa P o A ' I
Forest NAANUUNUENNEY 15.57% aen9lsAaw
5. HANITILATITHAMULUNITDADN DY
Aa a A o o A jo I'd = ~
apdaanLmIanaunUsunai Wsuiay
NN UIs UL UYI w8
VREUTTAY CLV 138 RTININTMIN YT
' A . A o A
A1mTdiaas (Parameter tuning) G9ainaziiawlu
1°ﬁmia§'1m”'sLLUUﬂ'}iL’?Wj@T’mm%aa (Machine
. <A P o 3 '
learning) %wfa azAMIUTUANIMIa NN
YPIAIUUUNITNANBLRDIFANLTIOUAY LA8AT
NITMINARN N LIRS I UN T UIBTEAY Plus
e Extra Ya493LULUNNTNAD 0L IFANLTIOUAL
A o . o o A A
#91108N3162 UL Random Forest @3e131971 7 G4
WlasnnanuLsadIzdntgiauaunazyinuigly

o

93201 CLV Nianuinazidugiga Favilauuy
A A =

NYADVIN

9

& o v Aa e A
wmmm“msmuwuaﬂmuga fa
Standard AaudNININ AINUINWITLRIIUTULN U
AN T UVBIAILLUNINAD B ADIRANLTS
BUAL a5

1. AIBUUITHAIWI8IEAY Standard n
dawlla mﬂmhfa:Lﬂuﬁa:aglmzﬁuﬁmnﬂdw 0.8

2. winanNzduszal Standard ftas

1 o a G 1 = >
N1 0.8 zMsiUIsunauanuaz uszau
Plus, Extra 4az Ultima wazvinue'ldgsszaund

mmmauﬂugaﬁq@

[ e [% & A 1 va
waninusihgnaiaduine laldiinag

el diszau Standard annifinldifiasanngdy

A o =

uummu‘nmnn’hmjuﬁuﬁam]”wmn WA LW b

e

duuusmuITniwsand1nasuizay CLV
panubauIn
21NA1I14N 8-9 LAAINANINN LA U
TasTnlumsyinuiasz=au CLV (2021) vadaauuy
NNINANBUABIRANLTISUALNUTULNMNANNUNRE
" oA Y o
W du wod Sdenuudwigadn TasLNudn
A a X o
27N 65.60% LU 74.60% TILANTU 9% NG
LUULANTINNIA IR N BNl uIEay Plus 210
42.59% 1l 74.39%
A ° A
AN 10 BLRAINANITHNUIENTURDY
o A A o °
32U CLV F9azNansananuuineg lunisvinune
NS R UTTAULYNANNTEAUVDILARENT O LG
NINNA 12 NIEL Iwﬁa‘hmuanﬁwﬁwm 103,178
A A ' ' A a Y
ﬂumﬂawvl,ﬂlmmaznqu WaRansananuwanen
“uaaﬁ";LLuumsLﬂﬁwﬂ@imzﬁmsmﬁmwngﬂﬁwﬁ
f12597849 CLV (2021) dnsiddsuszavldann
CLV (2020) waz ﬁﬂmmfaaa:ﬁmiﬁmwmju
CLV (2021) @34nUF1 CLV (2021) qu:’Luna;uﬁ
A Y o A . @ A
F91dNaaI915197 10 WUINGIRLLNNITNADBLAET
RANLTIOUAL (USULnDUN) mmsnﬁwmﬂgﬂﬁ']‘ﬁ
§ I o A o X \ o
wasuszaulans 52.61% SaWawdnanneanl sy
LRI 25.74% FINNINAMULNUEINTIAIUU Y
Random Forest ﬁﬁﬁmﬂmﬂﬂﬁwmjﬂeﬁﬁm
15.57%
=1 1 Qs |J
wnNadanzanad tlazwuinawuulnii
° v A A o £ o
s wsgnd il dewszaudn 1 seaulaln
LNOAMANIN hsAa Standard > Plus, Plus -> Extra

uaz Plus -> Ultima #1619 64.2%, 50.8% uaz 61.9%

|
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udeU Funsiwgandfifuuizauad 1
‘i:ﬂwuﬁayﬂ,ummemgﬁ fa Ultima->Extra, Extra->Plus
e Plus->Standard VL@W 42.2%, 34.5% Lar 20.1%
ANNENOU luameNaLuY Random Forest WNUae
' ° o A A o o =
"lmmmsnmu'mgnmwLﬂaymmuvl,may 24
VA BaLe Ultima->Extra wae Extra->Ultima t¥inuud
A9 v, T ' o v A
filddanuududraglunueiniulea de 21.5%
WAY 24.5% ANNAAL
ai';umwu,sjuﬂﬂumiﬁ'lmﬂgﬂﬁ”’lﬁ

| % o X @ =3
WaswIzay 2 s:@m"nuvlﬂ (ﬂ’JLL‘U‘LISLVﬁN%ﬁ’]N'ﬁﬂ
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FweldiResn s oussay Plus->Ultima lagvi
Tdluszavfiaae 60.0% luameisauuy Random
Forest unuazlianunsayiim Ugnﬁwﬁm?}'ym:ﬁu
2 szoudwld lunaaidsanivldiay agnelsfiay
msﬁ"l,sjmminﬁ'lmUgﬂﬁ'}ﬁmﬁw 2 szaulenin
agluadiuaranuioaguda 89211013
LUﬁUuLLUmaamﬁ”'nﬂiziﬂmfrvlsjuwa:gﬂﬁwuwﬂ"L@T
@T’JUiayjaL%\aﬂ%mmmaoﬁﬁaumﬁﬂﬁ LAZD19
Lﬁ@mﬂﬂmyﬂmUuaﬂﬁ"l,sja'm'lsnﬂwquvl,@”

@1319% 8 Confusion Matrix a%m%’uﬁwmm:ﬂ“uqmﬁwaogﬂﬁﬂus:ﬂ:m's 4 szaulau@InuUMInanayaad

RANLTIOUALNUTLINIHN (OLR : UTuinousi)

Actual CLV Predicted OLR (ﬂ%’ummsvi‘) CLV (2021)
(2021) Ultima Extra Plus Standard
Ultima 11,879 2,264 79 12
Extra 43,845 67,134 18,125 899
Plus 2,885 21,896 150,439 27,021
Standard 640 1,805 17,864 174,584

A19190 9 ﬂ"]‘ﬂ’.]']1]LLSj%ﬂ’lluﬂ'ﬁWUﬂﬂi{ﬁitﬁﬂﬂmﬁﬂﬁl aa@nﬁﬂus:m:m’aﬁ’mﬁ"uﬁ’a LULNINANDYATFEAN

FeauaunUIuinaed (OLR : Usuinm)

2@ CLV OLR (USutnms)
Standard 89.58%
Plus 74.39%
Extra 51.64%
Ultima 83.46%
N 74.60%

6. n'lsﬁ'lwlm:ﬁuqmdwaagnﬁ’ﬂ%
szuza lwanwian

nWan IS UisuFIL LRIz EY
FINITUNIIAIWI892QU CLV WUDT @ILDUNNT
nanagaadsanI T uaLAUTLInMe TUe S nw
TagsrnAnduanlnddsesfudauuy Random
Forest wavszansawlunisviiwisnisiddon

@ ' a a o ;
JTAUANIAILUY Random Forest 410 3M4138%

Felfeuuunisnanaysadadnifesuauilsy
innsilumavhneszaugmazasgndluszaze
luauraa (CLV (2022)) drogadayai 2020
$IMWAUNIF 1,020,001 T8 wudwgnﬁwmﬂmy’gn
ﬁmm’hagﬂmzﬁu Plus ¥1nga Jouaz 78.71
789890178 AU Extra 30882 16.36 Standard
9882 3.96 WAz Ultima 58882 0.01 @1N&10U

(7199 11)

|
s mssamssaiplng 99 20 207 2 (NINgIAN — SuNAN 2565)



A13199 11 aﬁ’wmugnﬁﬂul,wim:ﬁ'w asguuuluauiaa
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CLV (2022) OLR (U3utnmwi) Souaz
Standard 40,786 3.96
Plus 809,951 78.71
Extra 168,389 16.36
Ultima 9,875 0.01

a13199 10 SuFaNEnNdnmalfsunguane1ae (CLV 2020) 1w CLV20221 drunnanu@inuy

Actual

Actual CLV 2021

Predicted OLR UULnausi (CLV 2021)

Predicted RF (CLV 2021)

CLV 2020 Ultima Extra Plus Standard Ultima Extra Plus Standard Ultima Extra Plus Standard
9,507 3,797 0 0 9,085 1,935 0 0
Ultima 10,345 8,999 271 255
(91.9%) | (42.2%)  (0.0%) (0.0%)  (87.8%) (215%)  (0.0%) (0.0%)
1,493 48,916 3,780 0 592 85,637 1,008 0
Extra 2,412 93,354 10,939 1,529
(61.9%)  (52.4%) (345%)  (0.0%) (24.5%) (91.7%)  (9.2%) (0.0%)
879 14,421 118,316 1,106 0 2,316 110,814 1,632
Plus 1,464 27,282 146,884 5,499
(60.0%)  (50.8%) (80.5%) = (20.1%)  (0.0%)  (8.5%)  (75.4%) (29.7%)
0 0 28,343 173,478 0 0 8,236 184,178
Standard 13 368 44,147 187,610
(0.0%) (0.0%)  (642%)  (925%)  (0.0%)  (0.0%)  (18.7%) (98.2%)
Aa
aniusgua

a g v =4 = Qs

NI ladSouifisuanuuniTaanay
§03FANLTIAUAY WATAILUY Random Forest
Tumswsnsnlzauguanvesgnaluszozen uas
mMaUfsuszay CLV luauwaea Nan1s3Isawuii ¢
WUU Random Forest danuuangrlun1svitme
J2@U CLV °JJaagnﬁﬂﬂmmmﬂndwﬁuuums
09NaRIRANLTIOUAL Imﬁmmmuu’uﬂwagﬁ

A ' & o o ' A A
75.01% mdagiummmmamu% wAUITENTA N
AT EMTUREUIZAL CLV §1N31a3uuunIg
NANAUADIRANLTIOUAL LAZLHAIINNALUNNT
DAD0URIIRANLTIAUAY lasnaluinazvinuely
o A o ' I A I o
mﬂqwl%mmma:mugwq@ wasiduaauuy
F1UT0UTUL N M A2 N U T UL N a LW Y
UseanFainvasanuyld 9uddaidsauanis

dsunamanuinazidusssdnuunsnanasand

gANLBIAUAULNaL LU ST AN TATWI UM THNUNE G
BRINNUTULNUHLED WLIIAIUULNITOADDEY
sadadndIauaunUsuinmsidanuuingrlunng
WUINTRITAU CLV 1a8ITINLATAITNEINTIINIT
§ o A & A o o
WRBIZAY CLV LANGITU TIRAATDINLIY
wananitnsUuInmsiaNtnaz dulunsvinune
getrsunidynidayalianga (unbalanced data)
lasmadsuinuaildvimneld Sangulngidaaa
' P-4 A o ° o . Aa
wazdugadu Lwaﬂamumsmmﬂﬂmﬂ@um
e lwnguinawinly
=2 < ~ =
lunsdnsassdaly arsazinisAusiy
TN 9 NMINITTINAFBITTAUNFUATRA VDY
andluszozend ldun 1old snuzniwansa
A & v A o a A a o
213w Hudun iathuiwydssinTainvasarnuy
1umsﬁ1mm:@‘i’un@'mjﬂﬁwLLa:V‘hmsﬁﬂm

LLWJI‘LISJT‘]’]EL?Jﬁﬂuﬂ@;umadgﬂﬁﬁ
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The objectives of this research were to 1) study the problems and situation of disaster management for
repeated flood area in Sena district, Phra Nakhon Si Ayutthaya province, 2) study the factors impacting the flood
management and 3) develop the flood control and management model. By using random sampling technique, the
sample groups for this qualitative and quantitative research were 85 and 382 people impacted by repeated flood
respectively. Based on the purposive sampling technique, 86 people from several sectors were selected such as
local government employees, village headman and so on. In order to collect the data from the sample groups, deep
interview, Focus group and questionnaire were used as research tools. Next, all collected data were analyzed by
using percentage, average, standard deviation and multiple regression analysis. The research findings were 1) the
preparation such as flood warning system, flood suction pump and the four requisites were arranged and distributed
to all disaster victims. Damaged structures and buildings were maintained and cleaned up. However, some
difficulties such as misinformation, lack of budget, delay and lack of cooperation need to be solved. Also, some
areas are located to be the water reservoirs in order prevent the flood crisis in the important regions., 2) leadership,
management resources, know-how and skills for the disaster management, community strength, communication
and cooperation can explain the changing of disaster management., and 3) the disaster management model were
separated into 3 phases. Firstly, planning process, during the flooding situation and the aiding measures for the
disaster victims

Keywords: Disaster Management Model, Repeated Flood, Sena District
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Abstract

The purpose of this study was to assess the social return on investment (SROI) of the Spa Lanna
business. The 25 samples were spa entrepreneurs, therapists, customers, and spa suppliers selected by
purposive sampling. Data were collected using focus groups, in-depth interviews, research, and a literature
review. The SROI analysis in six steps involved identifying stakeholders, mapping outcomes, measuring and
valuing outcomes, establishing impact, calculating SROI, and reporting. Data were analyzed using descriptive
statistics. The study found that the social return on investment of Spa Lanna business had economic outcomes
from sustainable income, well-known, and well-being and social outcomes from social collaboration and mobility
to urban society. The project has a net present value of 25.43 baht, the social returns on investment of this

project meaning that one baht on investment can obtain social benefits of 25.43 baht. The results show that

the project creates value for society and is worth the investment.

Keywords: social return on investment, knowledge set on Spa Lanna business
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