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Abstract

The purposes of this study were to study (1) examine the level of work-life balance among
generation Y employees in Bangkok Metropolitan Region, (2) investigate the level of organizational
commitment of generation Y in Bangkok Metropolitan Region, and (3) the relationship between work-life
balance and organizational commitment of generation Y in Bangkok Metropolitan Region. The study's sample
group consisted of 400 private company employees from Generation Y, born between 1980 and 1997, who
work in the Bangkok metropolitan area. Data was collected by distributing questionnaires and analyzed using

percentage, mean, standard deviation, and Pearson’s correlation coefficient. Correlation analysis for
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guantitative variables was used to test the research hypotheses. The results showed the overall work-life

balance of Generation Y employees in Bangkok and its vicinity was at a high level ( X =382, SD = 0.64).

Furthermore, the overall organizational commitment of Generation Y employees in Bangkok and its vicinity

was also at a high level ( X =3.80, S.D = 0.72). The findings also indicate a strong, statistically significant

relationship between work-life balance and organizational commitment at the 0.01 level of significance.

Keywords: Work-life Balance, Organizational Commitment, Generation Y, Bangkok metropolitan Region
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[ ¥
v

iwsesdleflflunsiiunurndeyaluasalifunuuasuny Fauseeniu 4 d fail
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fAfeld s fianyseiudadiiumafununadoyaiituneu fil
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nsldansAnnunasesuisdmiuudazdietu (fagn Navddyyn, 2549) ladsil

Sunsniady = Agean — Aean
Ut
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5
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MsuwdaAAzuY
AadY ANNNNE
4.21-5.00 NUNEH Lﬁué’wmnﬁqm
3.41-4.20 NUE WiLAEIIn
2.61-3.40 i rtalanN WinAgUIUNANg
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1.00-1.80 ERENAR Wiushetieniian

6.2 MIATEImANNdNTusEnItuaNgalunsihnuiuauyniusiessdnsveminny
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wwalstuNglunannumuastasUsuuna lagvinnsnaaeuauuigiu lngn1smanduussavsanduiusiuy

v &, A o v o w

W& (Pearson’s Correlation) TgnauginisiansaunAtanuduUszansanduius () NszautivdAgyn1sads

0.01 sisll (Fawn NdvdUeyan, 2549)

fAuviiu 0.00 RUNBA Tuifianudusiusiu

1A19813119 0.01-0.29  WuBdd fiauduiudiulusedus
1A1981319 0.30-0.69  MuBAN fanuduiusiuluseaunans
JA158%319 0.70-0.89  wwngil anuduiusiuluseauinn
fA5emi19 090099  wanefls  Tmmdusiusiulusziufigann
Aty 1.00 vanede  fianuduiusiuluszdugeiiae
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msfnuieseiteyaluaded adpnldlumslinsesidoya léun
7.1 addanssain (Descriptive) liun afosay Ainde wardnudsauuwnasgu weldussene
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wazUsuana

Vol 3 No 3 Sep - Dec 2025



Journal of Humanities and Social Sciences Thonburi University (Graduate Studies) 7

7.2 affdiveunnu (Inferential Statistics) b Correlation ievANuduiuSTEnIeALaLag

TunsvhanuiuanugniusiessdnsvemtnnuauuastunglunsannumunasiazUsuuna

NTOULUIANIY

AsEULIANNNT TSRS ANuEURUssENINIANaNnatunITTIN Ui UANNNTURRBIANTYDINETNIIY
WweLstuslunJwmumuATHasUT NmNa ié’mﬂumﬁmmwﬁLLa:mufﬁaﬁLﬁm%mazﬁamswﬁﬂi:Lﬁuﬁ
ddry wazimuadumuusiunaymulsnuusenaunie ANNENAa NI (Merrill & Merrill, 2003) uag

ANUENTUGBBIANS (Allen & Meyer, 1990) Fanmit 1

AuUsddse Aaudsany
AUANARUNITVINNY AURNWUADDIANT
1. fnun1svine 1. fuAusan

A

2. UNIALRE

A\ 4

2. HUATOUAT
3. Aukan 3. AUUIIVINgIY

4. GuNISRY fin : Allen & Meyer (1990)
5. pnuarteyayn

fiun : Merrill & Merrill (2003)

AN 1 NTOUBUIAALUNNTINE

NAN1599¢

A13197 1 Anafeuardiudeauuunggiu seauauaugalunisiauveninanuauuesduely

nunnImIUAsLAzUIIAma Tun sy (n = 400)
ANENRATUNITYINNIY X SD FZAUANUANLTIY a6y
1. fuNsvinu 3.92 0.63 el 3
2. fuATauAiI 3.93 0.73 ly 2
3. funan 3.82 0.77 el 4
4. funsu 331 1.10 Uunans 5
5. puaadyg 4.10 0.58 17N 1
59U 3.82 0.64 N

31NM15199 1 nudgmeusuuasuauliseduauaugalunisiaureninauauestunely

nyavNaTnuAsLarUsuama fsvduanufaiuresruaugatunsieulunmsmeglussduun (X = 3.82,

v
v

SD = 0.64) definsalusedu wui yaduliaadeeglusyauninisesdvivanadeanuintundes sl
pruaftyg (X = 4.10, SD = 0.58) 799a311A8 A1UATOUATY (X = 3.93, SD = 0.73) fun135¥neu (X =

3.92, SD = 0.63) AuLa1 (X = 3.82, SD = 0.77) LagaunIsu (X = 3.31, SD = 1.10) anuafu
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A13199 2 AnadeuardiuideuuunInggIy sEAUAUENTURDaIANTYoIN TN uUBLI T

NIANNIMUATLAEUSIUTA (n = 400)
AURNWUADDIANT X SD FEAUAUANLIY a1au
1. fuanuian 3.86 0.76 ly 1
2. funsAsey 3.81 0.72 1N 2
3. PUUIIIAgIU 3.76 0.85 1N 3
374 3.80 0.72 an

31NA15197 2 nugreukuvasuaulisERuAINgNUesIAnT vemtnnuauuestuely
nymauAsWarUIHMNa lunmsimeglusyduinn (X = 3.80, SD = 0.72) Wefnrsunlusiedu wud vn

sudianadgeglusyivinnisesdsuaiadsanuiniumdesdsil suauidn (X = 3.86, SD = 0.76) 50909

fg AuNIALeY (X =381,5D = 0.72) WAZATUUTINIAGIU (X = 3.76, SD = 0.85) Augsiu

157199 3 ﬂ’]ﬁLﬂi’]xﬁﬂ’ﬂllE?ﬁlﬁuﬁizﬂ’j’mﬂ’ﬂmﬁu@]aﬁlumﬁﬁw’luﬁ’uﬂ’J’IMQﬂﬁu@i@mﬁﬂﬁﬁumwﬁ’m’mﬁ]maLS%J‘L!

MelunsummumuasuazUTauma Tunmsi

AUNNWURDDIDIANT

AMUANAATUNIYINUY Pearson Sig. AU v .
o ou . DUAU
Correlation (2-tailed) AMUAUNUS

1. AUAIVINUY 0.54%* 0.00 AR 4
2. PUATOUAT 0.57** 0.00 nang 3
3. fUaN 0.46** 0.00 nang 5
4. HuUnITRY 0.77** 0.00 11N 1
5. pnuardeyayn 0.72%* 0.00 17N 2

0.75** 0.00 q4n

91157 3 WU enuduiussenineuaugalumhauiuaNENTUR sBdn Y NTNUL
walstunelungavmumunsuazUSuama lunnsw fanuduiusiuegluszduun ¢ = 0.75) lnefuid
ANUFNTUSAIEA Ap A1UNTTRN danuduiusiuegluseduuin (r = 0.77) 599831 fio Aruaileyyi &
anuduiusiuegluseduinn (r = 0.72) suaseundh danuduiusiueglusedunats (r = 0.57) dunisieu
fianudutusiueglusziunats (r = 0.54) muddy wazduiiianuduiusdosiiqe fe dunan 4

Anuduiusivegluseaunans (r = 0.46)

dyuna

ANANWIITLLT DY mmé’uﬁuﬁ‘iwd’mmmﬂuaaiumiﬁw’mﬁ’umm@ﬂﬂ’uﬁaaaﬁﬂsmmwﬁm’mw
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1. foyamluvesiouuuuasuny
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2. anaunalunsyihuresminauaiuestunglunsunnuiuas wagsunma

Adaunatunsihnuremdnnuauelstunglunwwnumues wazUSuama veInguaiege wuin
AnuaunalunMsvhaemiinauaiuelsiune lunmswegluszduun (X = 3.82, SD = 069) efinrsandu
897U WU sEAuANaNRalunisiem suaitya eglusydvann (X = 4.10, SD = 0.58) 50%aA8 AU
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3. AnuENUseadAnsvasnuaeLsTuNElunINIIUAT WasUSunma

AENTUsipasAnsvamTinialTuNEluNTIMNINLAT UasUSunma YaIngusiiegs wudl Ay
pnusoadfnsvaminauamestune Tunmswedlusyduun (X =380, D = 0.72) iflofiarsundumedu
w1 eugnituseesdnTremTnmaaITTuTY F1ueusdn egluseduunn (X = 3.86, SD = 0.76) sesaun
A aAnuyniudoeAnsveminuaals UMY sunsased agluseduinn (X =381, SD = 0.72) uazaAny

HNUARIANTvemMinuALUaLTTUNY AMUUTITing I ogluseduunn (X =376, D = 085) gy

4. pnuduiussenitanuaugalunisinuivanugniudsesdnsveminanuuuestuely
NIUNNUMUATILAEUSIUTA

ANUFURUSIENINALaunalun1svuiuANugNRURsasAn svaninuauueLstuely
NIIMNLUATWAEUSHATA YaInguiieE1e WUl AnuynTusisasAnsveIntinaualuestue Tunmsud
mwdutusegluszduann (r = 0.75) WeRasandusesiu wui euduiudsenineruaunalunisyn
fuanuyniuiessAnsvesmtnauuuestuglufuns iy danuduiusiuegluseduuin (= 0.77)
589893 fie AnudNTusIEninAnuaugalun vinuiuANuEniuisesnsvesminnuuastugly
suadlayay Ianuduiusivegluseduunn (r = 0.72) anuduiussenineanuaugalunisvinuivaiiy
HNusiosAnsvannmunelstusluduaseuash danuduiusiuegluszdunais (r = 0.57)
ANudLTusIEnIANNaNnalunsiuiuaNuEniusessAnsvemtnnuauelsiugluiuminud
anuduitusiuogluseiunans (r = 0.54) awddiy wazsuiifianuduiusiiosiign fo Anuduiusszning
AnuaugatunsvihuiuanuyniiudessAnsvemtnauuuesfueluduial danuduiusivegly

sEAUNaN (r = 0.46)

aiUsana
n1sAn¥ITeIses AnuduTusIEnInanuaunalun1suiuAuLN iAo Rnsve NN

wastunelununmumuasiarUuauma Jidelivssnuiminauls wazthuedusenalanail
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WUMYT Han1533e nud ndnnuawestungludminuunyiianuaunaseninedistazn1sinaulae sy
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1.5 funian esdnsmsiansannshssuuainuiuudangu teliynainsanusauiuna
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Abstract

Research on the study of Factors Influencing Personal Financial Planning Behavior of Company
Employees, a case study of a packaging manufacturing company in Samut Sakhon Province. The
objectives of the study were: (1) To study demographic factors influencing personal financial

management of employees of packaging manufacturing companies in Samut Sakhon Province. (2) To
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study the personal financial planning behavior of employees of a packaging manufacturing company in
Samut Sakhon Province. The research sample consisted of 134 employees of a packaging
manufacturing company in Samut Sakhon, and the data were collected through the use of
guestionnaires .The statistics used for the data analysis comprised Frequency ,percentage, Mean,
Standard Deviation, Independent Samples t-test, One-way ANOVA , Least Significant Difference
(LSD),and multiple regression statistics.The study results found that the majority of the respondents
were female, numbering 68. There is a level of opinion on factors influencing personal financial
management of employees of packaging companies in Samut Sakhon Province. Overall, it is at a
moderate level of agreement ><_:3.38. When considering each aspect, it was found that the aspect with
the highest average value was compensation and benefits. From the analysis of the relationship
between the four dimensions affecting the personal financial management behavior of employees of a
packaging manufacturing company in Samut Sakhon Province, all four dimensions were found to have

a statistically significant positive relationship at the .01 level.

Keywords: Behavior, Personal finance, Company employees, Samut Sakhon Province
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Abstract

This study investigates the key survival drivers of low-cost carriers (LCCs) in Thailand, a
business facing rising fuel costs, intense competition, and external factors. The objectives were to
identify critical drivers, examine managerial perspectives, and propose a comprehensive survival
model. A mixed-methods design was employed, integrating quantitative surveys of 400 passengers and
employees with qualitative interviews of 15 aviation experts. Quantitative data were analysed using
structural equation model (SEM), while qualitative insights contextualized the findings. Results reveal
that revenue and market strategy exert the strongest influence on survival, supported by operational
performance, customer relationship, and network management. The validated model underscores that
sustainable survival requires a balanced integration of financial strength, operational excellence,
customer loyalty, and strategic network design. These results provide empirical evidence from the Thai
context and practical advice for surviving in unstable markets, which is a contribution to the field of

airline management.

Keywords: Survival Driver, Thai Aviation Industry, Low-Cost Carriers (LCCs), Operational and Market
Strategy

Introduction

There is an increasing threat to the survival of low-cost carriers (LCCs) in Thailand. Rising fuel
prices and operational expenses have reduced cost advantages, while competition between LCCs and
full-service carriers (FSCs) has caused domestic overcapacity, price wars, and declining profitability
(Kankaew et al., 2021; Baek & Nam, 2025). Economic recessions, political instability, and pandemics
have interrupted demand and operations, compelling airlines to swiftly adapt to sustain survival
(Paethrangsi et al., 2025). These difficulties highlisht Thai LCCs' sensitivity and the urgent need for
resilience-focused strategies that can maintain their competitiveness and operational stability in a
market that has grown increasingly unstable.

To response the global and Thai aviation sector disruptions and structural changes such as

fuel prices, sustainability requirements, digital transformation pressures, and changing passenger
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expectations make low-cost carriers volatile during the post-pandemic recovery. These new dynamics
require context-specific airline survival models that integrate financial, operational, and customer
relationship dimensions (Lu et al., 2023). The authors address this critical gap by examining Thai airline,
which is heavily influenced by tourism dependency, regulatory diversity, and competitive cost
structures. Despite extensive global literature on LCC performance, empirical research on survival
mechanisms in Thailand. This research integrates quantitative modeling with managerial practice and
adapts survival theory to address the digital, sustainable, and competitive dynamics of contemporary
air transport systems, thereby enhancing the literature on airline management and service innovation.
The primary survival drivers of Thai low-cost carriers (LCCs) were analyzed to address the
research gap by determining methods for enhancing operational performance, diversifying revenue
streams, optimizing network management, and cultivating strong customer loyalty to ensure

sustainable survival in competitive markets.

Aims

1. To identify the key drivers on the survival of low-cost carriers in Thailand.

2. To explore managerial perspectives on the influence of operational cost, revenue and
market strategy, network and route, and customer relationship in sustaining low-cost carriers.

3. To propose a comprehensive survival model for Thai low-cost carriers.

Literature review

Low-cost carriers’ business model

Southwest Airlines invented the low-cost carrier (LCC) strategy in the 1970s, focusing on
streamlined services, point-to-point operations, and high aircraft utilization to cut fares (Alamdari &
Fagan, 2005). LCCs have added loyalty programs, long-haul services, and other revenue streams (Daft &
Albers, 2013; Whyte & Lohmann, 2020). Due to market liberalization, rising middle-class demand, and
tourism development, the model expanded rapidly in Southeast Asia in the early 2000s. AirAsia, with
the slogan “Now Everyone Can Fly,” led this expansion, followed by Lion Air, Cebu Pacific, VietJet, and
Thai AirAsia, which targeted underserved communities (Blocker et al., 2019). Regional factors such as
economic development, regulatory diversity, and tourism demand, along with global cost efficiency
and hybridization pressures, persist in influencing the sector (Wang et al,, 2024; Goh, 2005). LCCs in
Thailand are encountering ongoing challenges due to fierce price competition and diminishing profit
margins. They often depend on promotional fares, which may adversely affect their financial
performance and undermine the quality of their services. These dynamics highlight the imperative to

investigate the surviving determinants of business to determine competitive and sustainable solutions.

Key Performance Drivers and Competitive Advantages

Airline sustainability rests on developing resilient business models that integrate social,
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environmental, and economic value (Bocken et al., 2013). Airlines are required to maintain long-term
viability by maintaining a balance between financial strength, operational adaptability, and
environmental responsibility in a volatile environment. Leadership is crucial, employing pragmatic
strategies like renewable energy investment, efficiency improvements, and sustainable partnerships,
which ensure resilience (Emani, 2024). Financial literature emphasizes liquidity, leverage, and
profitability as core survival metrics (Doganis, 2019; Vasigh et al., 2018). Collectively, financial,
operational, and strategic indicators provide complementary signals of airline survivability, underscoring

the importance of both managerial foresight and structural adaptability in sustaining competitiveness.

Operational Performance

Low-cost carriers (LCCs) in Thailand have grown swiftly, demonstrating endurance and
adaptation in a competitive market. The expansion of the fleet highlights the industry's capacity to
utilize efficiencies that set it apart from full-service carriers. Maintaining competitiveness relies on
sustaining lower operating costs compared to cost-efficient full-service competitors (Homsombat et al,,
2014). Cost leadership is fundamental, necessitating ongoing optimization of aircraft utilization, load
factors, and route efficiency. Furthermore, improving operational effectiveness and long-term market
performance requires adopting labor-saving technology and bolstering employee expertise (Fernando,

2012; Cervinka, 2017).

Revenue Optimization and Market Strategy

The LCCs place a high importance on cost effectiveness, but profitability is driven by revenue
maximization through strategic pricing and market positioning. Revenue per available seat kilometer
(RASK) is an essential metric that includes both fare and ancillary income, enabling the assessment of
overall revenue efficiency. (Doganis, 2019; Soyk et al., 2018). Successful LCCs optimize pricing to
increase RASK, rather than relying on the lowest fares. Critical performance indicators include baggage,
seat selection, and insurance revenues, which average USD 30-60 per passenger (Warnock-Smith et al,,
2017; O’Connell & Warnock-Smith, 2013). Pricing flexibility helps companies adapt quickly to economic
disruptions, competition, and demand changes, increasing resilience. Carrier revenue stability is
enhanced by carriers that demonstrate higher pricing flexibility indices, which reduces their

vulnerability to seasonal fluctuations and downturns (Merkert & Williams, 2013).

Airline Network and Route Strategy

Airline network and route design are essential for competitive positioning, profitability, and
efficiency. Choices regarding destinations, frequency, and aircraft type influence cost structures and
passenger satisfaction. Literature underscores the importance of market access, optimization, and
resilience. According to Lordan et al. (2016), network robustness helps maintain stability in the face of
disruptions, and alliance configurations affect adaptability. For example, Star Alliance has the most

resilient topology. Operational models, including dynamic scheduling games and re-fleeting
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mechanisms, enhance flexibility under uncertain conditions (Eltoukhy et al., 2017). Additionally, market
expansion is stimulated by strategic network design, which capitalizes on demand synergies and slot
concentration in hub-and-spoke structures (Pels, 2021). Network share is closely associated with
strategic positioning, geographic coverage and alliance participation further enhance market reach and
competitiveness (Lohmann & Koo, 2013). Effective network strategies must ultimately strike a balance

between revenue optimization and cost efficiency.

Customer relationship and digital capability.

These factors are critical factors in the LCC sector, as they contribute to satisfaction, retention,
and loyalty. Perceived value, satisfaction, and repeat booking behavior are strongly correlated in
empirical studies (Park et al., 2019). Customer frequency indices are dependable on CRM performance
indicators. Indirectly, competitiveness is reinforced by employee-driven brand identification, which
further fosters customer orientation (Hwang et al,, 2020). Digital and customer service skills are
essential for differentiation in developed markets, but they are not enough for survival on their own.
Mobile platforms and investments in per-passenger technology can lead to digital innovation, which
can improve satisfaction and efficiency, thereby enabling carriers to compete more effectively in an

increasing digital aviation environment.

Table 1 Key Independent Variables and Indicators for Thai Low-Cost Carrier Survival

Independent Possible Measurable Indicators Explanation References

Variable (V)

1. Operational - Load Factor (%) Reflects efficiency in Ballou et al,,
Performance Revenue Passenger Kilometers (RPK) +  operational control such ~ 2021; Suau-
Available Seat Kilometers (ASK) as % of flights Sanchez
- On-Time Performance (%) departing/arriving within et al., 2020;
- Productivity on ASK per employee, 15 minutes of schedule; Ater, 2012;
Turnaround Time which is counted the  affects customer Prince &
Ground time between landing and satisfaction and efficiency ~ Simon, 2017
next departure; shorter turnaround and productivity, which is
improves efficiency critical for LCC survival.
2. Revenue & - Revenue per Available Seat Kilometer Captures airline pricing Doganis, 2019;
Market (RASK) strategies, market Warnock-
Strategy - Ancillary revenue per passenger penetration, and Smith et al,,
(baggage, seat selection, food, etc.) effectiveness in 2017; Park et
- Yield per Revenue Passenger maximizing revenue al,, 2019
Kilometer (RPK) beyond ticket sales.
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Independent Possible Measurable Indicators Explanation References

Variable (V)

3. Network & - Number of destinations served It indicates how well the  Lordan et al,,
Route - Frequency of flights per route carrier optimizes its 2016; Pels,
Management - Average stage length (distance flown) network and route 2021

- Hub utilization ratio planning for market

demand and efficiency.

4. Customer - Net Promoter Score (NPS) It shows how effectively ~ Okan, 2024,
Relationship - Customer Satisfaction Index the LCC builds customer  Boadu &
(surveys/ratings) loyalty, satisfaction, and Achiaa, 2019;
- Repeat passenger rate (%) repeat business. Park et al,,
- Loyalty program membership growth 2019

Source: Authors (2025) based on literature review

Materials and Methods

This study employed a mixed-methods design integrating qualitative and quantitative
approaches. The quantitative phase involved a survey of 400 airline passengers and employees, based
on theories conceming the Thai airline market and passenger behavior. The sample size was calculated
utilizing the formulas by Hair et al. (2010) and Lindeman et al. (1980), and participants were chosen via
multi-stage sampling. Data collection was conducted using a structured questionnaire, followed by
analysis through structural equation modeling (SEM). It employed secondary data sourced from annual
reports, regulatory bodies, and the International Air Transport Association (IATA). The International Air
Transport Association (IATA) databases and reports from 2020 to 2024, as well as the annual reports
(2019-2023) of the four chosen airlines were the sources of secondary data. Data was extracted by
reviewing airlines' financial statements, operational statistics, and performance indicators on their
corporate investor-relations websites and in IATA's World Air Transport Statistics and Airline Business
Reports. These secondary indicators triangulated and validated primary survey data. The instrument
demonstrated reliability with a Cronbach’s alpha of 0.894, and its validity was confirmed through five
expert evaluations, specializing in aviation management, research methodology, and quantitative
analysis. The experts assessed the relevance, clarity, and representativeness of each item, and all
items achieved an Index of Item-Objective Congruence (I0C) between 0.80 and 1.00, confirming
content adequacy. The final instrument comprised four constructs: (1) Revenue and Market Strategy (8
items), (2) Operational Performance (7 items), (3) Customer Relationship (6 items), and (4) Network and
Route Management (5 items), totaling 26 items measured on a five-point Likert scale. Data was
collected from 400 respondents, yielding a response rate of 92.6%. The sampling frame included

passengers and employees of four major Thai low-cost carriers Thai AirAsia, Nok Airlines, Thai Lion Air,
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and Thai VietJet Air selected through multi-stage sampling across major airports in Bangkok, Chiang Mai,
and Phuket. This approach ensured representation across key operational regions and stakeholder
groups within Thailand’s low-cost aviation sector. Comprehensive interviews were carried out with 15
carefully selected informants, including aviation experts, airline executives, operations managers, and
frequent travelers, to supplement and validate the quantitative findings. These informants provided

contextual insights into the factors that determine Thai low-cost carriers' survival.

Conceptual framework
The framework demonstrates the interconnectedness of operational cost, revenue and market
strategy, network and route management, and customer relationship in determining the survival of

LCCs, particularly regarding market share, profitability, and operational efficiency.

e ~
Operational Cost

(CASK, Fuel %, Labor, Maintenance)

\. J
e A
Revenue & Market Strategy
(RASK, Ancillary Rev, Load Factor) Survival of LCCs
J

(Market Share, Profitability,
Operational Efficiency)

Network & Route Management

(Destinations, Frequency, Hub Use)
\ J

' ™
Customer Relationship
(Satisfaction, Repeat Rate, Royalty Program
. J

Figure 1 Conceptual framework

The framework demonstrates the interrelationships among operational performance, revenue
and market strategy, customer relationship, and network and route management as the key survival

drivers influencing the survival of low-cost carriers in Thailand.

Results

Quantitative Findings

The quantitative analysis employed descriptive statistics to examine respondent characteristics
and evaluate perceptions toward the survival drivers of LCCs in Thailand. The data, collected from 400
valid questionnaires, were analyzed using frequency, percentage, mean, and standard deviation.
Results indicated satisfactory data distribution and internal consistency, ensuring the suitability of the

dataset for subsequent structural equation modeling.
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Table 2 Demographic profile of respondents (n = 400)

Variable Category Frequency (n)  Percentage (%)
Gender Male 186 46.5
Female 214 535
Age group (years) Below 25 72 18.0
25-34 148 37.0
35-44 101 253
45 - 54 57 14.3
55 and above 22 54
Occupation Airline employee 164 41.0
Government officer 31 7.8
Private-sector employee 97 24.3
Business owner/self-employed 53 13.3
Student 55 13.6
Respondent type Passenger 236 59.0
Employee 164 41.0
Frequency of air travel (per year)  Less than 2 times 78 19.5
2 - 5 times 182 455
6 — 10 times 94 235
More than 10 times a6 11.5

Data were collected from passengers and employees of Thai AirAsia, Nok Airlines, Thai Lion Air, and
Thai VietJet Air through multi-stage sampling at major Thai airports (Bangkok, Chiang Mai, and Phuket). Four
airlines were intentionally chosen to represent Thailand’s LCC in this study which based on their market
share, operational scale, and strategic importance in domestic and regional markets. These entities
collectively represent over 90% of the total passenger volume served by Thai LCCs and exhibit a variety of
ownership and management structures, including joint ventures with regional airline groups such as AirAsia
and Vietlet, as well as locally operated carriers like Nok Air and Thai Lion Air. This selection provided
extensive coverage of competitive strategies, network configurations, and customer segments, enabling the
study to generalize findings across various business models and organizational contexts in Thailand. The
distribution indicates balanced gender representation and a predominance of respondents aged 25-34,

reflecting the active workforce and frequent-flyer demographic of Thai market.

Quantitative Findings
The survey data analysis reveals the relative significance of the main factors influencing low-

cost carriers' ability to survive in Thailand. According to the descriptive statistics, respondents
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consistently ranked revenue and market strategy, operational performance, customer relationship, and
network and route management as highly important. This pattern emphasizes the critical role of
financial and market-oriented strategies, supported by operational efficiency, customer loyalty, and

network design, in enhancing the long-term competitiveness and survival of Thai LCCs.

Table 3 Descriptive Statistics of Key Survival Drivers

NO Variable x SD Opinion level
1 Revenue & Market Strategy 4.49 0.565 Highest

2 Operational Performance 4.46 0.621 Highest

3.  Customer Relationship 4.38 0.680 Highest

4 Network & Route Management 4.16 0.556 High

Source: Authors’ survey data (2025)

As shown in Table 3, presents the descriptive statistics of the key survival drivers of low-cost
carriers in Thailand. The findings reveal that respondents rated all four factors at a high to highest level
of importance. Revenue and market strategy received the highest mean score (M = 4.49, SD = 0.565),
followed closely by operational performance (M = 4.46, SD = 0.621) and customer relationship (M =
4.38, SD = 0.680), all of which were interpreted as being at the highest opinion level. Network and
route management also achieved a high mean score (M = 4.16, SD = 0.556), though slightly lower than
the other drivers. These results indicate that Thai LCCs place significant emphasis on revenue
generation and market positioning strategies, while also recognizing the critical roles of cost-efficient
operations, strong customer engagement, and effective network management in ensuring long-term

survival

Table 4 Statistics on the consistency of key drivers success patterns of LCCs

ndex Evaluation Statistical Result
Criteria Value

X2-test (p-value) p-value > 0.05 0.369 Accepted
X/ df < 2.00 1.033 Accepted
GFl (Goodness of Fit Index) > 0.90 0.95 Accepted
AGFI (Adjusted Goodness of Fit Index) > 0.90 0.93 Accepted
CFI (Comparative Fit Index) > 0.90 1.00 Accepted
SRMR (Standardized Root Mean Square < 0.05 0.037 Accepted
Residual)

RMSEA (Root Mean Square Error of < 0.05 0.011 Accepted
Approximation)
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Table 5 Direct, Indirect, and Total Effects of Key Survival Drivers on the Low-Cost Carriers

Dependeant Market share Profitability Operational efficiency Survival of LCCs

wariation

Independen| TE | DE TE IE DE TE IE DE TE IE DE

t variation E

RM. 075 - 075 050 019 0.7l 093 045+ 0.44= o7 128 -1.51

Strategy i i b (0.09) * e 024 (027 = = (0.51)

(0.10) (0.10) (0.09) (0.13) (0.09] (0.09) (0.52)

Network & - - - 0.26% - 026" 021 012 0.09 0.26% 0.34= .08

Route (0.13) (0.13) (0.13) (0.11) (0.13) (0.14) (0.19) (0.17)

Op. - - - - - - 0.47= - 047" 1.13== 0.33 O.B0=

Perform. (0.30) (0.30) (0.8 (0.26) (0.48)

CM. Relation] - - - - - - - - - 075" - 075"
(0.14) 0.14)

Statistic Chi-3quare= 164.33, df= 159, GFI = 0.95, AGFI = 0.93, RMSEA = 0.011

Table 4 presents all fit indices met the recommended thresholds, indicating that the proposed
model demonstrated a good fit to the empirical data. It confirmed the relationships among the four survival
drivers and the dependent construct of airline survival. Al standardized path coefficients ([3) were statistically
significant at p < 0.01, with medium-to-large effect sizes ([3 = 0.42-0.71) and 95% confidence intervals not
crossing zero, confirming the strength of the model. The model demonstrated excellent fit to the data (X2 =
164.33, df = 159, CFl = 0.95, TLI = 0.94, SRMR = 0.037, RMSEA = 0.011). These values satisfied the thresholds of
CFl 'and TLI > 0.90, SRMR < 0.08, and RMSEA < 0.05, indicating robust model adequacy. The squared multiple
correlations (R?) for the endogenous variable of airline survival reached 0.67, suggesting that approximately
67% of the variance was explained by the proposed predictors. Revenue and Market Strategy, Operational
Performance, Customer Relationship, and Network & Route Management. While table 5 presents the results of
the structural equation modeling (SEM) examining the effects of key survival drivers on Thai low-cost carriers
(LCCs). Revenue and market strategy demonstrated the strongest and most consistent influence across all
dimensions of survival, significantly affecting market share, profitability, and operational efficiency (p < 0.01).
Network and route management also showed moderate but significant effects, particularly on profitability and
efficiency, while operational performance contributed positively to profitability and efficiency outcomes.
Moreover, customer relationship exerted a strong and significant impact on overall survival, highlighting the

role of passenger satisfaction and loyalty in sustaining LCCs.

Qualitative Findings
The interviews with 15 aviation experts, executives, and frequent travelers provided rich
insights that complemented the quantitative results. Three main themes emerged, aligning closely with

the four key survival drivers.

Vol 3 No 3 Sep - Dec 2025



Journal of Humanities and Social Sciences Thonburi University (Graduate Studies) 33

1. Revenue and Market Strategy

Experts consistently emphasized that diversified revenue streams and flexible pricing are
crucial for survival. “Low-cost airlines in Thailand can no longer rely on ticket sales alone; services like
bageage handling, food, and seat selection now make up a large part of their long-term income.”
(Executive, Airline A). “Price wars are bad for business; the only way to keep sales steady in a market
that changes quickly is to use strategic pricing and loyalty offers.” (Aviation Expert 3).

This reflects the survey results indicating that revenue and market strategy received the

highest significance (M = 4.49, SD = 0.565).

2. Operational Performance

Interviewees highlighted efficiency and turnaround time as central to cost leadership.

“Every minute you spend on the ground costs you money. Thai LCCs stay competitive by
using their planes efficiently and turning them around quickly.” (Operations Manager, Airline B).

“Using technology, like automated check-in and resource allocation, cuts costs and makes
people more likely to be on time.” (Aviation Expert 7).

This supports the quantitative result where operational performance ranked second in

importance (M = 4.46, SD = 0.621).

3. Customer Relationship

The qualitative data reinforced the importance of customer loyalty and service
personalization.

“People come back when they feel appreciated. They may choose us again if we have a
simple loyalty program or a digital platform that responds quickly”. (Frequent Traveler 2).

“Customers think that friendly and helpful front-line staff are reliable, which is how the brand
is perceived.” (Executive, Airline Q).

These findings strengthen the survey evidence that customer relationship (M = 4.38, SD =

0.680) is a major driver of survival.

4. Network and Route Management

While ranked slightly lower in quantitative results (M = 4.16, SD = 0.556), interviews revealed it
remained strategically significant. “Thai LCCs have a hidden advantage in that they can use secondary
airports and have more flexible slots. This cuts costs and opens new markets.” (Aviation Expert 10).

“Even with strong revenue strategies, without a resilient route network, LCCs cannot survive
regional shocks or rising competition” (Executive, Airline D).

This qualitative insight enhances the survey findings, indicating that while route network

management is not the primary focus, it is an essential facilitator of resilience.

Integration of Quantitative and Qualitative Findings

Vol 3 No 3 Sep - Dec 2025



34 Journal of Humanities and Social Sciences Thonburi University (Graduate Studies)

The qualitative interviews provided rich contextual explanations that both supported and
deepened the quantitative results. The themes emerging from aviation experts, executives, and
frequent flyers explained the high influence of Revenue and Market Strategy by emphasizing the
necessity of diversified income sources beyond ticket sales. They also expanded the understanding of
Operational Performance through insights into turnaround efficiency and technological adoption. The
Customer Relationship theme reinforced the quantitative significance of loyalty and service quality,
while Network and Route Management provided nuanced perspectives on regional resilience and
secondary airport utilization. No themes directly contradicted the quantitative model; instead, they

complemented it by illustrating how managerial practices operationalize each driver in real contexts.

Table 6 Integration of Quantitative and Qualitative Findings

Quantitative
Qualitative Theme Relationship Explanation
Variable
Revenue & Diversified ancillary Explains This construct showed the highest effect
Market revenues and strategic size ([3 = 0.71); diversified revenue
Strategy pricing (Executives A, C) streams strengthen resilience during
market volatility.
Operational  Efficiency, turnaround Expands Adds depth to quantitative results
Performance time, and technology- ([3 = 0.64) by linking operational metrics
driven cost reduction to managerial efficiency practices.
(Operations Manager B,
Expert 7)
Customer Loyalty programs, Explains Reinforces the positive path coefficient
Relationship  digital responsiveness, (B = 0.58) by demonstrating how
and personalized satisfaction and repeat booking sustain
service (Frequent LCC survival.
Traveler 2, Executive Q)
Network & Domestic airport, Expands Despite having the lowest mean (M =
Route flexible slots, and 4.16), qualitative data indicate its
Management regional adaptability strategic significance for long-term

(Expert 10, Executive D) resilience and cost management.

The combination of both data enhances the reliability of the proposed survival model by
demonstrating that managerial insights qualitatively support the statistical correlations identified. The
pairing of empirical evidence with expert narratives confirms the construct and practical utility of the

model in Thailand’s LCC business.
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Discussion

The findings of this study highlight that revenue and market strategy is the most influential
driver of Thai low-cost carriers’ (LCCs) survival, consistent with previous research linking pricing
flexibility, ancillary revenues, and market positioning to profitability (Doganis, 2019; Warnock-Smith et
al,, 2017; Akkawuttiwanich et al., 2024). Quantitative analysis showed this as the strongest determinant
(M = 4.49, p < 0.01), and qualitative interviews supported this perspective. According to an executive
mention that LCCs can no longer depend solely on ticket sales and ancillary (Executive, Airline A). This
underscores that strategic revenue diversification is vital for resilience in volatile markets.

Operational performance was also critical, reinforcing cost leadership (Homsombat et al,,
2014). SEM results highlighted significant effects on profitability (M = 4.46), while operation manager
stressed rapid turnaround and efficient utilization. This means Thai airlines must optimize their
operations to compete with regional rivals and cheaper full-service airlines. The positive role of
customer relationships indicates that, in addition to cost and efficiency, passenger loyalty and
satisfaction are critical factors for survival. This discovery in the paper is consistent with scholarly works
that associate competitive advantage with repeat booking behavior and brand attachment (Park et al.,
2019; Zhang et al., 2021). Although network and route strategies are marginally less significant, they
continue to have a substantial impact on efficiency and profitability. Strategic decisions regarding
destinations, frequencies, and hub utilization influence cost structures and dictate market accessibility
and resilience in the face of disruptions (Lordan et al., 2016).

Network and route management, thoush secondary, enhances long-term resilience and market
access. Overall, Thai LCCs must pursue diversified revenues, cost leadership, and strong customer
engagement while strategically expanding networks to ensure sustainable survival in dynamic aviation
markets. In order to maintain profitability in the face of fuel and fare volatility, Thai low-cost carriers
should prioritize revenue diversification by implementing expanded ancillary services and flexible
pricing. Simultaneously, operational efficiency especially expedited turnaround and technology-driven
processes must be enhanced to sustain cost leadership. Increasing customer loyalty through digital
platforms, loyalty programs, and service personalization will ensure consistent revenue streams and
repeat business. Lastly, network and route strategies should prioritize secondary airports and flexible

slot management to mitigate costs and withstand market disruptions (Bocken et al., 2013).

Conclusions

The survival of Thai low-cost carriers (LCCs) depends on a multidimensional integration of
revenue and market strategy, operational efficiency, customer relationship, and network management.
Among these, revenue and market strategy emerged as the strongest determinant of profitability and
long-term viability, while operational performance and customer engagement significantly reinforced

competitiveness. Although network and route strategies were relatively modest, they were still crucial
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for market accessibility and resilience. The results indicated that Thai LCCs must adopt balanced
strategies that integrate financial robustness, operational excellence, and customer loyalty to ensure

sustainable survival in a highly competitive and uncertain aviation environment.

Suggestion

Practical Consequences, Thai low-cost carriers may improve revenue and market strategies by
diversifying income streams and adopting flexible pricing to ensure profitability amidst fluctuating
prices. Simultaneously, passenger satisfaction and long-term competitiveness can be enhanced by
combining operational efficiency with customer relationship management, which can be achieved
through enhanced turnaround times, digital platforms, and loyalty programs. This approach preserves
cost leadership. Future research should investigate contextual moderators such as economic volatility
and regulatory frameworks, and the survival model must be validated across various regional LCC

markets.

Originality and Body of Knowledge
Proposed in LCCs the Model

Survival of Thai Low-Cost
Carriers

|

Revenue & Market Strategy
Primary Driver (f = 0.71)

LI 1

Operational Performance Customer Relationship
Support System (B = 0.64) Support System (B = 0.58)

Network & Route Management
Strategic Enabler (3 = 0.46)

Figure 2 Survival model for Thai LCCs

Source: Authors’ own work (2025), developed from study findings.

Figure 2 Validated structural model of Thai LCC survival showing standardized path coefficients
among the primary driver (Revenue and Market Strategy), support systems (Operational Performance

and Customer Relationship), and the strategic enabler (Network and Route Management).
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Primary Drivers: Revenue and Market Strategy is the core survival driver for LCCs, shaping market
share, profitability, and efficiency. Strategic pricing and ancillary revenues strengthen resilience,
sustaining competitiveness in volatile markets.

Support System: Operational performance and customer relationships are essential for the survival of
LCC. Operational efficiency and cost leadership maintain low fares, whereas customer loyalty and
repeat transactions stabilize revenue, collectively enhancing competitiveness, mitigating risk, and
fostering long-term sustainability.

Strategic Enabler: Network and Route Management serve as the strategic enabler of LCC survival,
enhancing market accessibility, operational resilience, efficiency, and profitability in competitive and

dynamic aviation markets.
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Abstract

This study aims to examine the impact of environmental disclosure and financial performance
on the stock value of companies listed in the Sustainability Index of the Stock Exchange of Thailand.
The sample consisted of 252 companies during 2022-2024. Quantitative research methods were
employed, including descriptive statistics, correlation analysis, and multiple regression analysis. The
results indicate that both financial performance and environmental disclosure have limited explanatory
power on stock value. Specifically, earnings per share (EPS) negatively affected P/E and EV/EBITDA
ratios, while return on assets (ROA) positively influenced P/E. Regarding environmental factors,
greenhouse gas management negatively impacted P/E, and water management negatively affected
EV/EBITDA. In conclusion, financial and ESG-related variables are not primary determinants of stock
value in Thai capital markets, possibly due to limited investor attention to ESG information and
inconsistent disclosure standards. Future research should consider good governance, firm size, and
international ESG reporting standards to enhance the accuracy and comprehensiveness of stock value

explanations.

Keywords: Environmental Disclosure, Financial Performance, Stock Value, Sustainability Index of the

Stock Exchange of Thailand, ESG
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desthoiaduadanuluidaas nmdnualosdnsviiy widafunalnddyfieaiivayunsiadulavestn
amu laglarzngunesusmiiionnudsdu (Sustainable Funds) Aldinasi ESG 1uiIesiiendnlunisdn
N39INTTAWU

MnMInuMLITsaNssa wuhluniddiussmaivdngudeseSnsiivifduin ESG Disclosure

warfdiananIsiuaunsadmaTiuiuseyarvanning aziuldinfiinuees Li et al. (2021) Anwiwudn ns
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Wawetoyasudanadenlulssmaiuimudiusideniusemdnning lnsenzlugnamnssudifiaoiy
Heoswnudandenas vaugil Clark et al (2015) uandiifiuinudsniifluuufoaduammwddundundaninsa
aanaUszneumamamsiuldfiniguiduszezen Seaenndoatumiadelulsumelneves yaydna Insudisat
(2564) WuANLFLTUSFIUINTEnIaN Tl ameTeyasudauinden dinu LazssIuNAUa (ESG) fuyarn
vinminguTTmaTnsUamedeyasswoidleazinnnimgs siisamdnnindogluseiuganinuiomdy e
fnseuguilademamsituegislsfiniy swideinzasinwiamedasudwandey (Envionment) uonain
oadUsEnoUdLdan (Social) kas3INAUTA (Governance) warthriAsigisamifufd famamsiusgradu

SLUUSETILININA

v
LYK @

Aelun1TIdeNyiinsginansenuresmsilamedeyafunsiansaindetiasnan saduny

| ' [ s

NNSRURBNaA A nnSndvasusenlusvianudduresnarnnannsnauwislseinalng (SET ESG) F4i

U

ANUEIAYRE9EY lWlawsdIsasiouunumvenslinmedeyaninmunindenisasnennueiuuasay
Wsdalunaianulve widigrelilddoauedulovieilulsslonisediiugua dnamu wazuieman
neidoulunsensgaunnnsgiunsdeasiuanudidy Weoulean1satdunuiunanauununiuasygialaeegns

Jugusssu

[

ngUsTaIAvaINITITY

1. ilefnwnansznuvesmsilamedoyanisinnisiuduindeuiidmaseyarmdnnindvaauiovlu
svilanudiuvesmanamdnninduisszinalne
2. efnwinansznuvemanisAiununnsiuiidmadeyarndnninduesnguiuivesuivnlu

fatrnugaduramatnannsndwiausemndlne

dUNAFIU

1. MsiWawedoyanisinnisiudunadey dnansenudsuinseyadmdnning Jadlngdasidu
eaaseilsgrsvesuitrilusuiinudiduveamainndnninduisseimelne

2. NanIANTUNUNINMIRUIRaNsENURIUINAeyaAmanvIng Jadlagdnsdmsiamnainsenils
avvesuTPnludviinnudBuvesmanandnninduiaszimelne

3. madameteyansianisiudanadon fnansznuiBeandeyadndnning Sailaesnsidu
yaAAanselsteurnaends 018 Andounauazadndiming vesuddvludvinrudiduroman
nanninduriaUseinalneg

4. NANTENUYDINANITANTUNUNINITRY Tnansenudauindeyarvanning dnelagdnsidiu
yaAfanselsteuinaends 018 Andounauazadadiming vesuddvludvinrudiduroman

v LY s 1
nanninduriauseinalneg
A5AHUNTIY

UsEnsuasngunlegi

Uszynsililunisfnuiasell fie usenneglunguiviaudiduvemarandnninduialsemealne

(SET ESG) 91uu 118 UTEm lagazfnudoyasenined 2565 - 2567 viuszesnan 3 U ngudiegnideluassil
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oA NMsAnEeNLUUANZAS Ao USEmieglunquiviinnudiduvemaiavanninduvisseimelng (SET ESG) &

finsUamedeyanisianisdunadeu lisiuuidvlunneantun1stiy uasuienniiseusseznaiUydling

a

seuluiunaruTem Addeyaldasuiiu 91uiu 34 vsen ililanduiiegenldlunisfineidesuduu

71981 84 USWN

isesilaflilun1sise

wuutuiindeyanisiiusiusiudeya Mdeayannuuuwanssienisdeyauszdnd (56-1) uagsieeu
Uszdnd mndulednanandnninduisUszmalneg eifusiusindeyaiiertunisianisdudanndenuay
Foyaieriunanisiiunuanaunsturesutnvesidnludvdenudiduvesmatandnminduisseina

e

nsiiusausaudaya

[ v
[ Y

mafususdeyafilflunsideassliondedoyanfogd iedulsdasyuaziunUsnuangiudeyasy
mMiRuselvewmarnnanninguisuszmalneg (SET) $1891uaueadu (Sustainability Reports) $189ulsyanl
WAzl UUKAMIT8UteyaUsednT (Wuu 56-1) uagdeyasunslulasnalsznaunsvesuIenlusvilannudady

(SET ESG Index) 511190 N.6. 2565 04 W.A. 2567 S3usvezan 3 U

AN5IATITTaUA

u
v

nAsgiteyatunideaslaniunsineindeyailasivsiu uwhmsassiauasUssananadeya

U

aa v

TngleiSnsnaaeune@dfnagluswnsy SPSS

ananldlumsinssidoya

v
[ o a

1. mywnszideyalunuidvasildndunsidudviuduneuiisliaunsaneudniuideuaznagou

4

anuRgIunsld lnesuain mslasgiadflanssaun (Descriptive Statistics) iieAnwiAmudnuugvawiiuls
q

anuafldlunisfine lneuanswadurigsan (Maximum) Asnga (Minimum) A1Lads (Mean) LagA1A218l

Y

Weauna1n5gIU (Standard Deviation)

o v & a

2. MINATIVERAGI0YN (Inferential Statistics) Iagly (1) nMslasgianduiusiesdu (Pearson

a v o ¢

Correlation Analysis) tilonsiaauANLFNNUSTEnIiMUTBasAuduUsdY 9 wavaiAniswesmIuduius
Iiianudnius@un Weau ieliduiusiu lnefansaneiseauiaddngi 0.05 (ndda asuanla, 2563)
% a % LY Ly 4 L3 LY a a a L3 a
NSDUNINTUNTEAUANUAUNUSANULN LTI VDS BluTe M39715% (2552) way (2) ANTILATIENNITONNDYULTINIIA L
(Multiple Regression Analysis) lWe@EnNwINANTENUIDIRMUTDATE AL NSTANITATUALIARL (EM) WazHa
N13AHIUNUNNITRY (FP) daduusniu fie yarwdanning (MV) nsil lin1snsisdeuauufgiueesnis
Insganney laun n1snsratefvesAtnatnAdauluuUn®d (Normality) Anududassvesminainmtoy
(Independence of Errors) A1MuLUTUTUAN (Homoscedasticity) tagtleymanuduiusidadunssse ninesiands

dasy (Multicollinearity) InguuUIABINTAATIENAUNITANABENVANUTENOUMEY
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[

NSOULUIAA IUNI5IY

n1939eluassll {Ieldfnwimansenuresmsilamedayaingiiun1sdansaudsinden wasus

AiuunNsRuUnsikadeyamvdnnindvesuTevlusviianudstuvemaiananninduisUseinalny

fiauus9a52 (Independent Variables)

n153ANTSATURIwInaay (ESG)

1. NNFINNITAUNS Y

2 msdannsth AauUsau (Dependent Variables)

3. MSIANSVDURLLATUUINAALATY v W v ¢
HAAMUANNINGY
4. NMTINNIINBLIDUNTLAN

1. “mﬁd’mﬂmmmmiaﬁﬂiqw% (PE)

\ 4

o |

2. ammaauuﬁaﬁhﬁam']wiaﬁﬂiﬁauﬁﬂmamﬁa

NANISANEUIIUNIINITRY o e e
MY ALEBUSIALAZAIRAIIUUNY (EV/EBITDA)

1. inlssieviu (EPS)

2. TR HANDUWNURDAUNSNE (ROA)

3. dnsmeULNURBAIUTBINerY (ROE)

AN 1 NTBULUIARLUNITINY (Conceptual Framework)

NAN15398

1. Msdnszidoyaatalganssau (Descriptive Statistics)

NAaMIITeNUIN MsTAs1esideyadassaun (Descriptive Statistics) vasfaudsildlunisinu leun
fuUsBase Usenaudie flseiiu (EPS), dnsmanauunuseduning (ROA), dnsimeuunusadiuveieu
(ROE), N139ANTSN&991U (Energy Management), As¥an1sUn (Water Management), N159AN15909LE8ULAE
wuIMIsanuai e (Waste & Pollution Management) kagn153AN13119139UNT29n (Greenhouse Gas

Management) Ing#ia1sanaade (Mean), @utdsauunnsgu (SD), A1engn (Min) wazangaan (Max) tanadl

A15797 1 LARIAADARINTTUUIVBIA LTINS

Aauds Aenge  Angegn duedy  daudsauy

(Variables) (Min) (Max) (Mean)  #1A331U (SD)
fnlsseviu (EPS) -1.01 21.60 1.7443 3.11725
NTIMANDULNUADAUNSNE (ROA) -94 26.99 8.9315 5.75613
dnsIManauLNUAadIuvaEtiaviu (ROE) -14.06 4884  12.6066 9.17214
N13IANITAIUNANU (EGM) .00 75 4106 15130
nsdan1sin (WM) 00 93 4515 19928
N133ANTVRLEBLAZIUINIAANANY (WAM) .00 1.00 5797 26512
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Auus Adnge  Angegn duads  dawdeauy

(Variables) (Min) (Max) (Mean)  u1M331U (SD)
nsIan1sineEaunszan (GHGM) 00 95 4248 11752
ansndausiamandenilsgns (P/E) .00 119.00  21.7613 17.62726
nsndauyarifansrarilsnaurinaonde -35.68 22771 16.0750 17.55251

A8 AndausauazAdasiviung
(EV/EBITDA)

31NA15°199 1 Wud FuUsn1ensidu Laun Alsdedu (EPS) iAsngn -1.01 wazA1ddgn 21.60
ANRAEWINAY 1.7443 wazldiudsnuuuinggiu 3.11725 4an3niin13nsea1efiivednanisn i uaAoutng
N4 Inpususeniinalseneunisfinau suenueusEnassilsneiuliawnn dnsmanauunudaduning

(ROA) fiAnsnan -0.94 wazA1gegn 26.99 Aladvagil 8.9315 uariidudsauuannsgiu 575613 azviould

'
a v aa a

Windusemdwlvaanunsoadimanauunuainnisiddunsudlalussauuan udaziivisusdiiinanouunui

auiantesfiniu nsINanauuNUAdIuYafaeRu (ROE) fid1Agn -14.06 uarA1gean 48.84 Allade

q

12,6066 wagddiulauunnsgiu 9.17214 uansiusendiunginansuunusdegiovulugauin uiddiug

9 1% =

UTEMTIUAYUVToas AR uLIUANLIN vilidInInsEaege

Tudiuvesiulsiudsndeunudl n153an15AUNEIY (EGM) fiA1dgn 0.00 uagengsan 0.75

LVARR]

Aade 0.4106 uazddiudeauuuinggiu 0.15130 wanslidininuidmdinlng Insdniunisdnnisd
wsendluszdutiunans msdanisin (WM) Sesan 0.00 uazengean 0.93 Aads 0.4515 uazdudsauy
11A3gIU 0.19955 azdiouiuismilszdumsdamsthiluandsiuroudismnn uavisiinsanliuanuluseauas
vauzfiurwisdslifinisdniunisias n1sdanisveadouazuuimnsanuadiy (WAM) fladign 0.00 uay

AIgIER 1.00 Aade 0.5797 wavdrndesuuninsgiu 0.26627 Wusulsndianadegenandodouiuiuls

[ o ]

FUANINABNDU kansIuTEndUlnglinudiAydunisdnnisvesdetasn1sanuaielInnIntunIudu ng

o

IAN15ANYTIUNTLAN (GHGM) HiA1dan 0.00 LazAgedn 0.95 Anadey 0.4248 uagdiudsuuuninsgiu

1Y) o &

0.11767 agvieuirusenanlngiiseaunisdnnisinsisounsyanegluseauiiunans wasinisnsgaedaliuin

LY

nulawiguiudUsAudIndeudu  uonani dnsndausiainaindenilsgns (P/E) asviounisusuiiiu

b3

yaAwuilaweuiuilsgns neiddnade 21.76 Usdseduyamuiuna19iegs uagdidetuuansgiu 17.63
LARIRIANUUANANNTENINUTEN daudnsdiuyarianisee EBITDA (EV/EBITDA) dlfady 16.08 waydiu
Jesuunnsgiu 17.55 Fiviuiuigvdnlngdinisuszdiuganinonisluszauge udifanuuansieszning

USEN0Eg1911n

a £ v ¢

2. mMsesziAduUszAnSandunus (Correlation Coefficient Analysis)

¢
a o £ s g

NAN1SIASIEVAANUSEANSanduRusSveeiwlsineldaduuseEnSandunusiiasdu (Pearson

Correlation Analysis) Tun150157989UAMUENNUS T2 NI19AMUTDaT2AUAILUITOU 9 WaZATIANIIVDS

Y

v A 9

ANuEUTUS InefiansanAseAutiudAgi 0.05 (Wdida egaanla, 2563) lnenan1sinaeilacail

o
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A157199 2 LansAnduUsyansandunusuesiauys (Correlation Analysis)

fiauUsdase EPS ROA ROE EGM WM WAM GHGM

EPS 1

ROA 220%* 1
ROE 308** T65%* 1

EGM .142* 032 -057 1
WM .096 -.186** -.194%* 354%* 1

WAM .160* -118 -.139* 355%* 599* 1

GHGM 032 -191%* -.199%* 126* 313%* 127% 1

MW **, * szaulud1Ayeata 0.01 uag 0.05 AUAU

NA5199 2 NUIMANFUUSLANTANEUNUSTEU I USSR Aanuduiusidauin tnesening

ilssiesiu (EPS) Audnsmauuwnuseduning (ROA) wardnsnauwnusieduvedienu (ROE) fim r ogf

U
v

0.222 uay 0.308 MudFU wandliifiuimnuisninansuunuainnsaiiuaugezdsaliilsdovufiaty
e Beluniifusnsmouunuseduning (ROA) unzdnsnouunuseduesiieru (ROE) Saruduiusids
vangsunn Taedlen r winfu 0.765 Fsaenndesfundnmnanisiu azvieuliiiudnoamlunsairwansuuny
¥9aU3t dumuduiusnglunduiudsianndon (ESG) Sunudn madansndanu (EGM) Samduiius
@avanfunisdanisth (WM) waznisdanisveadonazuuimisanuaiiv (WAM) Taedidn r windu 0.354 uay
0.355 suddty wandlsiiufamssniunuiidaaiuiu Tunsdfivisvamuiunmsiamndsnuiudnasdng
Fanmiuagnmsdanisveadeugiu luiueudeatuiuarudiiudssriansdanist (WM) uagnsdanis
yoaduaziuInIIanuafiv (WAM) fanuduiusiBauangad riinfu 0,599 Aiszfutieddgniaadia 0.05
uenandimadanst (W) Ssfianuduiusidauantumsdanisfedeunssan (GHGM) 9 r wihiu 0.313 uay
nsinnisvesdeuasiuvnaauaiiy (WAM) danuduiusieuiniunisdanisfineSeunsyan (GHGM) Tngdian
r gl 0.127 Fapnuduiusinansdunliunsinnisiuninensuasvesdeduiusiunisdanisinedou
nsran wan1TeTziAnuduiuSsEniuysudandenfuful snenistutuasdiulid nnsda
N13NaL (EGM) fianuduiusidsuindunilsdesiu (EPS) fe1 r wiriu 0.142 waadliiiiuinnisdanisaiu
wiuiuwaliudmadedlsderu lurazdinsdanisth (WM) uaznsinnisvendeuazuuimisanuaiiu

= ¥ @ §a

(WAM) fianuduiusidaaufiunidnsmeuunudeduning (ROA) Laydnsinauunusediuveienu (ROE)

aaa

agaiudAyn1eadin 0.01 uay 0.05 auddu agvauliiiuiuisnidinisamudiunisianisuinients
Jan1svendvenainanauunudeduninduazyiiovuanas WuiedtunsianisingiSounsean (GHGM) il
ANudTUSBauiUSTImeuuUsAuUNING (ROA) wardnsnauunusedIuvegiionu (ROE aellan r ogh -

0.191 uag -0.199 Ua1AY

3. M53ATVIN1TANNREITINYAN (Multiple Regression Analysis)

3.1 navasiulsnianisiusednsdusnnainsanilsgns (Price-to-Earnings Ratio: PE)
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AN999 3 WARIHANITENUNANIAEUNUINSRUTUSRTE LTI maRsemlsgys (Price-to-Eamings Ratio: PE)

Model Unstandardized Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta Tolerance VIF
(Constant) 21.565 1.193 18.073 .000
EPS -471 .209 -.083 -2.249 .025* .956 1.046
ROA .549 212 179 2.593 .010* 273 3.657
ROE -.308 134 -.161 -2.302 .022* 269 3.718

R =.128, R* = .016, Adjusted R” = .012, Durbin-Watson = 1.681

9NAT7 3 INMTAATIEaneuITmYAlENTI9AUHANTENUYBIHANSALTUMLYINTuse
Snsndusmaniasietlsgys (PE) wudh wuusiassdien R = 0.128, B = 0.016 way Adjusted R? = 0.012 viail
n1snsraaeulamanduiusunan (Multicollinearity) wuin @1 VIF vaaulsamunilen VIF<10 Imaagjﬁ
smi1e 1,086 fs 3.718 Felaifitlamanduituswygaufizuuss uanaini a1 Dublin-Watson fiAwviniy 1.681

waneinbifideym autocorrelation Nguus

= v

HANTTIATIEANUILUUTIa0IT N lsAeviu (EPS) InadiAn Beta = -0.471, t = -2.249 LavA Sig. =

q

o o

0.025 wansfannuduiusiBauedredidoddmeadn nedatlsderu (EPS) uTuazdwmalidnainman
aandeflsans (PE) anas WuldeiiusnsmaneuunusiodLveiieviu (ROE) 7iflA1 Beta = -0.308, t = -
2.302 uae Sig. = 0.022 luruefishsraneuuwmusedunsng ROA) fanuduiudiduiniusamdiusmaanse
lsgws (PE) InwdlAn Beta = 0.549, t = 2.593 uax Sig. = 0.010 Feazviouliiuinussniituseans nmlunisld
AunsndaimanauunugaeTldsumsUssliuyadiug st useshliSandmnaemaserilsavs (PE) getudie

aguldinduusmanisduiis 3 fudsiidvinadesnadrunainaiaderilsan’ (PE) egraiiifudndny
Beadd fausfirmnuannsoluniseuneauuusiuesdn PE Inssauazaeudnein udfasvieuliiuiinansls
mudAgfusaneuwnusioduning (ROA) luideuan vadidilsdeviu (EPS) uazdnmeuunusiediuesdie

i (ROE) danaldeaunodnsndiusinnainsenilsans (PE)

3.2 Hav8IAuUIN1TIANITHIUEWINE BN fadnsdIusIAInaIndanlsgns (Price-to-

Earnings Ratio: PE)

M13197 4 M5anansEanIEnunslaredeyaliean1sinnisduindeuiudnsidiusnmainsenilians

(Price-to-Earnings Ratio: PE)

Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) 31.448 2.866 10.974 .000
EGM 2.745 4.584 .024 .599 .550 .840 1.190
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Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
WM -5.101 4.239 -.058 -1.203 229 567 1.765
WAM -1.955 3.067 -.029 -.638 524 611 1.635
GHGM -17.364 5.720 -116 -3.036 .002 .895 1.118

R = .152, R® = .023, Adjusted R” = .018, Durbin-Watson = 1.830

[
o a1

NPT 4 NUTMUUTIA03TAT R = 0.152, R = 0.023 wae Adjusted R = 0.018 isllAn VIF voefauds

AuAdInfeuiNnegsEndne 1.118 83 1.765 Feaglunasineeusuled (VIF<10) Feaguladnlaifidgym

P

anduiusnauNFuLse (Multicol

1

autocorrelation ﬁﬁquuj\‘i

@

linearity) usna1nil A1 Dublin-Watson da11iu 1.830 wansinlaifiteynn

1Y

NANNTILATIEINUIINITIANITAUNG U (EGM) TilTinaegnafidodAnunieainnednsidiusininain

7

o

v

san1lsand (PE) InefiAn Beta = 2.745, t = 4.584 wag Sig. = 0.550 WU TUNI3IANITUT (WM) WaznIs
Fansvendeuaruuivnsanyadiv (WAM) 7iflen Sie. wiiiu 0.229 uag 0.524 anuddu
Tumsndudunisdnnisineiseunszan (GHGM) naliausdnsiided1Agynisada tnedan Beta = -
17.364, t = -3.036 uaz Sig. = 0.002 axvioulffiuiusgniisliunmsiunsiansiedounszanunnduesd
dnTdTIANaInRenlians (PE) anas
agUlérinfuusiudanaden (£56) liamsnefuredasdiunanaindoilsans (PE) léegned

o

HodAgy onIuNITIANISAYEToUNIZaN (GHGM) Nilkaleauson PE 98139tnLaU

3.3 navasRIuU AN IR ENIUNINsRURRsn Ty ariansAamlsieusinaanile e
ALEDNIIAILAZAIANI1NUY (Enterprise Value to Earnings Before Interests, Taxes, Depreciation,

and Amortization: EV/EBITDA)

M15199 5 M13190aAeANNFITUETENILUIN1eNsRUden T duyarRan e lsneuinaenily and

ALdoUIIALAARASIMUNY (EV/EBITDA)

Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) 18.107 1.188 15.237 .000
EPS -.602 .208 -.107 -2.891 .004 .956 1.046
ROA .078 211 .026 .369 712 273 3.657
ROE -.133 133 -.069 -.996 319 .269 3.718

R = .127, R® = .016, Adjusted R” = .012, Durbin-Watson = 1.830
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NAITN 5 HANITIATIEANUIMUUTIaA1 R = 0.127, R? = .016, Adjusted R? = .012 N38n1g

o

nsraaeulymanduiusnygas (Multicollinearity) laiidayymanduiusnvaniiguuss der VIF agluinasinsu
19 (VIF<10) TmadlAnszning 1.046 613 3.718 uonanil A1 Dublin-Watson #@1iu 1.830 uansinliddaym

autocorrelation ﬁiquu,iﬂ

' a - ' I a ' o

Wea1saundandssnedinudn fAlsdediu (EPS) dwwaldeausdednsndiuyarifanissenilsnausin

U

s
L

§ Beta = -0.602,

1 = o o a

panly NNE ALEINSIATLAYAIRAD1LIE (EV/EBITDA) a8nailtudAynedns dan

o

FuUssan

v
=< LYY 1Y '

t = -2.891 uag Sig. = 0.004 agviouliuimnuivndilsderuiinduasduiusivendiuyaninanisee
mlsneurinaenile ¥ AndeusinuazAdindIvuie (EV/EBITDA) Nanad Yusidnsmanauunudaduning
(ROA) uag 8nsmanauwnuserteiu (ROE) lildudAnysiednsdiuyarfianisdeflsneuinaenidy ad e

deusauazadasing (EV/EBITDA) Taenuindien Sig. Wiy 0.712 uag 0.319 auddu

Aaa a Y | I a

agUlanmlsseviu (EPS) Wusuusmenisdududsiienvintiunidninanesnsdiuyadiianisee

U

o o = v o ¢

Mlsneurnaanle A1 AMEDUTIALALANFAINMLY (EV/EBITDA) agnelitednfuni1ed@dd wadlanudunus

17

98U

3.4 navasiwlsn1sIamsaudwindau dednsidiuyadinanisdenilsieuinaenidy ad An

WHBUIIAILAZAIANINNUNY (Enterprise Value to Earnings Before Interests, Taxes, Depreciation, and

Amortization: EV/EBITDA)

M1 6 MITUANIHANTENUTENIISIMUIAUFWINGBY Audnsidiugarnanissemlsieuinaenide and

ALdoUIIALATARASIMLUNY (EV/EBITDA)

Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF

(Constant) 18.520 2.862 6.471 .000
EGM 6.776 4.578 .058 1.480 139 .840 1.190
WM -11.846 4.233 -134 -2.799 .005 567 1.765
WAM 5.308 3.063 .080 1.733 .083 611 1.635
GHGM -6.962 5712 -.047 -1.219 223 .895 1.118
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Abstract

The objectives of this research were: (1) to examine the satisfaction level of customers at E-Nom-
Ban Restaurant in Samut Sakhon Province, (2) to study the marketing mix factors of E-Nom-Ban Restaurant,
and (3) to investigate the marketing mix factors influencing customer satisfaction. The sample consisted of
400 customers of the restaurant. The research instrument was a questionnaire with an overall reliability
coefficient of 0.941. Data were analyzed using descriptive statistics and multiple regression analysis. The

findings revealed that: (1) the overall satisfaction level of customers was at the highest level, with service
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quality from staff ranked as the most important factor, (2) the overall perception of the marketing mix (7Ps)
was rated at a high level, with the highest mean score in the dimension of physical evidence and
presentation, and (3) product, place, people, physical evidence and presentation, and process were found
to significantly influence the decision to use the restaurant’s services at the 0.05 level of significance. In
contrast, price and promotion were found to have no significant influence on customers’ decision to use

the restaurant’s services at the 0.05 level of significance.
Keywords: Marketing Mix (7Ps), Customer Satisfaction, E-nom Bean Restaurant
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Abstract

This research aims to (1) Study the travel behavior of the elderly in the areas of Tai Ban Mai
Subdistrict, Phraek Sa Subdistrict, Bang Pu Subdistrict, Bang Pu Mai Subdistrict, Mueang District,
Samutprakarn Province (2) Examine the access to public transportation services among the elderly in
these areas (3) Investigate the problems and needs related to the use of public transportation services
by the elderly in these areas and (4) Explore ways to develop public transportation services for the
elderly in these areas. The sample groups for this study are divided into 2 groups (1) Elderly residents
before the construction of the electric train and the expansion of the public transportation system in
the areas of Phraek Sa, Tai Ban Mai, Bang Pu Mai, and Bang Pu Subdistricts, Mueang District,
Samutprakarn Province, with a total of 15 interviewees (2) Elderly residents after the construction of
the electric train and the expansion of the public transportation system in the same areas, with a total
of 27 interviewees. A total of 42 people were sampled using the sample size calculation formula based
on Yamane (1973) at a confidence level of 95% and a margin of error of + 5%. The research tools
include (1) In-depth interviews, which provide detailed information. and (2) non-participant observation.
The findings reveal that (1) Bang Pu Subdistrict has a high level of difficulty in accessing public
transportation. (2) Bang Pu Mai Subdistrict has a medium to high level of difficulty in accessing public
transportation. (3) PhraekSa Subdistrict has a medium level of access. and (4) Tai Ban Mai Subdistrict

has an easy level of access to public transportation.

Keywords: Travel Behavior of the Elderly, Accessibility, Services, Problems in the Public Transportation

System.
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Marketing strategy drives the soft power of local identity to promote the

creativity of a floating market in the tourism industry
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Abstract

The objectives of this research are to study marketing strategies supporting Thai soft power
that is in line with the creative floating market tourism lifestyle. (2) To learn about local identity soft
power options for sightseeing, tasting and shopping in the Athens creative floating market cultural
tourism. The sample group is 400 tourists who visit the Khlong Lat Mayom floating market area. A

guestionnaire was used as a research tool and the data was analyzed using percentages, means, and
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standard deviations to find the level of importance. The results of the research were: (1) The opinion
levels of the service marketing strategies (7Ps) in tourists who visit the Khlong Lat Mayom floating
market area to drive and support soft power, the opinions as a very important level in every aspect. (2)
The behavior of sightseeing, tasting, and shopping in Khlong Lat Mayom floating market tourists
respectively include taking a boat sightseeing the nature and the lifestyle, buying souvenirs, buying fruit
and dessert, and eating food. It was found that the personal expenses per trip of tourists are 1,000-
2,000 baht, followed by expenses of 2,001-3,000 baht. The results of this research will benefit the
management to drive the soft power of local identity, promoting the creativity of a floating market in

the tourism industry.

Keywords: Marketing Strategy, Soft Power, Floating Market, Tourism Industry
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Abstract

This study aims to propose service guidelines for members of the ABC Savings and Credit
Cooperative Limited to increase service efficiency using computer simulation. The research compares
the current service model with the simulated system to accommodate the maximum number of
service users regarding the number of members served, time spent in the system, and time spent in
the queue. Data was collected through observation and recording of the inter-arrival time (time

between the first customer's arrival and the next) and the service time during normal operating days
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using Microsoft Excel. Currently, the average number of users during a normal day is 388 people, with a
minimum of 350 and a maximum of 422 people. The current service system and the simulated system
were validated using the Arena program. The test results showed that the service model during normal
days, specifically for the counter section, follows a Beta distribution.Regarding the service improvement
guidelines, the study found that the most suitable service model for normal days is Model 2 - 1 - 2,
which is defined as: 2 channels for serving 1 item only, 1 channel for serving 1-2 items, 2 channels for
serving 3 or more items. The result indicates that this revised service model (Model 2 - 1 - 2) can serve
an average of 426 people per day. This demonstrates that the 2 - 1 - 2 service model can better meet

the service demands of the members than the current service system.

Keywords: The Logistics Model, Queuing System, Credit Cooperative, Service Users
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nindfitawiiensdnw (2) nislaude Tusnsmsgfutuuiaundn Ussnause udeiavy udeiitonns
Usgneuondn AuideilonsAnw uas duderiiodsnulassmsivay (3) n1sliuinis Useneuseuinisiuin
Rudouaundn msdnvhuseiu@inngu wasuinsmsdavhuseiudetu Ussiudesoeud Judu sgslsfianu
nsliusnsvesamnsaloouning ABC 1in sjatiunsairsanufionslolvandnaueuusidesshodnwaiznns
hunmesandnliasiiauenszandieguistaaian Fofudsldi Jymmsliusnisens 4 lurasaandiuansig
fusnfinrsanifionuuamislunisuiudgaseansammslruinisiasanunsaifiudwougnA-lunisliuing
Wity msideadailihuudanguiumeestislunmsnudgmsuneulunisliuinsunaundniiiliog
UfoRnulunisliuinsgenfinruduiusiuidmunglunistiusnstiduluegesiniga nsdfnwiaus

mMadenvesguuuunisiuinisiungay weliguimslaldduuuimdunisdnduladiedfiuysgdnsnmnis
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P

THu3nslifdstusioly uashlfaurdnvesannsalléifuanuiianelalunisidiriuuinsiasialusuuuunns
$nsvutumnesiiogfefunatssuuuy suneunsliuinsuassiuumieliuins uenaint suuuuumees
fautsudnuaiznissenninesiigeliuinisdndie damautsguuuunsdeuninesigaliuinisuds awnsa
wUdldl 2 JULUU Ao uniABeLAgILATLOIRREVIANEULNd (85918 INETAITWYING WA dAns augy, 2563) seUU
LeNABEMTDILUUAL (queuing system) ludnwazladnunzvilsdsenasussuuidfsesuuinnduyana 1wy
so30UsEEINg S0%0013 Seteiuluguiedinding selviunndas WWudu wifsesuuimaflailésfnud
yarauAdsasaUszgndldluianisdu q gy nisidhfuuinistonsneud mesevudiedudusumnug

Wudu (ue WSS wazaney, 2562)

QUsZAIAYAINITINY

LAUDLUINIINTHIUS NSHAFNITNVBENNTIDBUNSNE ABC 3117 TunsiiuUseansninnisliusnig

Uszlaunditlésu

1. ilensuguuuunsdnuuimsvesasndnannsaloouming ABC $1in

2. \lensuszuunsivuinisvesannieeuming ABC $1im tAafuuiinavesandnlagiads usaz
FIINUALNTIOARYVBIANNTNUARL IR

3. anansnthguuuunsliuimsiusnzanluuiulflumaiinussAvBaimuesssuuuannosvosaundn

annsaieaunsng ABC 31in maly

A/ANUUNITIY

UsEynsuasngunlegi

Uszu1ns e aunBnguisuusnisannsaloauning ABC d11in ludamdnuunys Tudiaian 8.30 u. -
15.30 u. veudums - Turns nausiegns fie aunTnduniuuimsannsaloauning ABC 911in Tudwiauunys

Tuga9381 8.30 . - 15.30 w. veaiuduns - Juans luseunganieu w.a. 2567 31U 422 Au

Bnsnudeyauaznisinnisdoya

nsmnanadglunisliunisiaedvtf ludiuveaanimes nanedsfiaudnunsesuusnis w
Lmﬁma%uazna%aﬁa@uaqam%agﬂuixw QWﬂﬂﬂiLﬁ%BM%@Mﬂﬁﬁﬂﬁ@lUﬁ

1. dawdounuunesnlunsiiudeya idesdefildifuteya Ao wuutufinnsifiudoya @ 2 ¥a fe wuy
wOUA318N15 (Multiple Line) Aukaiung (Normal Line) wagu1#in1duLian

2. %umaumilﬁu%yja Tufinnanfiamndndrunseluuaiuins nandusuusng uaznaniifuuinis
WA NASVOIIRTI8NT (Haus 3 518n5TULY) wazuanUnd (1 - 2 578n19) faust 1381 8.30 1. - 15.30 1.

3. NM51E0NIUINTBIRIBY1S (Choice of sample size) DIFINITNARBUATNII LMD TANUAUNUGDEN
Tnd%afuautinaziduves Type Il error vaamsnaaousadAdmivrnfegiifvuagfunnsiinesi
wansiie HO fn 15714 OC curve Hhglumsidenvuindiegis Ransananuuiaziduves Type Il error 984 Fixed
effects model iflofid s wvinfuynvviuus

4. msdmndsudeya tunounisdmwnioudeya Wunisdawienlvogluguuuuiiasinlulslung

a 61 a Y o X
nszvisioly dunaunedl
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4.1 nsondeyaiitiuiin (andiunddduun nadusuuing nailiuinisudase) measly
MS Excel ThFousoslasuenuuuininalssenis s 1an 830 . - 15.30 u. wazunaund Tuturhmsund
Audeyareiuudld MS Excel miiansenes nan3uuins tasyeziavesnaMsdsnvesENndn

4.2 MInTREBUMINYNFeTeya (Verification) Aldanmsiiudeya

4.3 IAEBUANUMINZANYBINTUINUBITBYA (Goodness of Fit Test) 5¥8¥11a198a1N154
wvesgndazatlunslivinsifimsuanuandunuule lnsusnuuusamatesienmsuazuaiund Tuuh
msUnfflefasiluuszgndldiulanasioly

4.4 a$19uvuinass ndsnnildnamsiieneinisdunlivimsvesaundn uaznisliuinisves
il aauuudiassguuuudedu lngldmsiimesilianmsiesgilasmsitdeyaluiuudiass

4.5 nedeuAUgNees (Verification) Wuuinaes nawinlawuudtassguuuulagiuuds agvinis
nageumNgnFsswaauuaedlnensldimiivesiurasiiinnsstudfigndeielsl

4.6 MAdBUAINNABY (Verification) wuudnaeadSeuiisuiussuuasdludagduvesannsaloay
n¥ne ABC 5110 Taesi1n15 Run program Arena 11.0 Ingldwisniwesiiléannnismaaeuainumansanes
Foyaud uazshmsiFeudisuiu Suauandniildvinmsuduadaildannisiudeyausaziu Taensmaaeu
M3adA T-Test iilefsanindeyadimuunnssiuniels

° £% '

5. fianuwuuiaeaieiinuseansamlunisliuinig Weuvudnaesguuuulagdugniouaswiugiugaa
whmsiakuuaedaiond sUwuuUTidagayldidintassdvsnmueanuuinaedfie 91nuandnii
Tdusnisuduasa lnevinsusudsudnuasnislivinisvesdeaneuinismudnyazvesgniiinewuaiu (1)

Y A o Y A o Y A o ] | 1
aNATIvigsnssu 1 $18m3 (2) gnAmvingsnssy 2 18n15 kag (3) gnAfvigsnssunsus 3 s19n159uly

TAgNSWASUYIUSNITUAININNTINUA 3 YBIUSNNT WU S9d 2 — 1 - 2 Ae J989USA15 1 518015
71U 2 Y909 FYIUSNIT 1 - 2 579N 91U 1 999 kardivedusnis 3 s19n153ulU U 2 U89

6. vinmsnaaeunvaifseninguLuulagduivgunuuliuuse lnensmaaeun1eada T-Test A

\Wotlu 95% (syauiludnAty 0.05)

isaeianlylunisiae
1. Wsunsu Microsoft Excel ldlunisiiudeya nandiunluies Lansusuuinis nanfliuinisuds
LA39 LDALIMMIIANTEADY A1TUUSANT YIITEULNIANUBNIAINITHNLIUBAUITN

2. Wsun3ue"3un Arena 11.0 Input Analyzer Liveldlunisnaasunisdnassaniunisaivia 7 suuuy

NAN1539Y

1. foyavhluvesnisliuinisludruvesamines

nshiuinsvesannsaieaumning ABC 91iin Tiusnistuiudunstsiuanslaeddisisnisuasninauan
THusmslasiads Auandumssii 1

a15197 1 Innudainlduimsadsluiudunsteiuans uundnuazvesiunliuinig

anwzvasIun uaugunlduinig daulsauy FUIUAEN UG
Tusnns gy (AY) UINTFIU G (Aw)
uunf 387 23.68 350 422
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n1sliusnisvesannsalaaunsng ABC 911n iusmsluiudunsteiuans d9miuninanuludiuves
Wtlees 91U 5 Au TaswdanuYesusnis Ae (1) ¥oausnisi 1 - 4 THusn1s 1 - 2 519013 wae (2) Yos

USN15% 5 TAUSNsAawa 3 s1enisaull

2. MsAasuwuuidagiy
2.1 NMINAFBUAMUMNITHUYDINITUINKAL (Goodness of fit test) Ingfiarsaaniiiu
U3n1suaznaliuinns fimsuwanuasvesteyafunuule Ingldie3esile Input Analyzer Tulusunsu Arena 11
iieldadaguuuudiass msidrfuuinisvesandnluguuuudagusioly nansiaseyisenisnsi 1 uaneds

AT 1

[

AN5199 2 WARINANITIATILAMUNLAUVDINITLINEDVDITUINNUUNR I UNAUSNWULNNSIAUSANS ATl

. o oty BIAMNITUDIVRELFUINNT LRI IAUENIS
ANwULVRIIUNAUINS . o4
Interarrival time (u1N) Service time (uUN)
%89UIN1g 1-2 5780135 0+240*BETA(0.172,0.338) 30+190*BETA(1.3,1.45)
Fo9UsMs 3 Twnsruly 0+900*BETA(0.835,0.837) 35+905*BETA(1.02,1.05)

917015797 2 wandliiiuinnisliudnisiuiins ludiuveaadinesvesannsaloauning ABC
$iia Swunaudneaznisbivsmswadutianisdhivuinisvesfunldnig (interarival time) Foeu3nis
1 -2 519015 fip W938nI19 0 FU9l s 240 TunTl AAIENITLANKALUAN 7 uwoav 0.172 uaziusn 0.338 uaz
Fo9U3n15 3 518M153ulU Ao T295EWIN 0 Tundl Be 900 Fundl ARAIUNITUINLIAIUAN fiuoav 0.835 uaz
WA 0.837 @ulia1n1shiuinig (Service time) 929U5A15 1 - 2 518015 AB B29581I19 30 U9 9 190 Fundl
@mﬁwmiuﬁ]mmLUG’hﬁLLaaW’I 1.3 uay 1é 1.45 uazaeau3nis 3 s1en15tuluAe 92esening 35 Jundl B
905 Junft gruFIenITUaINUALUK 7 wean 1.02 uaziudn 1.05 InsAiiAntuagiirisening 30 - 90 Fund

a9 Herduanuihaziuazauwuulnn (Commulative beta probability function)

X1 (1=x)*"

B(p,a)

for0<x<1

S(x)=
BETADIST (xalpha, beta, A, uazB) fia 5e1319 A wag B fildlun1suseiiumeainisuaniasanutiasduwuy
Umnazan (Commulative beta probability function)

P '

ALPHA fim ATNNSITLABSTOINITUANUAS

Beta AB W51ALNDSVBINITINLAS
A fa YoUAEN
B fa YaUEIan

30 + 190 * BATA (1.3, 1.45

N
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ANMAATUILTAITEUING 30 - 90 U

V1
| /

i

29 1 LL?{@\TNaﬂ’]i%ﬂﬁ@‘Uﬂ’J’]ﬂJLMZJ’]S&&J“UENﬂ’ﬁLwﬂLLﬁNﬂJE]\T‘DEJJ@ﬁJuaIG]EJ Tools Input Analysis

Vu: 993G ARSI UazAny (MIANTUNIRY, 2567)

Distribution Summary
Distribution Summary

Distribution: Beta

Expression: 30 + 160 * BETA(1.39, 1.55)
Square Error: 0.000735
Chi Square Test Kolmogorov-Smirnov Test
Number of intervals =30 Test Statistic =0.0212
Degrees of freedom =27 Corresponding p-value > 0.15
Test Statistic =243
Corresponding p-value = 0.609
Data Summary Histogram Summary
Number of Data Points = 1000 Histogram Range =30 to 190
Min Data Value =30.9 Number of Intervals =31
Max Data Value =190
Sample Mean =106
Sample Std Dev =40.2

2.2 afruvudnassguuuutagly
nsviuilagiiu annsalesuning ABC 1t Budaliusnisdausiaa 8.30 - 15.30 u. laed
Fodlu3nis 5 Ho4 Wnswvadugedliuinisviigsnssu 1 - 2 518015 (Normal lanes) 9143 4 983U3N"T way
Y4l UIN19911gINTITNUINATY 3 578015 (Multiple lanes) 317U 1 48903015 Iagdntdnau 5 Ay 310
wuudaesguuuiagiuildnnnsadilinealagiusunsu Arena 11 tnefduneuntsadrdlaa el
2.2.1 Create Model l¥ai1smsidunvesflivinsiitermunnaimstunvesglivinnging
nsuanuasuuule Wy gnd1diuiisients 1-2 szdnisuanuasnmisidiuivesilduinsdu

0+240*BETA(0.172,0.338) @alsannnnsvi goodness of fit test Toyalutlagiuiimioiduuni
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2.2.2 Assign Module Tdfvunwila Tunsuananavesfunlduinisindudszanmla waviaily
mslusmavesulivinisussinntu wu gnéi 1- 2 718 efinarnisliusniandu 30+190°BETA(1.3,1.45)

2.2.3 Station Model ldinunanrfiuduigléuinisazlu ilewrluldluntsuans
amadeulin 1wy Avuelildvimsynauiidinezdeadimauszgmadi

2.2.4 Route Model ldimunganunsiiazluvesiléuinig uazimuadinisiadsuiion
osudulusgavanedinddwinle weldlunisairsaimiadeulmn wuflivinsasidumeiedesuinisldinan
Juluuuanuas UNIF (15,20) Ae aglutag 15 §a 20 Funil

2.2.5 Design Module lrinuanisdndulavesdldvinisitnudugnddssianla 1- 2
eIV naneensuazdnauladnnsgluiinvesda

v
1%

2.2.6 Process Module l¥fvunafanssuininuiudlduinisuaglufanssuduilasifeades

P19azyinfanssula Wy 99905015 1 - 2 578015 dndnanudsednsd 1 au fe 1 999 nennunauazliusnng

B

wianBnlunisgsnssumen sty Fadunsiuinsudaasa

2.2.7 Record Module lglunisifudeyaiiaula wu gldusnisfidulduinisudasad

uuwile
2.2.8 Dispose Module liilouanatianisiadadunszuiunisliuinmsuds fe gldusnisesn
INITTUULE?
% %% dhaid-n1stn
= = =
[
% ﬁ'il\?ﬂ N3 ‘ i=] ‘ H ‘
[ ——
F & ] gz g il
= i = e
-
= = = B =% a7
Teller 1 Teller 2 Teller 3 Teller 4 Teller 5

1318013 ] -ht.l-n"ns s18n13 .-“ g»
O B | -
ssi Neoel os =k o
A b i Ay By T
e 0| : NUALaI N
3% 5 L iedadly

— pmm——
Uszgidi-aan

A9 2 wansiuudnaeadagu

o A & o ¢ o a ~Y
IA: ATINY AATITUUN WaTALUY (NMIALUUNUINY, 2567)

AN 2 wansuuudaensinanudagiu annsalaaunsng ABC 9179 1Sulaliusnisiawmiign
8.30 - 15.30 u. lnadvedliu3nig 5 e Wneuvuludedliuinisvingsnssu 1 - 2 578015 (Normal lanes)
U 4 FoU3N15 wardadliuTn1sNgINTsuLINngY 3 518M15 (Multiple lanes) 3117w 1 983u3n1s el

WUNIU 5 AU
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¥
14

2.3 n153delunselliinisnagauadiugnias 3 dnwme dell Ao N1IRTIRABUAINGNABY

(Validation) n15a¥19manutndedie (Establish credibility) wazn1350573@0v (Verification) WUUT1889 AU

¥
v

JURNDY Fail

Validation Establish Credibility 1. Verification 2. Validation 3. Establish Credibility

Conceptual Simulation Correct Result Resulted

System
Model Program Available Implemented

AN 3 LARTURBUNINTIIEOUANNYNABIYBIlUTINTY

u7: 9 5INE ARSIMUN wazAy (MIAWITY, 2567)

MIMTIREBUAIIGNFEY LazNTaFIInILLTefe SMINeTEUUTI (System) AulIANLAAYBI
WUUI1894 (Conceptual Model)

1. A13A3298UAIINYNADY (Verification) §3Telavinnsadieguuuudiasslaslusunsy (Arena
versions 11.0) InsmsliléteyanisiiunvesgniuaznansliuinsgnAnliiduarasiiuginsmeasy

o =

wuI Aflensetuanuduase Felideyasianisned 3

Y

M15197 3 wanstayalunisnsiaasuiuudnassguuuulagtuluiwinulnd Suunaudnsauensliuinig

A9t
LaMnsdsu Y - . Y e
. - o - _ . waanshiiuinng 5282805 IUIUGNAINTU
ANWTYRTIUAILINIG  U3n15vasgndi . . - .,
- (Au/uN) nagau (W)  UINITHaD (Aw)
(AU/UN)
I9IUSNT 1-2 5189715 1 2
o P 480 960
Yp9UsN5 3 sensvuly 1 2

INANTNI 3 wanstoyalunisnsiaasunuuinaessuiuudagtuluiwinuunalagtirind vedian
N5FUUINITVRIRNAT (AW/ANT) Waziia1n1siiusns (Wd) wnuluaunisnansiasenaNumasauves

MILINUATWALAAT srazlaInIsnaaey (i) uagdIUgNAMIULINITURT (AL) Ndennneei

2. M3A599d0UANTL3Y (Validation) wieliluladuuudaesdugniewmseiuanuduaies

suwuulaguresannsaleauning ABC dnin uaranunsaldlunisusuusalanely

N1INAFIU

1. ngauINani1awedeyaIse uag Arena sUkuulagulimsuanuasiuulniivselil Mmensmegeu

'
a a 3

uanesa lnedauufgiu dall

Y A a o

HO: wasi19e uINgNANUINSUANASATINITHANUAILUUUNR

H1: masinsvesdnuugnAfiusnisuduasaludinisuanuasuuung
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2. mndnsianuasuuulnfnaldsinnisvadeu T Test

3. INARU ANLRABYRINAAIYRINAINIUINISUANESY Tnediaunfignu fall

HO: V1-V2 =0
H1: V1-V2 £ 0
A5n1snngau

I3 ¥ Y o a o [ v [ a [ [
nnnsmaAuteya Juvhauund 9w 16 Ju wdmeaaeuanulustilagerdelusunsy Arena fs
LR A9n15199 4 gRnwiAmuaguuuudnaesdagdu lnenislddeyanisidniuuinisegnAinagiiainig

L3

TuIN15gnANLAINN1INITIATIENAUMNLAUYBINITUINUAL (Goodness of fit test) WaIvN1TNAZDY
Aduase Araddneaeunladuddiiduduaiildainnisiiudeyaniely Inenis run program 16
replications ka2 INASNAROUNEDA

M3nsIaseuAITUae (Validation) wuuinasslagtuuieuiisuiutoyasse
:. 0.226 o : =
1NN1INAARU WA Ao p — value = 2P(T ;5 <1.262) = — - 0.128 #1171 0.05 V9@

Ipideyadnuaudliusnissening 2 unasleya luanssiuwansinaunsatuuudtaesisnanluimunseld

M15197 4 uansdeyaildlunisnisnsrvaeunnnuduass (Validation) wuudiasslagiulSeuiisuiudoyais

vesiuUng
i Poyaase (AW) (V1) Arena (Au) (V2) D = Yoyaas-Arena
1 364 367 -3
2 399 401 -1
3 417 416 1
4 399 393 6
5 350 348 2
6 355 359 -4
7 404 404 0
8 414 409 5
9 373 375 -2
10 396 391 5
11 377 380 3
12 363 359 4
13 422 426 -4
14 411 405 6
15 388 387 1
16 364 358 6
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NANT197 4 wansnsnsrvaeuruuItweuudasstagiuiisuiudeyasswesiuihnmsun
13y 16 Twrinis wud deyadiidnsuuinig (Peyaa3) wieuiudeya Arena fatlndruarmilugss Fedoya

PagpsduliTnNuLANNA19AU

3. MIMUUAFULUULATNANTINGDY
n13vMulagiu annsalaauning ABC 9110 Fullauinsaaumign 8.30 - 15.30 u. lneiivas

Wiu3n1g 5 9as widu lnensusullasudesusnmsviidesuinsiiiaydiniugnaivingsnssy 1 s16013

Wosanluiunils 9 azlgndfiviigsnssy 1 s1en1s Andudesay 65 v0etesuinis 1 - 2 918n15 Fevestiazli

1Y) Y a o

anudAgyiugndiivigsnssy 1 stensilududuusn widmnngesusnsiianunsasuigsnssusienisoy

U

WlpULAY

mu.....,;\_.. < //,:\\‘,_,—-Hﬁ}_ 15wns

[| N, . 1-2 5wins
! . [ | I e s 3
}; I I 3 simsan’lJ

Total out

iz | 1 12 3 N

RS
#
Deckie T

y
S

Y

9 b
Ny . : Fay >
I Pecand | I
7 \ ' p’ ﬂ.;\
¥ i beces

T wans <
N Sy
i P '

o cnled counler e |

” receo 2 I

L ¢

A"

AN 4 wansuuIaeInuulTe

u7: 9 5ING ARSI uazAy (MIAEUWITY, 2567)

4. MswiguligukuuINaesszuuivwuuInaastagiu

N&§991NN1591N15 Verification wuudiaestagtuiiguiiguiuteayadse waidwinnisussulana
wuuiassgunuuiagtudieuiusuuuuiiaunduna 480 und d1uau 20 Replications TnsiSeuifieu §3de
thraannsdassgduvudagiiu sfiansandaududediin uazaudululslunisujod dfvuaguuuud
sudunsmeassdiasanuuiiieaniianadsiiglivinsegluszuy Taefuiliuinnsluiudnd 1o 7 uwun
¥eN15U5 U3 (Scenario) il

1. wuameUuUedt 1 (Scenario 1) WlugUuuuszuuilagtu fo Svesuinsiamun 5 Yosuinig lag
winduresdiliuins 1 - 2 :18Ms 4 des wazdemansens A desiiuinis fuue 3 91n15Tul 1 des wa

AeliduglduInslaendedaiuy Ae 419 Ay
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2. LLmvmﬂ%fUUiqﬂﬁ 2 (Scenario 2) Lﬁugmwuﬁazﬁwqﬂ Tngimvupguuuuliluiuudaes e 3 - 1- 1
s svualilivesn3nis 1 mens Giswangemadeaini) 3 9es. 1 9es dwsuliving 1- 2 ems
uaw 1 dos Aevesiiuinis daust 3 Memstuly wefedsnaufinlduinmslasadedotu Ao 416 Au

3. LL%JJ%NU%UU@@‘W 3 (Scenario 3) LﬂugﬂLLUUﬁﬁlsU%’UUEﬂ Tngmvupguuuuliluiuudaes e 2 - 2- 1
s svualifitesn3nis 1 mens Riswangmemadeaniniu) 2 9eq. 2 9es dwsuliving 1- 2 ems
uay 1 dos Fovesiiuinis saust 3 Memstuly wefedsnauinlduinmslasadeotu Ao 420 au

4. weUFUUTaR 4 (Scenario 4) Wusunuuiiazdfulge Tnemuaguuuuliluuudass e 1-3- 1
yaneds fvualifivesn3nis 1 mens Giswangemadeaninni) 1 eq. 3 9es dwsuliuins 1- 2 ems
uay 1 dos Fovesiiuinis daust 3 Memstuly wefedsauinlduinmelasadeotu Ao 420 au

5. WUIMNSUFUUT 5 (Scenario 5) iduguuuuiazyiuuss Tnofmuaguuuulilunuudaes fie 2 - 1- 2
yaneds fvualifives3nis 1 mens Giswangnenadeninb) 2 9eq. 1 9es dwsuliuins 1- 2 ems
uay 2 dos Fovesiiuinis st 3 Memstuly wefedsaudinlduimalasadenotu Ao 426 au

6. WM9UTUUTT 6 (Scenario 6) iugUuuuTiazUfuyge Tnefmuaguuuuliluuudaes fie 1 - 2- 2
yaneda Aualifitesing 1 1813 Rissangenadenyinb) 1 9eq. 2 9es dmsulivins 1- 2 9ems
uaw 2 dos Aevesiiuins daust 3 Memstuly wefedsnauinliuimslasadedotu Ao 411 au

7. WeU§uUgaR 7 (Scenario 7) Wusuuuuiiazu$ulge Tnetmuaguuuuliluiuudiass fio 1-1-3
yneds fualifivesn3nig 1 mens Gesangemadeaninig) 1 9eq. 1 9es dwsulivins 1- 2 ems
uay 3 dos Fevesiiuins daust 3 Memstuly wefedsnuinliuinmelasadedotu Ao 419 au

Fesulumslinngsiite i suiisuiuguuuutlagtiuuds dnafunndeiu wansin wameUdudged
wiwauiunsliusnslu Scenario 5 UL 2 - 1 - 2 fis Myualviilgeu3ng 1 :18M3 (Awangsensiie,
wihtiu) 2 09, 1 Te9 dmSulUINT 1- 2 998N way 2 109 A Fesiiuinmanaus 3 emstuly wafedsiuu
slfuimslasaderotuile 426 au Feaziiuldin SwaudnlduinslasadedeulusUuuuiindduinnnd
suuuuiaqiudnne Tnsfinsasdutisaniivindu Fsuandiiiiuin sUuuud 5 fe gUuuU 2 - 1 - 2msazthanld
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Abstract

This study aimed to investigate two key objectives: (1) The level of importance of strategic
management and market flexibility (or market resilience) to the success of traditional retail
entrepreneurs., and (2) The relationship between strategic management, market flexibility, and the
growth of traditional retail entrepreneurs in Mueang District, Nakhon Ratchasima Province. The sampling
method employed was multi-stage random sampling. The sample size was calculated, yielding a total

of 400 respondents, with the proportion determined by geographic area. Data were collected using

Vol 3 No 3 Sep - Dec 2025



102 Journal of Humanities and Social Sciences Thonburi University (Graduate Studies)

guestionnaires. The statistical methods utilized for analysis were the mean, standard deviation, and
Pearson product-moment correlation coefficient. The results reveal that (1) Strategic management is
critically important for entrepreneurial success. Among its key elements, Staff is identified as the most
significant factor, followed in descending order of importance by Strategy, Structure, Skills, Systems,
and Style, While Marketing Flexibility is critically important for entrepreneurial success comprising, in
descending order of significance, Resilience, Robustness, and Adaptability Entrepreneurial Success itself
is considered the paramount objective. This success is primarily defined by the following metrics,
ranked by importance: Profitability, Customer Base, and Sales Revenue. (2) Strategic Management and
Marketing Flexibility are found to have a significant positive association with the Entrepreneurial
Success of traditional retail businesses in Mueang District, Nakhon Ratchasima Province, at the 0.01

significance level
Keywords: Strategic Management, Market Flexibility, Success, Traditional Retail
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o dusuuinesdnUszaIaa 5 s (Rating scale) mulERnvesalAsy (Likert, 1967) fio Auade 4.21
— 5.00 K899 agﬂuszﬁuu'mﬁqm, ALaAY 3.41 — 4.20 NUN8Es agluszAuun, ANadY 2.61 — 3.40 NUNBES

aglusziuliunans, Anade 1.81 - 2.60 vianeis agluseduilas wazAaie 1.00 - 1.80 g agluseeu
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tosfian uaz (5) deyaieaiuanufniiudy 4 Snvazdnulaislalifneunuuasuniunanininudniiu

NIIAMNINLATINED

YA o a o

Aidednaseieldlun1side laun wuuasuauiadWuauedodmsanad 91u3U 3 AU Wevin1g

9

I v oA

M3IAABUANUYNADITIEINTIvREM TngluuasununTIIaRUMEITNIMAIAvTauaenAdes (Index of

= o

item-objective congruence : 10C) Zaiinauatlun1siarsanen 10C fie Foranudifien 10C daust 0.05 - 1.00 fio
Frmungay awnsadiluldle widndd 10C gt 0.05 ArsUsuUgmdesineen (Rovinelli & Hambleton,
1977) uazthiuugthainuiuusudlalignioannzan Tnsyndemandidmiunsadation egszming 0.5 -
1.00 uazgthdetausiuzngilervguiuiulss Aouthuuvasunimesnlunaaesdd (Try out) funguid
dnwnrlndiAedililingudednenss S1uau 30 gn tiensiaaeuaudesiy (Reliability) 161 Cronbach’s
Alpha wifiu 0.801 Fadualeousuldunninnast 0.7 (Brace et al, 2012) ﬁad%wuaaummﬁmmL%a‘ﬁuag:
Tusysfugs uasdlranudesiufunsusmsaunuuuIAn 75 McKinsey Winfu 0.861 Model suniadameju

NINTAAN WU 0.802 uazAurudnsavesgsia wiiu 0.798

ad [~
/NN UVDYA

a

FReldiBnmswanuuvasuaulviungudieds de gusznaunisiuauan Tudtneiies Janin

e

o

uATIIYENT iaviua 25 sua Tuiufiunasuyy sivaaz 16 518 lngldszesalunisiiusiusiunusiiiou

NAAINIBY — SUIAN 2567 UarTaTuluABUMUNAUAUATUNILANYTH! 400 FIBE9

nsiAseidaya

A vaw & sy

LiJE]N’JQEJLﬂUi’JUi'JQJ‘?J’@QaR]’WﬂLL‘U‘UﬁE]'UﬂWlI msmaaummgﬂé’aq‘uaﬁagaLiwiamﬁa 11 wuvasuau

Y

wwhnsimuasia assia Juiindeya uwaduhlussinanadeyameamnsadifnie wesesnauianes lagld

= ! =i

Wawnsudnsagy Wneadanldlunisimsgideya Anafe dulsauuninsgiu anduiusuuuiiiesdu

t% '

(Pearson's Correlation Coefficient) Yu1aU8IAMUENRUS ARlAANLMLNEsng o fu Tuntiauonannisulana

Y

YUINVBIAMUAUNUSUNING (Bartz, 1999 81904lU aunIa I3n5255047, 2565)

NIDULUIAANITINY

n3dnnadanagnsendunsounuafn 7S Mckinsey Model luiadosfiotinsgriesdnsiiteldlunis
UsgiliukarUsuuseUsed@nsnnvedesdns Usenauniy Strategy (Naemns) Structure (As9a319) Systems
(5¥UU) Shared Values (finflgd33u) Style (ULUUNTTUTING) Staff (UAAINT) wag Skills (Hnwe) (Peters &
Waterman, 1982)

ANNEAUEUNIINITAATA (Market Flexibility) Aa AdINAIN1T0203g9Ra lunsUfufLazRaLaLes
faniadaauulasesnannldetnamaiiuazilssdnanin fesdlsrnauvdnaeauunin Usznaudae 1)
AINAINN90 IUN13U5UFY 2) AdNaNTnlunTgAdUUIINTEUNN 3) AN I (Grewal &

Tansuhaj, 2001; (Duchek, 2020)

a a

o & a . a . ° v A Y oa & P v o &
ﬂ']’]llﬁ’]lﬁﬂm@ﬁﬁqﬁﬂ@ (Business success) A9 ﬁqqulﬁﬂﬂiaIWLﬂﬂmuLWaiwuiiqﬂ?quﬁ’]lﬁﬂmqﬂ

§ a

ngUszasAndnuedianis lneiuiinauszleviiesinslasu vislugudituuazluguilidudatu (Pletnev &

e

Barkhatov, 2016) nam1saliugsianiinuiieinseaunissuiviennuianelavewrusenaunsiuauan via
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Tigsiaussamuinguszasdvasianisluduaediosdminuassivdun Gsieauszneuldiefdinanudnss

voegsnanddny 3 Uade laun Iruiugndn veave mls

NIRRT AULIUNAS19NTBULUIAANNTINE Fail

LY a <
[ NM5IANSLTINAYNS ] — AuENIIVe9

gusznaunisiuduan Tu

[ ANUTANLUNIINITNAN ] 9LNBLD9 JINIAUATIIVAUN
9

AT 1 NTBULLIAANTTIVY

NANTTIY
Foyavhluvesnouuuuasua wui grouuuvasuawduingidumads s1um 279 au Andy
Sovaz 69.8 Tengagsening 30 - 40 U 1uiu 194 au Andudesay 48.5 n1s@inusziuUiaqes S1uiu 167
au Andusosaz 41.8 Wudrwesianis uau 182 au Andusesaz 35.5 Ussaunsalineu 1 - 3 T d1uau
136 au Andufaway 34.0 szaziiatlunisandufanisaudslagiu S1uw 4 - 10 U druau 156 au Anduy
Souay 39.0 fseldaaoseliouvesnans 9g5¥MI19 25,000 - 50,000 Um d1uau 148 au Andusewas 37.0
1. nan1sfnwszauaudIAYIINITTANISBNaeNS AuBangunianisnalaienudiaves

HUsENoUNTSEINIfIuAUANKULALAY Bnallies JainuAsTs1vdln AanNT1ei 1 - 3

M15197 1 uansedsuazddsavunnsgiuranuAniufeaiussauaudfyrensdnnsdinagns

AnuBanguINMsRaInsendsTeUstnaunsgsnauiUAnuuuAuAL dunelies Yminuassvdun

N153ANSLTINAYNS duads  dauidsauuannsgiy wlamna a9
1. funagns 3.60 769 faudAgun 2
2. pulassasng 3.54 692 HaudrAgunn 3
3. IUTTUU 3.41 735 fanudiAgun 5
4. puaile 3.54 786 faudrAgunn 3
5. puvinee 3.48 887 faudAgun 4
6. pualng 3.34 979 HaudAgUiunans 6
7. AMUYAAINT 4.01 691 faudAgun 1
Anedpsm  3.97 .438 fAnudrAguIn

]

NA15°97 1 wanemnudaiuietussduauddyuein1sinnslisnagnsvesiusenaunisgng

$rudrudnuuudafy sunees Samiauassivdnn wud grevnuvaeuatwlinnufaiiuiieriuszau

ANUAIAYVDINITINNITTINAYNS Tnanmsaulinnudidguin dnadewindu 3.97 InslvanudiAyiudiu

o o

i =

YAAINININTEA Aadeiiu 4.01 sesasufie Aunagns damdewintu 3.60 sulassadie danadewindu
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3.50 A1UTINYE ANARUYINNU 3.48 ATUSEUU ANRALYINAU 3.41 LazAmualng ARAUINNY 3.34 AUaInU

uay AUAMUAINITEIUATUSUS dAudiAyNnn ARy 3.82 auaau

M19199 2 wansARfsuazdiudsnuunnsgIuenuAnLiuiIfuTEAUAMUd A TRIRNEAREUNI

msnansienudsavesEUszneunsgsiasuAUanuuunaiy duneilies Ywinuassadun

ANEANGUNINITAAIA Anade  drudsauuinnsgu wlana a6
1. gnuauaunsalunsusuda 3.82 638 faudrfgun 3
2. fupNNEITalUNSEAdULIINTEUNN 4.20 547 enudfgun 2
3. frumnuansolunisiush 4.22 487 faudAgunn 1
Anedesm  3.71 499 faudrAgun

v

9115797 2 wanannmAniuAeITUTEAUANNE A UeIn LT UNINIRaNATesUsENBUNS
satadudUAnuuuRaRy sunedies Smiaunssndun wut Tnsnmsaldaruddunn Aadewinfu 3.71
LLaﬂﬁﬂ’Nuﬁﬂﬁ@Ju’]ﬂﬁ’Ué’WUWJ’]Mﬁ’W’WiﬂﬁLUﬂ’ﬁﬁuﬁ’J Aadewiniu 4.22 sesaunde ATUAILANTALUNITAN
Fuusenszunn Saruddann Anadewintu 4.20 wagduanuannsatunsuus Sanuddann auade

WINAU 3.82 ANNAGU

A15199 3 uansAadonavdudosuuuinsgIuYesALAnAuABINUSERUANE A Y TOIANELTIVR

AUsEnoUNSEINIfuAmUANLUUALGY B1neliled Jaminuassvdun

audFavesfUszneunts  Aweds daudsauuanasgiy wlawa a1iu
1. pumls 4.43 528 fieudfayanniian 1
2. PULDAUNY 4.18 507 HaudrAgunn 3
3. UTUIUGNAN 4.37 616 firnuddnanniian 2
AaAETI 4.32 330 flaudfgunniian

NATNI 3 wanspuAaiuieIusziuaudAyeIrudsavedgIAavedfuszneunisging
FuAdnuuuaau g1neiiies Smiauassvdun wud lneamsuliauddguinige deanadewiriu
4.32 waglvinudAggunniiaaluiiuils Anadewiiu 4.43 sewmanAe Mudiugndn Ianuddyuniign

ANRABLYINAU 4.37 WaziueanYIy IAudIAgLIn ARABLYINAU 4.18 ANaIRU

2. wan1sfnwinuduiusueanisdnnisilienagns aulangunisnisnatafilidoniudniaves

HUTENEUNTTIINITIAUENLUUAUGY B1LNBLDY TIMIAUATINNENN AINNS19N 4 - 5

M19199 4 AnduUsedvizanduiug (Pearson Correlation) U8IN1353ANTSWWINALNS AUEANEUNIINITHAIATY

seaudnsvesuszneuntsgsiaduiuinuuuaniu snnewdies Jamiauassvdun

Y OX X X X X5 Xe Xo X Xo o Xy

AudSavesusenaunis (v) 1
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AUNaEns (X,) 696" 1

Pulasaasg (X,) 824" 6227 1

FAUTLUU (Xs) 797 5427 7247 1

puAfeal (X,) 864 5347 693 713 1

Fuvinuy (Xs) 8797 515 650 .646 .780 1
suglea (X,) 775 388 5427 495 5747 667 1
AuYAaINg (X;) 3047 017 .055 .019.149 214 192" 1

prupNEINIaluMsUSUR (Xg) 318 124 160 .165 .218 232" 176 .626 1
AUANINANNNTOIUNIAATULSY 1687140 135" 2397 209" 168" .028 -035.141 1
AsENn (X;)

Frumuannselunsiuds () 175" 168" 056 .019 .105 181" .123 255" 251" 045 1

**_ syaulpdIAgneedan 0.01 *. seautiudAgn1eanan 0.05

L o w o«

NMTNN 4 NaN1INAFBUAENUTEENSaANTUEUaINIIANTBINAYNG ANUEAMEUN1INITAaIAT
fidoaudniesusynaunmsgsnadiuduanuuunadu ludnaades Swiauassgdun nuin nsdnnis
Fanagns anudanguninisnatndanuduiusivanudniavesiuseneunisgsnasiududnuuudai

Funowlng FminuAssvELT wazilaweniansaudusiesu famis1aa 5 wun

A1519% 5 wan153tAs1zALduRus n13sian1slsnagnd anudanguninisaain fuaudiaves

AUszneunsgIAasuAmUan

o v a_ v 14 =
AIUAT LT\]"UE)Qﬂdﬂigﬂaﬁﬂ'ﬁﬁqiﬂﬂﬁ']uw]ﬂﬁﬂ

R P - Value SELAUANNTUNUS
M3 Tanagns 844 .000 170
AMLEANEUNIINIIAAIN 352 .000 110

** Pvalue < 0.01

v v ¢

1. funsdanisdanagns danuduiusidauiniuanudiiesiussnaunisssnaduduanuuy
Fuiu snnoidies Swrinuasyvdin egraildeddynisednfisziu 0.01 Tagfinsdansdanagnssuvinug
A1 T AU 879 wagAn p-value iU .000 MH18AIINTINITTANSIEINaYNSAWTNYe A uduRuSZIUIN
uﬂﬂﬁqu@mmﬁﬂL%%‘U@Q&Eﬂi%ﬂaumiﬁjﬁﬁﬁ’]uﬁ’lﬂaﬂLLUU@?@L@@J lugunelos Jwmdnuasssdun sesmaunde
auAtiey (r = .864, p-value = .000) aulaseasne (r = .824, p-value = .000) AUSTUU (r = .797, p-value =
.000) mualad (r = .775, p-value = .000) MMuUNaEns (r = .696, p-value = .000) WagAWYAAINT (1 = 304, p-
value = .000) suddu o seduasidesiu 0.01 muddy

o °

2. fuanudanguninisaain danuduiusidauiniuanudiiavesiuseneunisgsiaduduan

'
aaa

WUUANLAL B neLiies Jminuassadnn agrdtsdAgnisadanszdu 0.01 Tnedinnnuaiuisalunisusuda an

r AU 318 wagAn p-value WU .000 MUN8ANNIIANUTANEUNINITAAIN AIUAIINEINITAIUNITUTUAT
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fmnuduiusidauininniigadeanuduisvesiusznounsgsfaiudiudnuuudaiy Tusinedies fanin

uATTWALN F0%asIRD FuAABNTAlUNTHLE (r = 175, p-value = .000) way FumuamnsalunIga

FULLTINTZUNN (r=.168, p-value = .000) a seeuAEEITU 0.01 AuaU
91NN13ANHIANNFNRUSIENINNNSTNNISENagNS wazaudangunisnisnainiuanudniaves

a v

33namUan annslasgsianneenvamLuuituneu (Stepwise) Inaniaaeulymanuduiusiuessening
fuwUsdasy (Multi collinearity) InefiansananAiesdusznouaunUsusiuiigaiunnuduaie (Varance
Inflation factor : VIF) ags¥131¢ 1.01 fiv 3.58 Feosndn 10 (Black, 2006) wansirluiinlgymiaiuduius

MupITEnINUs waganunsadlllinseinisanneenyanld Fawan159AT1eRaINAT199 6 Wi

M13197 6 Anduuszavanisanneennanvesladuanuduiavesgsiaduaniinansenuseduyuladafindsu

NISUTMITIANT
AUENTIVRIFINAAIUEN b SE g t Sig. Collinearity Statistics
Tolerance VIF
A 3258 460 7089 0.000
msdnnsisnagms (SM) 548 072 344 7565  0.000 898 1.18
anubavefuvnanisnana (MF) 447 081 251 5527  0.000 958 131

R=0642 R =0672 Adjusted R =0577 SE. = .53414

INANIN 6 HANITIATIBMUANITIY AaUTNEINTA! FiB NSTANISITINAYNT ANUEANEUNIINITHATN

o & a v a v

ansaviueduusaudniavesgsianiuan LmaumiamaﬂLLé’Wzlﬁfi’]é’mﬂiz%w%mé’uﬁuﬁ‘wmzuwhﬁ’u

' '
=< Ao o = 1Y

Fovay 64.20 (R = 0.642) FeiltpdrAgysananszau 01 dardulsednsmsinunenionisneinsaliosay 67.2

s
S @ a

(R’= 0.672) lneAduuszansn1sannssvein1sdnnisilenagnideaneaiudnsevesgsnadiuan laedien

o

dudsgansnisnnnesluguvesariuulInggu (Beta) Winiu 344 wazguuuuazuuuau (b) wiriu .548 lag
aursalguannisnensallafaaunisneinsallusuasuuuivu y' = 3.258 + 5485M + .447MF @unis

wensallugunzuuuNnggIu Z'y = .344SM + 251MF

dyuwa

N3ANYINITIANISTINALNS ANuBaEUNIINIIRaInABANNETIVIUTENEUN TS UAUENLUY
Lo . ‘e - "
Audn Tugunaidies Jmiauassvdun agunaniside dul

Anouwuudeuaiulininudniudl n1sdania@ainagns 1danudidyuindendnuaiaves

o

v v i

fuszneumsuduanuuusniu lusunodes Sminuassvdun nelianuddgfuiuyaainsuniian
s99a1AD funagns fulasaaine dusinue fuszuu wagsudlng awdiiu luvazanudndiufaty
Arudavegumnanisnatn ianuddyuindenuaiavesiuszneunishiuduanuuudad lusuneiies
Finunsaedin lnelimnuddyiudummmasalunsitui sesaswnfio fumiuannsalunsgaduuss

waz AumNEIsalun1sUsu audnu waglianudadiuiediuanudiievesgsiainfianudidguin
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= v o

fgasonnuasvesusznounsiudvanuuunadn ludtnaafes Jimdnuassivdu lnglinnud Ay

q

Aumlsuiniian sesmanfe AUTUIUGNAT UAZAULBAYIY ATUEIRY

' o

mM3dan1s@enagns anuandunenisnainiifidenudnsavesiuszneunisgsiniuAuinuuy

o
[ a o o

ALAN gneLlies Ymiauassvdun danuduiusigauindudiiwlsdasenndiegdidedAynieadia Nseau

AMUTDI 0.01

aAUs19NaN1SIY

o '

NRaNTITE WU (1) Msdan1silanagns danudAguindernuaiavesusznaunisiuiuan

o

wuuniu lugwnadies Swdauassvdun IngldanudAgyiuiuyaainsuindian visleradumnsz yeains

1%

Tugshaduan Ae wilnnumihiuildludeswandinnuwidunguuasailinumeiugnAnduaunsn q #5u3

U

WinugaRvasgnd Al Jeyantaanninauasdigliidvesisnisaunsusunagnslunisanlivaulanugn
ALaransUAUANMLABINITYBIGNAILALATI AOAATEITUNITANYIVEY LMY UNTiBY Wag I¥YRT MUIANEY

(2567) Anwin1sususivesusenaunsvunaaniudminawarlugalyaussivg wud gsiavadnludmin

awamasegluginsuiuremisusududigen Al laedanumiihiunndeiululsiagsesdusenau nsimmn
ag9auAatuNNAIUEY 7S McKinsey Model azilunguadidglunisiiuanunseuuazaiiuaiuisalunis
wistulugaddviauavmiaulafe gsiannenslmidniiaudanguuazniousu Al uinndluveigsianiinig

AfiunuaguILe1atanuynmelun1susudiiunndt wilfieg1eegsinuiuiaiunsadl Al ussend

o 1

Idldogaiuszansamuazagriauliiiuiinisusuiden ALulUlddmsuyngsia mniiddediaduasnis
MU WuReafunsinuves Sysi vinat (2567) Anwinisusadunisumadanisesdnsnauuifn
7S McKinsey vasainaugusinaaeual vhenuuseIdmingral an1edfnsvesuilnn wudnsusaiunis
Uinsdnni1sntelussAnsmunsauuwuifn Mckinsey’s 7S Tunnsiueglusedud lnadunagnswasaiu
Tassansesdng sumdeusiuuazsuguuuunsiimseglussiugstudugauds 2) luvaziinudangunis

msnana danuddguindeanuaiavesiuszneunisiuainuuunadu Tuduaewdos fwiaunassivdun

o

Tngduenuansalunsitui danuddgunn vslloradumsglunisussneugsiale 9 Aanuiiladdyues

a o

n1sadeanuegseauwazaNUlalIsunenisudsdy fie Anuawisalunisiumivesianisvindeandayiu

17
v

anun1saleing q AliaeAnguingfrsegiatulagiu saufenisdafanislu 9 vesguus iDusdu dadumin

Ausgnaumsasausuduiiefuusadeaniuing q I Aanisfanunsaaseglunandeldldiguiu aenadasiu

a '

n3fnwves Al quanysal uag nilvg gnsanam (2565) Anwvidadeiiidninadensdnduladedudves

1%

AustarandumuanuuunadtlunsanmumnuasuazUiuana wui Yadediudszaumensnainuing laun

4

€

a o 14

AUNANIMIN 1A FBINNTIATINUIY NTHUFTUAITAANA LATUAAR f3nsnarnen1sinaulatedun1ved

o o

Auslarniumuanuuudads TungaummumunasuasUSuama ageiidudAynieadifisedu .01 wudediu
NsANYIYes Juaw Jsed ey NaITIl laniing.(2567).Anvladediudszaumanisnanafilnasenginssy

nsgeauAveuslannTumuinaudn (9viie) lundineiles Smind1ue wudn guilaaidndud

Y
v

Yanuwuuaady (evie) Aldusnisidulses1ainausautnasedan ndaandeduslususvanwuusnady (o

e) wardauieanela wazdedumsualanwuunady (vvae) Feldieaardelvruduy diudadudinyseay

'
' =

nensnatnvesiuilan eglusyiuuin wudn dufidanadeuinfiandududuwsn tiud Aunisdeasy

4 £%

NMIAATN TO9AINT ATUNITAT AL NTULEUON NS NEAl LAaTAIUNIIINTINUNY mﬁmswﬁmaam%qwmm
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yosladudulszauniinsnaindadongAnssunisdodumainiudvanuuuaasn (uie) lowa anudu

(B = .052, p < 0.01) wazA1uN139AT MUY (B =.107, p < 0.01) uag (3) mudnsavedgsiv TanudrAgyuin

= ' <

garanuLasaveUsEneumMsumMUanLuUausy Tuginailes Jminuassvdun laedudils uagau

q

Y o o = °o w

wugna danudidguinian wassugenviy Innud1AyuIn denndesiunIsAnwives Unu unsiums

Y

o 1%

Wz Wien SeednAIna.(2562).Anwdadeuraainudidgd1uluszneun1svegsiavuInnaauarIuIngeu
wuirdadeanudiiaresesdnsudaresdnsianunainuaiesianiiounazuanistuszuinagsianiag lng
aenndowmnnimnoias ngusrasdvosesAnsiiunnaaiuly uatladeddyedrmilsiiosdnslaodulng/li
Anuddyfe Jadeanuduiafiugusenaunis 99nNINUNILITTUNTIUNUT BadUsERRURYIIA
fusgnaunsUszauanudniatuusznoudietadendn 5 Usen1sdietu Ae yadnnisidudusznounis
Uszaun1salinau vinvemsuimsinns Anunseuveliuyulasseaun1sAnm

NaNIINARBUANNAZIY N15TANSITNANS Audandunianisnainiiideaiiudiienes
rﬁ‘di:ﬂa‘uﬂwsﬁqsﬁa%wuﬁﬂﬂﬁﬂLLUU%ﬁLﬁm gLnewies Yiauassvdun danuduiusidauiniuiwdsdasenn

S

freg1eiitd1Agyneans Aszduautedu 0.01 @9nnasiun1sAne198d Pesci et al. (2023) 91na1771 A9

LY '

ogjsonueInaIARILAL (Traditional Markets) maslimuddayfunisususisiunislimaluladadva 1y nns
eaaulal, N15315eRURIA mﬁuﬂaqwéﬁﬂﬁmﬁa%a Resilience AU uAUANTARY 1WFEI/U Lewnes,
(2021) Na1731 MIALIUNAENEN1IRANLULBLAE (agile marketing) fiiuAu 539153 (quickly) 1indadne
(access) uagnsauuTumuanIunisal (adapt) auna1ladn “eladfengyuagnisusulavgsialui” (business
transformation) flantasiindag g Gannisnatndeswinnuuuaudangu Wani uagneuaussdonis
Wasuwdadldd elinsvinudetu azaintu mnatu Ussansameugstu aafunu vy uasuia
Hafls viaunansauimiivenalulad AuA1AnIIwedgnal AN NARUAINANIUNTTHNITUY DY
(Katare, 2022) uaznsfinuives Anaing vasiaunleny wavaae (2567) AfnwiAerfuguiuuanuduiusids
Tnssadsfiosuieinasesnsdanaidenagns arwanansalunismevaustuasiiufivesesdng wazau
InuTeumanisudadusriansiiulnvedaniavuIana1uwa YU go NN g I AR USN1TATUYIUINITTEUY
galudfludssmalneg wudn n1sdan1adanagns d8nsnanwmssienuldiusounianisutaduuas
arwansalunsneuaue e ufveteadng anuansalulunsnevaus e ufvetesdnstvina

o

MenssanulmUTaunniswltularnMiulavesgIfakaraUlalusunnsudsiulaninamm e

d

N15493LAUlAve9gIna Wwieaiun1sfneives efv i wausnil wazame (2568) Inudn AudL5aves

a a

fuszneuntsiinarornudniavessznounisssnafuineisauas waiufidaudaiisuduesndminssees 4

v

wasoudusavesegluszduun WuieafunisAnuives wsuing yyning uazams (2566) inuii
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Abstract

A business to survive various obstacles at each stage of the business cycle is very important for the
survival and sustainability of the business, especially during the starting period, which is extremely
challenging for entrepreneurs. Choosing the right strategy requires the use of information, especially from
consumers and financial structure to analyze and plan their business. Therefore, this research seeks to find
the answer with a study, (1) market factors that influence consumer loyalty and (2) the initial investment
structure of business operations. Quantitative research methods collect data with questionnaires. Analyze
data with Stepwise multiple regression. Qualitative research collects data with structured interviews, analyze
data in a content-based way. The results of the research led to a marketing strategy to build loyalty,

investment strategies and revenue strategies that will lead to starting a Sustainable Business.

Keywords: sustainable, loyalty, business model, financial structure, automotive accessories.

Introduction

Thailand’s auto part industry plays an important role in the country’s economy. It is part of a
strong automotive supply chain. It is expected to continue to grow, in line with the recovery of the
overall automotive industry. (ETM, 2025). The auto accessories industry is part of the broader auto parts
industry, with automotive parts as a whole referring to every component used in the manufacture of a
car. While automotive firm focuses on components that are added for aesthetics or additional functions,
such as car seats, steering wheels, dashboards, and other interior and exterior accessories. As the
automotive industry recovers, continuous industries such as auto accessory business also grow.
(Marketingoops, 2018) Nowadays, combustion engine or electric vehicles are all vehicles that use more
innovation and technology, which will result in an increase in the demand for auto accessories for Insights
Consultancy (2024) reports that the automotive accessories market is experiencing significant growth,
driven by (1) increasing vehicle ownership: Rising vehicle ownership rates are driving demand for
accessories to enhance vehicle functionality and aesthetics. (2) Technological advancements: Innovations
in automotive technology are creating opportunities for new complementary products. (3) Consumers

pay attention to customization: The desire to tailor vehicles to their needs has led to an increase in the
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demand for aftermarket accessories. With the foregoing, it is pointed out that the market of auto
accessories is attractive and a business opportunity for those who want to start a business.

Doing business in rural areas is another business challenge. The main thing to do is to assess
the size of the market and the purchasing power of consumers. (Nukulsomprattana, 2024) This research
uses Industrial Estate 304 in Prachinburi Province as a case study, which is a large-scale estate.
Currently, there is a developed area of more than 12,500 rai. The estate is located in the Industrial
Promotion Zone 3 near Bangkok and is located on two ASEAN Economic Corridors, the Central Corridor
and the Southern Corridor. Most of the workers are skilled workers who come from other provinces to
work and live, are the workers with the most bachelor's degrees. The average income per person per
year is 371,776 baht, which is the second highest in the country after Chachoengsao province. Revenue
is likely to increase in line with the expansion of the industrial sector. (Prachinburi Provincial Office,
2019; Three zero four Industrial Park Company Limited, 2020). According to the research team's survey,
most of the people who work and live use cars as a means of transportation in their daily lives
because public transportation is inadequate and inconvenient. Therefore, this area is suitable to invest
in many types of businesses, including the auto accessories business, because the market is large,
there is a growth trend from the expanding industry and consumers have high purchasing power.

From a survey over the past 5 years, it was found that many important data such as consumer
needs, purchasing decision behavior, marketing to build customer loyalty, methods of reaching
customers, initial investment, etc., especially loyalty that leads to business sustainability (CIMB Thai,
2023). There has been no research to collect data in the above target areas. Therefore, the research
team believes that this study will be useful for those who want to start a business, marketers, and

academics for sustainable business management.

Aims
The purpose of this research is
1. Study marketing factors that affect consumer loyalty.
2. Study the financial structure for starting a business
Benefits

Those who want to start a business and make it sustainable will gain guidance on marketing
and finance, especially in the early stages of the business cycle. Key strategies must be employed to

ensure success; otherwise, failure may occur at the beginning and the business may not continue.

Conceptual Framework
Thai SMEs account for over 40 percent of GDP and contribute to the country's economic
strength by providing employment and generating significant income. Sustaining a business in its initial

stage (Survival State) is difficult. The data shows that approximately 50 percent of businesses must
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cease operations within 5 years. The main causes are liquidity problems, cost control and market
management. (Gandy, 2015; Sawatkwam, 2017; Bangkokbank, 2018; Pattanawongwaran, 2023).The
above are indicators of business sustainability, including financial management, effective marketing
management, and a business duration of more than 5 years. (Churchill & Lewis, 2007; Polsilert, 2012;
Dhliwayo, 2021)

Therefore, the study of business models during the Survival State includes financial factors to
ensure business liquidity, including financial structure for investment and revenue generation. Marketing

factors to generate revenue and control costs include the seven marketing strategies shown in Figure 1

Financial

-Capital Structure Growth and Survival Business

-Revenue Structure -Cash Flow

/ -Revenue and Cost Control

Marketing

- 7P market strategy

Figure 1 Conceptual Framework

Materials and Methods.

1. The study of market factors that affect consumer loyalty is a quantitative research method
based on surveys. The population and sample group include car users who live, work or commute
around the 304 Industrial Estate area. The exact population is unknown, so the sample size was
determined using Cochran's formula (Cochran, 1997). 95 percent confidence and 5 percent tolerance
for deviation were obtained in a sample of 384 people. However, a real sample of 400 people was
collected using the Simple Random Sampling method.

Creation of research tools. A research tool is a questionnaire compiled from relevant research
results. The questionnaire was checked for Content Validity by 3 experts. The evaluation results showed
that the questionnaire had an I0C value higher than 0.6. The questionnaire was tested on a sample of 30
people to analyze the reliability of the whole questionnaire by analyzing Cronbach's Alpha Coefficient.
(Cronbach, 1990). The results of the analysis of the whole questionnaire have a confidence value of
0.949. Based on the results of the two tests, it is believed that the questionnaire is a tool for collecting
quality data that can be used. The statistics used in the data analysis are as follows: Frequency,
Percentage, Means, Standard Deviation, Correlation and Stepwise Multiple Regression.

2. The study of the financial structure of starting a business is a qualitative research method. The
informants were 3 entrepreneurs, who have been in business for more than 5 years. The tool used was a
structured interview that was checked for content validity by 3 experts. The evaluation result has an 10C

value of 1. Data Analysis: The researcher took the obtained data and compiled it in the form of text by

Vol 3 No 3 Sep - Dec 2025



Journal of Humanities and Social Sciences Thonburi University (Graduate Studies) 117

grouping it into topics. Conduct a point-based analysis of the data by explaining and interpreting the data
obtained, also known as Content Analysis. The statistics used are as follows: Frequency, Percentage, and

Means. Discuss the results and describe the information according to the phenomenon.

Results.

1. General Information

It was found that 79.50 % were males and 20.50 % were females. Most of them are
employees of private companies, 59.50%, general contractors, 14.25%, trading/private business/other
occupations, 12%, and civil servants/employees of state enterprises/other occupations, 14.25%. Most
of the respondents had an income in the range of 15,000-25,000 baht, 63%; 25,001-35,000 baht, 20%;
35,001-45,000 baht, 8.50%; of the income of 45001 baht or more, 8.50%. Consumer Loyalty
Information. Become a regular customer and refer others to use the service. 48.5%. Return to use the

service as an opportunity. 31.2 %, gave advice to the store, 20.3 %

2. Marketing factors affect to consumer loyalty.
2.1 Examining the variable features to be in the conditions of analysis with multiple
regression found that:

2.1.1 Dependent variables are consumer loyalty. Independent is a marketing mix:
products, prices, distribution, promotions, personnel, service processed, and the physical environment
Correlation analysis shows that both the independent variable and the dependent variable have a
correlation value (r) between 0.085-0.280, at a significant level of 0.01, it means that variables are
appropriate to be used in multiple regression. (Hinlke, 1998 as cited in Kantvorarat, 2016.)

2.1.2 Relationship between independent variables. It has a correlation(r) between 0.242
- 0.884 at a significant level of 0.01. The Durbin-Watson principle was used to test for independence.
The range of 1.5-2.5, it is independent of each other. Multi-co-linearity test With Tolerance Statistics, if
the tolerance value is close to 1, it means that the variables are independent of each other. VIF, it is
very close to 10, indicating that the level of correlation with independent variables is large, which will
affect the accuracy of analysis and forecasting decreases. (Suwannaschod & Sincharoonsak, 2022)

2.1.3 Linear relationship between the dependent variable and the independent variable.
It was found that the P-value of all variables was less than 0.05. This shows that the two groups of
variables are significantly correlated at the level of 0.05. This indicates that the variable is suitable to
be used in multiplex variance analysis

2.2 Analysis of market factors that affect consumer loyalty running a business, especially
during the establishment period, is essential to choose the most effective strategy. Because there are no
or few customers, there is no income or little income coming in, but there are investment expenditures.

2.2.1 Product. Product Strategies, such as wide selection of devices, long warranty

period and there are many qualities to choose from. It was found that of the three marketing
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strategies, only "Wide selection of equipment strategy" has a significant effect on consumer loyalty at
0.05. (b=.471; B=.210; t=4.288; SE.,, = + 1.418; R=0.210; R* = 0.044; F= 18.384; p-value < 0.05; Durbin-
Watson=2.038; tolerance=1.0; VIF=1.0) This means that increasing the level of use of the "Wide
selection of equipment strategy" 1 unit will affect consumer loyalty 0.471 units.

2.2.2 Price. Price strategies, such as providing discounts/privileges when the payment
amount is high strategy, many prices to choose for customers and Installment payment service via
credit card. It was found that of the three marketing strategies, only "Installment payment service via
credit card strategy" had a significant effect on consumer loyalty at 0.05. (b=.377, [3:.221; t=4.510; SE.
= + 1.490; R=0.221; R* = 0.049; F= 20.340; p-value < 0.05; Durbin-Watson=2.010; tolerance=1.0; VIF=1.0)
This means that increasing the level of "Installment payment service via credit card strategy" 1 unit will
affect consumer loyalty 0.377 units.

2.2.3 Place. Service location strategies, such as Parking, Cleanliness is of a professional
standard, and the location of the restaurant is convenient to get around. It was found that of the three
marketing strategies, only “Parking is available for guests’ strategy” has a significant effect on consumer
loyalty of 0.05. (b=.423; B=.235; t=4.287; SE.,= + 1.409; R=0.235; R* = 0.055; F= 23.297; p-value < 0.05;
Durbin-Watson=2.109; tolerance=1.0; VIF=1.0). Increasing the level of "Parking is available for guests’
strategy" 1 unit will affect consumer loyalty 0.423 units.

2.2 .4 Promotion. Promotion strategies, such as special price sales through the store's
promotions, redemption of old equipment at an affordable price, and importance to the privileges of
being a member of the store. It was found that of the three marketing strategies, only “Privileges from
store membership strategy”, It was found to have a significant effect on consumer loyalty at 0.05.
(b=.502; B:.ZSO; t=5.827; SE. = + 1.392; R=0.280; R?= 0.079; F= 33.957; p-value < 0.05; Durbin-Watson
=1.963; tolerance=1.0; VIF=1.0). It means that increasing the level of “Privileges from store membership
strategy” by 1 unit will affect consumer loyalty by 0.502 units.

2.2 .5 Personnel.Personnel Strategies, such as the owner of the shop is smiling and
welcomes customers in a friendly manner, the staff is polite and humble and the staff is knowledgeable
and skillful and advises customers to use the product. It was found that of the three marketing
strategies, only “The staff is knowledgeable and skillful and advises customers to use the product.” It was
found to have a significant effect on consumer loyalty at 0.05. (b=.377; B=.191; t=3.891; SE. = + 1.423;
R=0.191; R*= 0.034; F= 15.138; p-value < 0.05; Durbin-Watson=2.052; tolerance=1.0; VIF=1.0). According to
the analysis, it means that increasing the level of "The staff is knowledgeable and skillful and advises
customers to use the product strategy" by 1 unit will affect consumer loyalty by 0.377 units.

2.2.6 Physical Environment Physical Environment strategies, such as proper division of
waiting areas, the waiting seats are clean, beautifully decorated, shady and the respondents gave the very
importance to having television, magazines, and free drinks. It was found that of the three marketing

strategies, only “Having television, magazines, and free drinks strategy” have a significant effect on
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consumer loyalty at 0.05. (b=.397; B=.248; t=5.108; SE.=+ 1.405; R=0.248; R?=0.062; F= 26.088: p-value
< 0.05; Durbin-Watson=2.122; tolerance=1.0; VIF=1.0). According to the analysis, increasing the level of
"Having television, magazines, and free drinks strategy" 1 unit will affect consumer loyalty 0.397 units.
2.2.7. Service Process. Service Process strategies such as summarizing the process and
waiting time for customers to help them make a decision, Guarantee of service performance and social
networks such as Line, Facebook: an update on knowledge of use and maintenance. It was found that
of the three marketing strategies, only “Guarantee of service performance” have a significant effect on
consumer loyalty at 0.05. (b=.490; B=.266; t=5.503; SE.; =+ 1.398; R=0.266; R?= 0.071; F= 30.280; p-
value < 0.05; Durbin-Watson=2.085; tolerance=1.0; VIF=1.0). Increasing the level of “Guarantee of

service performance” 1 unit will affect consumer loyalty 0.490 units.

3. Investment Structure and Revenue of Auto Accessories Shops

From the interview with the case study of 3 auto accessories shop operators selling and
replacing alloy wheels, how much is the amount of assets invested, what types of assets are there.
The interviewee said it was an approximate amount. The researcher considers that any number with a
similar number will be the same number when it is considered that there is no significant effect on the
variation. According to the interviews, it was found that the number of investments is similar, as well as
investments in the types of property and activities, have the same characteristics. The investment in
inventory is not high, the three entrepreneurs agree that Alloy wheel sets are highly valued, if there is
a large amount of stock in stores, it will reduce the ability to circulate money and there is a risk of
obsolescence. As an interview with one entrepreneur said “...Product prices are changing rapidly. If it is
necessary to reserve products, consider the pattern of the popular alloy wheels and the size of the alloy
wheels that are used by many people, in order to control costs....” The amount of money prepared for
turnover at the beginning of a business is high. The three interviewees reasoned: “...Especially in the first
three months, most of the money will be related to labor costs, utility costs, and overhead costs, which
are used for purchasing promotional products and preparing for emergencies. Because there are no

customers, no income, or little income, not enough to cover the expenses...”

Table 1 Estimate the average cost and expense during the startup of the business.

List mean (Bath)  percent Ranking
Infrastructure Cost 217,950 23.49 2
Investing in Inventory 166,000 17.89 3
Investing in other assets 96,000 10.34 q
Working Capital 448,000 48.28 1
Prepare approximately money 927,950 100

Note: The researcher calculated the figures from three interviews. (Entrepreneurs).

Vol 3 No 3 Sep - Dec 2025



120 Journal of Humanities and Social Sciences Thonburi University (Graduate Studies)

From table 1 the results of the analysis of the investment structure show that it can be
divided into 3 groups. The group cost that requires the largest amount of money to reach 48.28
percent of the total investment. Working capital at the beginning of the business, which is considered
a very important part of the survival of the business. Infrastructure group costs are service equipment,
including equipment for lifting vehicles. Pneumatic Block Set Tightening Bolt Tire changers, wheel
balancing machines. Pumps and building rent, were the second largest at 23.49 percent. The third
largest cost of stocking products at the store was alloy wheel sets and rubber sets, accounting for
17.89 percent. The cost of other asset groups accounted for 10.34 percent of the total investment.
Those who will start this business must have an investment of about 927,950 baht or more.

Revenue. From the interviews, the three entrepreneurs agreed that: Businesses should not
earn income from their core business alone. The survival of the business will be difficult. It is
necessary to rely on businesses that are linked to the core business, such as: Buying and selling old
tires, Repairing alloy wheels, etc. Including other businesses such as: Tire patching Tire replacement,
etc. The reason given by entrepreneurs is to use the invested assets to maximize efficiency and
diversify risks in terms of business income. As an interview with one entrepreneur said “... Consumer
prefer to buy alloy wheels with tires rather than just alloy wheels.... A small shop cannot only sell
wheel, it should provide many services such as: Sell old tires, patch tires, repair alloy wheels...... Or
have a one-stop service business such as Wheel balancing and tire change centers, etc. This will open

up many channels for businesses to earn income....”

Table 2 Revenue of auto accessories shops selling and replacing alloy wheels

entrepreneur
List frequency percent ranking
1 2 3
Revenue from the sale of alloy wheels / / / 3
Revenue from the sale of new tires / / / 3
Revenue from core businesses 6 42.86 1
Revenue from buying and selling old tires / / / 3
Income from Max Repair - / - 1
Revenue from related businesses 4 28.57 2
Revenue from tire patching / / / 3
Revenue from tire replacement / - 1
Other income 4 28.57 2
Total 14 100

Note: The researcher calculated the frequency of activity.
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From table 2 the entrepreneur only provides information on where the income comes from.
The researcher analyzed the data and summarized it into 3 income groups: Revenue from core
businesses was the largest at 42.86 percent. Revenue from businesses accounted for 28.57 percent and
other revenues accounted for 28.57 percent. Entrepreneurs should earn income from multiple sources
to avoid business risks and long-term business survival. For example, according to consumer surveys,

the expectation of wheel centering, tire replacement, and the presence of other.

Conclusions

1. Market factors affecting consumer loyalty.

During the establishment of the business, consumers did not know the store. The store has no
customers. The store has no income yet, but there are expenses. Therefore, it is necessary to choose
marketing activities that are confident of achieving great results in terms of revenue generation and
being able to control business costs. Based on hypothesis test, it was found that each aspect of
marking factors did not use all strategies at the beginning of the business. The results of the study of
each marketing factor showed that:

1.1 Product. The popularity of consumers has shifted to using alloy wheels because they
want to be beautiful, differentiation and modermity. Studies have shown that choosing a strategy that
affects consumer loyalty at the beginning of a business is that having a variety of choose from is an
effective strategy. This is consistent with the research of Tembab (2014) found that: The store should
have a variety of alloy wheels in different sizes and styles to choose from, because it is a fashion item
so that customers will not be disappointed when they come to the store, and there are many levels of
quality according to the customer’s purchasing power, which will affect consumer loyalty.

1.2 Price. Consumers want to buy or use services to meet good quality of life, to be happy
with what they like, but they also have to balance income and expenses. Therefore, businesses must
know how to use this to benefit their business. This study found that the use of pricing strategies to
keep consumers loyal at the beginning of a business is as follows: Credit Card Installment Service. This
finding is consistent with the research of Tujinda & Musikapodok (2019); Tembab (2014) found that: The
cost-effective price in the eyes of customers is the installment payment for goods and services, which
affects consumer loyalty.

1.3 Service location/Place. It is generally accepted of doing business. When consumers
have to buy or receive services, the first thing consumers are worried about is: Is there a parking lot, is
it convenient and safe? Because if there is no or bad, the consumer will immediately turn to
something else. This discovery is a testament to the fact that: Strategies to do when starting a business
is Parking, is available for convenience while shopping or receiving services, to attract consumers to use
the service regularly. This finding is consistent with the research of Kitcharone et al. (2020) found that:

Having sufficient and safe parking for customers to use the service affects consumer loyalty.
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1.4 Promotion. According to the study, during the start of a business, businesses should
use a preferential strategy from store membership, which will affect consumer loyalty. This makes the
store continue to earn income from being a regular customer, Consumer repeat purchases. This
finding is consistent with the research of Boonmee & Boonmee (2018) found that: Promotion is
accumulating purchases to redeem products. In addition, the benefits of store membership are a
positive factor that affects consumers to have a repeat purchase pattern. This is to help drive sales and
encourage brand loyalty. Customers are motivated to buy again, this can affect the increase in the
number of loyal customers. However, it is not consistent with the research of Khaola-ong &
Thamrongsinthaworn (2021). Found that: Membership does not affect consumer loyalty. This may be
because people with relatively high incomes, membership of the store is not a binding obligation for
this group of customers to feel sorry to use the service again in the future.

1.5 People. Consumers want to know and understand more about what they are going to
buy or use a service than they don’t know or know. Therefore, an employee is the person who will
respond to this need. And consumers expect a good response. According to the study, the HR strategy
must focus on knowledgeable employees and advise customers on the use of products or services to
make consumers loyal to the business. In line with the research of Kitcharone et al. (2020),
Bubphathong (2021) found that: The staff has a good personality, is friendly and willing to provide
service as well as is attentive to customers, they are experts and can advise or answer customers’
inquiries very well, and in addition, it also solves problems for customers in a timely manner. These
affect consumer loyalty.

1.6 Process. Replacing the all-wheel requires the use of a highly knowledgeable,
professional and responsible technician. Because there is a very high risk, in property if the technician is
not careful. Therefore, to build confidence in consumers, therefore, service performance guarantee is a
necessary strategy to start a business for long-term sustainability. This research found that service
performance guarantees affect consumer loyalty, and that means the opportunity for the business to
continue. This research is consistent with the work of Tembab (2014) which found that: Guarantees for
wheel and tire changes affect consumer loyalty because if the work is not done properly, it can be
dangerous for consumers when driving.

1.7 Physical Evidence. Studies have shown that when starting a business, it is better to use
an environmental management strategy; in the form of having televisions, periodicals, and free drinks
for consumers while waiting for the service, which will affect consumer loyalty. This finding is
inconsistent with the research of Bubphathong (2021) which found that the physical environment
affects loyalty gradually, because consumers will pay more attention to the products they want to

know and inquire about the use of the products they want to buy.
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2. The financial structure for starting a business

To pass the early stages of business. Investments structure should be divided in three groups:
Working capital 48.28 %, the reason for the high preparation is because there is no income or low
income but already needs to spend money, such as: employee wages, utility bills, marketing costs, etc.
Investment in infrastructure 23.49%. This finding is consistent with the research of Sungrugsa & Chantuk
(2016) found that: There is less investment in infrastructure than in preparing investment for operation.
In contrast to Kwok (2019); Woraphongphat (2020) found that: it has a lower proportion of operational
investment than investment in infrastructure. Investments in Inventory 17.89%, in other asset groups
10.34%. The study also found that the investment in stocking up at stores is nor high to prevent
obsolescence. The ability to circulate money and for the benefit of cost control.

The right structure will make the business grow sustainably. According to the study, revenue
from core businesses accounted for 42.86% of total revenue. However, revenue from related
businesses and other sources when combined is as high as revenue from the main business. Revenue
from related businesses was 28.57% and other income was 28.57%. Reasons not to earn income from
a single source to diversify business risks and long-term business survival. Unlike the study by
Sungrugsa & Chantuk (2016); Kwok (2019) it was found that businesses only have income from their

core business.

3. Business Model for Sustainable Automotive Accessories Shop

Business models during the Survival State: Businesses should focus on generating revenue to
bring in cash along with strict control of unnecessary costs/expenses, especially in marketing. The
marketing research results revealed which marketing strategies should be chosen to build customer
loyalty. In terms of finance, to ensure business liquidity, it was found that there should be an
appropriate financial framework and revenue structure, as shown in Figure 2

[ P Strategies: {:.‘Market Strategies :
1 Product: Wide selection of equipment strategy. P SN

’ \ - core businesses

! Sustainable 1
3 Place: Parking is available for guests’ strategy. Pt
v Business

2 Price: Installment payment service via credit card strategy.
- Related businesses

4 Promotion: Privileges from store membership strategy. N v \(Otherincome )/
5 Personnel: The staffs are knowledgeable, skillful and /\:\"'!Q; /Capitat Structure: A
advises customers to use the product. K\\Financial/ /3‘ - Working Capital
6 Physical Env. : tv, magazines, and free drinks strategy. o - Infrastructure Cost

7 Service Process: Guarantee of service performance. - Investing in Inventory

e g \- Investing in other /

Figure 2 Business Model for Sustainable

(Note: The researchers developed a model based on the results of this research.)

Vol 3 No 3 Sep - Dec 2025



124 Journal of Humanities and Social Sciences Thonburi University (Graduate Studies)

Suggestion
1. Suggestions for entrepreneurs

1.1 Opportunity: Industrial Estate 304 is an industrial promotion area which means that this
area will have large capital to operate the industry in the future. There will be a large number of
migrant workers residing in this area. These workers are highly skilled and earn high wages, reflecting
high purchasing power. Car use is essential for commuting to work and home, so it is a good
opportunity to invest in car accessories.

1.2 Marketing: During the establishment of the business, consumers do not know the store.
The store has no customers, no income but has expense. Therefore, it is necessary to choose
marketing activities that be great success in terms of revenue generation and can control business
costs. The results of this research show that marketing activities will affect consumer loyalty. Marketing
activities such as the presence of alloy wheel and tire accessories to choose from in a wide range of
quality and price, to suit the purchasing power of each customer. However, be careful with the
planning of equipment stock to prevent capital sinking and obsolescence. Consumers can easily and
flexibly purchase by providing installment payment services via credit card. Arrange parking spaces to
facilitate while receiving services. Encourage purchases by providing privileges from store membership.
Prepare employees to be knowledgeable and skillful and advise customers on how to use products or
services. Prepare employees to have knowledge and expertise and give advice to customers in using
products or services well. Arrange a welcoming area for a proper rest.

1.3 Financial: The initial investment for a small business is approximately 100,000 baht.
Approximately half of the total investment is used as working capital. The other half is invested in
infrastructure to support other goods and assets. In addition to the income from the core business, the
business must seek income from other businesses related to the core business in order to increase
income from the variety of services provided. This is to reduce business risk and ensure long-term

business survival.

2. Suggestions for further research

This research does not study internal business management such as employee development,
salary management, etc., which are important for survival. Therefore, it is important to conduct a clear
study. In addition, there are many interesting businesses that still lack important information to start a

business. Therefore, research should be conducted on these matters.

Originality and Body of Knowledge

This research provides new knowledge about the selection of marketing and financial
strategies that are important and necessary for doing business in the early stages of a business. No
research has ever studied strategies related to the stages of a business that affect the survival and

sustainability of the business in the long term.
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Objectives of the Study (1) To examine the level of importance of Digital Marketing
Communication and Sustainable Consumption Values that affect the purchase decision for healthy
products among Connected Consumers (Gen C) in Mueang District, Nakhon Ratchasima Province and (2)
The level of importance of Sustainable Consumption Values regarding the purchase decision for healthy
products among Connected Consumers (Gen C) in Mueang District, Nakhon Ratchasima Province. The
sample group consisted of 400 consumers who had purchased healthy products online. The data was
collected using a purposive sampling method through questionnaires distributed in various community
areas. The statistics utilized for analysis included Mean, Standard Deviation (SD), Correlation Analysis, and
Multiple Regression Analysis (Enter Method). The research findings revealed that (1) the majority of the
respondents utilized TikTok as the online platform and social media channel through which they had
previously purchased healthy food and beverages. They also held the opinion that digital marketing
communication was highly important, placing the greatest importance on Website Marketing, followed
sequentially by Content Marketing, Social Media Marketing, Email Marketing, and Search Engine
Optimization. (2) Sustainable Consumption Values among Connected Consumers (Gen C) were perceived
as highly important, with the highest importance placed on the social aspect, followed sequentially by
the Environmental aspect and the Governance aspect. Hypothesis testing revealed that both Digital
Marketing Communication and Sustainable Consumption Values were positively related to the purchase
decision for healthy food and beverages among Connected Consumers (Gen C) in Mueang District,

Nakhon Ratchasima Province, with statistical significance at the $0.01$ level.

Keywords: Digital Marketing Communication, Sustainable Consumption, Gen C, Health Food and
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(Gross Provincial Product: GPP) g<ita 3.4 uanduum Wususuil 5 veamadany wisiseldiadesionn 134,388 um sio
1w 2565 wardnmauasrAindadudlonouiivded monsuma lnsiawwgueuwieniailvg uasYaide: 8
tinvieadlenannmin 5 dueusied Sehlsipsiaimelirnudiyivlrgenn vimnnisunsssunedseiaidiolaia
Talsun 2019 (COVID-19) IdivAsunUamginssuvesduilnniniasdedudmuunawing q wWasuuld e
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1. WaAne132AUANNEIAYTBINITFDA1TN1IN1TAAIN AleuNIsUTINATNEIEY san1sandulade

Hansusiioaunn vewjuslaangu Gen C (Connected Consumen) lulunginaliles faminuassudun
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FUNAFIUNTIY
A15A8A15N19NN5RaNA AdeNn15USIAANSIEY TanuduiusiBauinaenisindulateninisway
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2567 S 229,138 AU (nsunsUAATes, 2567) 193BMsduLUUIIEas Ussnnsitendueglulnsnoiles
Fwfaunsrudn fiasdoormsuasaiesuiioaunmriussuuooulay duumunanguiegslasode

[

g0 Cochran (1977) Wiy 384 fegne FefioReglunuaimagandmsuiiluiiassinateyaniside

Y
v

waziivelinan1sinseiiiussavsnalunsinuniumudeyanlideyaausunaihuedldguniideds

Igvhnsifusiusunguiegafildlunisideassl S1uau 400 Ay

inveeiialun1sidy
NI {ITvasiantesdelnefnwuuifn noul wazawidemineitesiunisdeaisnig

a

AINAIAAINE AMAINAITIAUTAS NsUSIaandediu waznisdndulage T dunseulunisadranuvasuaiy

q

= %] o

wuseandu 5 @ ldud (1) deyaniluvesdmneunuuasuaiy Srudu 7 4o dnvardmauluwuuvaeda (2)
Foyaiferunisdoamssnisnanadsia S1uau 20 4o Tdnwazfuinnsiauuy Likert Scale 5 (1 fo lal
Wiudeee1sda waz 5 fe Wiudeed1ede) (3) deyatfeatuariounisuilandidedu s1uiu 8 4o (4) Teya
Aenfunsinaulatodudniequaimuesuilon s 11 9o Fednuusidunnsiouu Likert Scale 5 (1
fie dnytiosiian uay 5 Ao ddnyunndian) (Likert, 1967) uaz (5) JoyaifeafumAnidiudu 9 Snvaziai

UanaUn o uluuaunuuanInI L AR

nsMAMAILATR e

fiteddunismsinasununimiaiediio Insthssuuuasuauiausgmnssnadiiofinnsanaiig
AsUL ANLIINzaN Armgndesaenislintyinasaseunquiieviveanuide antuuuvasuniuly
naaesld (Try - out) fuglvideyailalingusnedts dwanliidfesndn 30 au thieyailduinsigvimerdiung
FuunatuseteniuidniArdulszananduiusuuuiio$du (Pearson Product-Moment Correlation

Coefficient) 5¥119ALLUUSTDIUALLUUTINTIRTU ARLEBNTBARANDIUILINEDT () Aaws 0.20 JulUlA T
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HA19891319 .21 - 0.946 wazmAIANUTeIU (Reliability) vosuuuaouan lagldarduyszansueani (Alpha

Coefficient) nMu35u83 Cronbach’s Alpha Coefficient (Cronbach, 1970) I@AAudesiuingu 0.830

ad [~
/NN UVDYA

@

Weldisnsuanuuuasuauliiungudiegie de Uszvinsnedvedlulvngunaiiios Jania

e

uAsTEdN ngrhuinudansesnUssmsuiirededuiiioaunmiiuszuueeulal uazifiudoyanuias
YUBUA 9 WU A1 FRassndu daardunisfine neldsseznalunisiusiususiusiifoudiuiay -

NWAIAY 2568 UArTOTULUUARUNUNSUALATUSIUANYTA] 400 081

nsiAseidaya

Fofiteiiununuteyaanuuuasuaiy anaaeunmgniemesdeyaiouiesid thuvuaeuay
AldsunduAuaninsimunsia assia Sufinteya udahludsznanateya lasendelusunsudniagy e
A waaaa leud Aeds dudeavuuinsgiu mslesgianduiué uaznsileszianaosnmgauuy

Wdiudsnnen

NIOULUIAANTIY

PUINT WINLANT T @NAUAT UATAAET (2568) NANYI1 BMNIIDEUAMN Manefs o sTiTinaAITNg
Tnwuns Uaendouazdwmadirogunm nelissmeutus ananuidssinlsade Tasussnouseasemis
$udu sunsfnassingiudasade Inszuiumsuszneuiimnzauuaziiviinsasovnsauna Taglusmide
atuil JzajafnuIamze I IAZLASRSANAUAIN (functional foods and drink) 1unanAausifiasnsavinmiing
Tnamemnsidnduliiusenie wu Viuussszuugiduiuresinme srasnsidenlvsuveseozeing 4 3
alieglusUuuuuatya wWaen usazmihaumiiousmsinly

Reitzen (2007) Tirnumuneaesnisnaiafavialiinduisnislunsduaiuduiuaz usnmsiiugesms
gudeyaveulatifieliamsadrdsfuslaalilunaisnigs fawduiusiuanudeanis fanududu
warliunuesnsdiusyananm Turnedl Wertime & Fenwick (2008) ndmd1 mamanaluowianaeiauiuiie
Uisnniessdnsvinsmanmdnilngrudesienisdeansiavia sadudeniiisiassyigldlateinliinnsmans
anusadeansiuuaema (Two-way Communication) fugnénldegrsseiiloadusisynna vilideyadildan
msdearsiugniiuduiuuniadeuihniu duuedodleflilumsdearsnmanisnainidra Ussnaudie Bud
135019 (E-mail Marketing) MInaaRusEUUAUMTaLA (Search Engine Marketing) n1saslawauTuu Search
Result Page n1smaneuasetedsruosulail (Social Media Marketing) wuuuesiiulas (Web Banner) N3
adeanuduiusiuiivleddy (Affiliate Relationship) kagni1slawanlaessanuaulaluiingudmune

v a £4

(Remarketing) (si§fl AsagsoY, 2559) Nagnsnisdsarsnisnainidvalutagiuiuislainisusuaeu

<

Waisuulas uazUszendbiviviudumsnisallutagiuivhbiinagnsiidenldvainvate waziinnisnaiaiesn
ausadenidinestiesiuiulivaiy q agaald wu (1) n15l9Ensdn3na (Influencer Marketing) wag (2)

¢ a

N13Ra1ATaUeNT (Content Marketing) (slgiwd AnAZAANS, 2564).

WUIAAAWINRBY FIAY UaEEIIUIAUIA (ESG) wagngfinssuguilaa (Envionmental, Social, and

Governance) WunsaukurAnniglun1suseiiunnufadureeednsiaefiansunansenuisauda tawn (1)
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dawndeu (Environmental: E) 1gadaafunisdnnismineinssssuvfuasnansenusedswanden 19u n1san
nsUdeeinoisounsyan Msldndsnunyulsy n1sanverlazn1sduasuATYgRaviguio (2) fau (Social:
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fausfuslnausazauasiinudosnisiiunndiety wifuslaaasdzuuvunisdadulade uagnssuauns
sndulaveaduilam (Decision Process) findnendsfu Fanszuiunisindulate uisoondu 5 duneu dail
(1) n13asgninianIuAeInis (Need Recognition) (2) N15AUNITaYA (Information Search) (3) N3
Uszifiumnaiden (Evaluation of Alternatives) (4) n13ndulae (Purchase Decision) uag (5) NOANTIH
W&3n1390 (Post-purchase Behavior) Tuwaizinisiindwlade ( Purchase Decision) Safudunauiiddalu
nszvaumsinaulavesuilae iusisnariifuilaadonndnsnsivieuinsiinssfuanudesnisuagli
AnuduAnndign deldsudvinaannarstade 1wy amdnuaivesnusud anumiouvesdud s1an Tsla
i Anuazanlunsde warUszaunisaiiagldsuainuusus (Kotler & Keller, 2022) {]ﬁaﬁwﬁ’mﬁﬁﬂma
sonsindulede taun auddedevesuusud Tnonmdnualuardeidosveanusudiunuimdidy

Tnganglundndasnneitesiuguain (aigwa lanad, 2567)
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NWUIANTNAULILASNTDUBLIAANITINY Al

ASHDAITNINITNAINAINA

nsanauladonmsuay

. .. LSRR BN MYBIRUSLAA
nMsuslnAeg19dsEy Yo
AUBLITY §

AT 1 ATEULLIAANITIVY
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1. Yoyarluvesgmeunuvasua wuin greunvuasunuadnlngidumandgs S1uau 232 au An
\Jufesag 58 fiengegszning 22 - 30 U 1uau 166 Au Anlufesay 41.5 nsfnwszauyiaayies 9uiu
145 au Andusesaz 36.3 antuninlan 91w 151 au Andudesas 37.8 Wudrsvns/minnuigiavie

Fuu 118 au Andudevar 29.5 Iseldedudaiiou 98591314 15,001 - 30,000 UM 71U 119 AY Aoy

Vol 3 No 3 Sep - Dec 2025



134 Journal of Humanities and Social Sciences Thonburi University (Graduate Studies)

Foway 29.8 uavdlvgunaresunazdodinuosulatiiinedeomsiaviATodnuiioguan Ao TiKToK 311w
94 Au Aeiusesag 2.35
2. namsfinwszauauAiLYeINsEaTININSRaIARITia N1suslnandBuresfuilanngu Gen

C siamssindulatioemsuaziasomuiiogunn lulungnailies Jminuasswdun

A157199 1 wansAefslazd I letuuiInggIuYITEAUANLAAYYINTHRAITNNNITAAINATYA ANTENNTT
Uslaandagu densdnauladosmisuaziasesiuiieaunimvesusinangy Gen C (Connected Consumer)

Tumsneiiias SaminuassIvdELn

318113 Aade drudsauuannsg ulana
1.n530815M9N9MANARIIA 3.98 287 dAgyun
1.1 Mmsnanadaiom 4.18 523 d1Aguunn
1.2 msnansuiulen 4.22 504 dianniian
1.3 MInaaruanvnedannseing 3.90 349 dfun
1.4 mynanuudiauoaulal 4.00 478 dAguuIn
1.5 MIRAIAKIUNITATEINTILTA 3.65 925 d1Agyunn
2.Arflsunisuilnaagnedsdu 3.91 376 dAgyun
2.1 Aundou 3.90 525 dfyann
2.2 dapy 4.12 740 dfun
2.3 53918V 3.73 708 dfun
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N7 1 wansszduanuddueInIsieasnanisnalanava Ardeunisusiaafididu dens
dndulateamsuaziadoshuiiiequnmvesfuilaandy Gen C (Connected Consumen) lulumginaiiiad
Fmfaunssedun wuih grevnuvasunudnlvalinnudfyiueiediomsioarsmnisnainuin Anads
Wiy 3.98 Tnglsiaudrdyfuntsmanesuiuledndian dnadewhiy 4.22 sesaanie manaiadadon
Aoty 4.18 nsratnuudsaueeulal Aladewinfu 4.00 MsnanE uIRInediEnnseiind Aade
WU 3.90 WaZ NMIRAIARIUNISATBIVTINSN ARABWINAY 3.65 MudIRU waglinuddyuniumieunis
Uslnpeenadadu Anadomindu 3.91 Tnelvanuddyuinlududeay anadewifu 4.12 fuiwedes
AaRewinfu 3.90 uay FMussaunAua Wiy 3.73 muddu

3. MsfnwANNELTUSTeINITARA I sRARRSTA ArdlauntsuslaaiidBu denisdnaulate
9Mm1suazinIesfufiogua1m vefuilnAngu Gen C(Connected Consumen) Tutungineiiios danin

UATIIVEU

M19199 2 ArduUseavsanduiug (Pearson Correlation) ¥8aNsd0a15NN1IAAIAATTR A1TEUNTUSINAT
ga8u donsindulateamsuasiasofuiitogunIn vasuslnaAngs Gen C (Connected Consumer) lulun

2LN8L9 JIINUATINVENN
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** syRaulludAgyneanan 0.01
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' < ¢ = . a & S a Ad A v
A15Aa1ARUAUIYA (WM) N15ERE1SNI9NITRAIANILUAITAAIATLTau (CN) A1flaunisustnafdeduniu
Fanaey (E) Lagn15dad1sn19nIsAaInEIuNISRaINKEIUNSASOINTLSA (SE)
4. DVBNAVDINTARETNINITNAINAITA AtauNISUSIAATIEIEU san1sinaulatoa1msuwaziaAsasny

Wieaun 1 veuslaAngs Gen C (Connected Consumen) lulunginalileos Saminuassudan

A15199 3 NTIASIZVIDNTNAVBINSAREITNNISAANNAINE ANREUNISUSINANEIEY sian1senauladennis

uazLATeIRNeguA1M Y8EuIlnangy Gen C (Connected Consumer) lulungineiiles daminuassvdun

wraIAuRUIUTIUY SS df MS F Sig
Regression 52.091 8 6.511 25.925 .000**
Residual 97.954 390 251
Total 150.045 398

** syaulpdAyNeadan 0.01

NANTN 3 HANINAROUANNATALUNTHEINTAINUTN BYBNaveINTFRETININITHATA Aty
mvslaandidulanuduiusidudunseiunsdnduladeomisuasiniafuieguaim vesuslaangu Gen C

(Connected Consumer) lulnginaiiies Saniauassvdun edradldedAyniaadfviszsiu 01 wansliiui

aunTsnAnRENYANNUTENEUMYMLUTNEINTAING 8 MdasneduieauLUsUTINveInsindulatenns
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uaziaesiuniiequnm lulwnsunewios dmiauassnvdun egrsiidodfynieeda Saasvioufsramngan
vadlumalunisnensel wardusuindudsmensallneswidnsnadenisdnavledesmnsuazinieiuiive
guam luwndineiied Jaminuassvduegnsdniau

nMsiesEiBvsnansAeaImensaaa Aieumsuslaafidiiiu senmsinduladoomsuatinioiy
ilogunn vesffuslaangy Gen C (Connected Consume) lulwnginaiiios Samiauassivdun lasnis
AATILRNITANNRELTINY (Multiple Linear Regression) ;j%é?ai%%%‘ﬁwﬁat,l,ﬂsvﬁwﬂgwuﬂ (Enter Regression) uag
nsmaaeuiisedutedday 0.05 Tnertai ledadaudsnensel 2 nauswys laun AsdeansnIenNsnan
(DMO) nsmamidaifenn (CN) msaanasudulas (Wv) msnanasuanmnedidnnsedind (EM) nsnainuu
dodsnvunaulat] (SM) nsnanrIuNsASEMTLSN (SE) Afisunisuslnpegnedadiu (ESG) fudwinday (B)
fudan (S) E‘hué’mﬂiﬁgﬂwmﬂﬁiﬁ Ao miéfmﬁuslf\]ﬁ??aamm,l,azLﬂ%ﬁuLﬁaq%m‘w (DO) {Adeaniunis
asrdoulgymaruduiusiuessznineiiulsdasy (Multicollinearity) InefiansunainAesdlsznauaIy
wsusruiigaAumuduasa (Variance Inflation factor: VIF) agszning 1.164 i 2.264 Fsifonndn 10 (Black,

2006) wansibiindgymanuduiusiueseniiediuds uaganunsnihlulinsginmsannsenaula

A15197 4 ArduUsEAnSnIsanneLNAMYIBINITERa1INNNNTRATR AdeunsusLaandiEuveuIlnang

Gen C (Connected Consumer) Aian1ssindulagaainisuagiaiesnuiioguain lulwnoneiios 3amin

UATTIVENN
Aaudswennsal Standardized VIF

B Std. Error Beta t Sig.

ﬂ"]m‘ﬁ -.505 415 -1.218 224

mimmm%ﬂl,ﬁam (CN) .200 .053 170 3.783 .000 1.211

msnatanusIulas (Wm) 221 067 172 3.312 .001 1.604

MInaIANIuInINeEBlannsedng (EM) -115 .061 .094 -1.875 .062 1.507

msmanuudedsaveaulat] (SM) 550 .088 313 6.254  .000  1.497

ATAAIAKIUNITATOINRTILSA (SE) -.082 .031 124 2618 009  1.331

?iumé’au (B) 165 .053 141 3.135 .002 1.210

dapy (S) 145 037 174 3952 000  1.164

5550078 (G) 063 039 073 1.605  .109  1.240

R =.589, R®=.434, Adjust R2 = .334, F = 25.925, Sig = .000
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Abstract

This academic article, "Beyond the Trend: Exploring the Dark Side and Threats of Artificial
Intelligence," offers an in-depth analysis of the complex and often overlooked negative dimensions of
artificial intelligence (Al), which are frequently overshadowed by prevailing optimism. While Al is widely
recognized for its potential to drive innovation and deliver substantial benefits across various sectors, a
thorough examination reveals critical ethical, social, economic, and security-related challenges. The
article begins by addressing current issues such as algorithmic bias embedded in datasets and decision-

making processes, leading to discrimination in multiple domains. It further discusses growing concerns
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regarding privacy and data security arising from massive data collection and emerging cyber threats.
The article also emphasizes Al’s potential to replace large segments of the workforce, contributing to
skill polarization and exacerbating social inequality. Ultimately, it proposes strategies for impact
mitigation and essential governance approaches, highlighting the importance of developing Al with
transparency and accountability, supported by robust and independent legal frameworks. The goal is

to ensure that Al serves the best interests of humanity, upholding dignity, equity, and sustainability.

Keywords: Artificial Intelligence, Algorithmic Bias, Data Privacy, Governance, Social Inequality
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dusuazanudasafofiudaunssogimnn SmneanuivnnlifinnsiiuguaiBegnuasivssansaim “fu
fin” vo1 Al lushuanududiuduwazanulasasieazdnmeissisiold ﬁﬂiﬂgjm(ammﬁﬁﬂasﬁmaxgmmﬁu

FazTuneumuleuvesassuuLazenavauyiatensin Al Miduussleviluldednninens
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HUAY (ale, Unm, ToArw) mveenag, MsUaloumu  State
(Deepfakes/‘ﬁ’a;ga ﬁmlﬁumﬁﬁmz, AVLEENERD University, n.d,;
Tadow) WUTUR, AR LEUTRIRaN0 DHS, 2024)
AsvInANUlusla AMUYINIUNITINAINL D IAVINANUSURAYRY, 810 (Modhvadia,
AssuIuNsAnaulaves Al ABN1INTIVIULBRANA9/ 2023);
AR Washington State
University, n.d.)
nslaudildguny  laussvendwas, wisudsn, Poslniluszuu Al, Msay/  (Washington

API NMyUBNINUYNIN
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State
University, n.d.)
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University, n.d.)
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3. NANTENUADARIALIIIULALNITNAARLVDIY

wislupnuinandnieriunansenures Al denaiaussrufednenimlunsndnduvesnuluiini
iosannsianusalud® (EDC, 2025) Uszananisin Al enasunumuiinudunaiiouwii 300 d1usums
vialan (EDC, 2025; Talmage-Rostron, 2025) uag Al 919viiliidasay 30 vesdrluwhouiululnesnludd
(IEDC, 2025) muﬁﬁuu’ﬂﬁugmmuﬁé’w Al mmﬁqm oA AunuuIn1sgnA ninauseusy wastnUyd/g
Uy Lﬁamﬂa"ﬂ‘wmsmuﬁ'az?wsmmLaslajéTaqmimmam@wmimﬂw%aé’aﬂuqﬂ (Talmage-Rostron, 2025)
fegraty dunudsatuayugnmiiduiadeusis Al awisadanisialduinninosas 13.8 dedalus
(Syracuse University School of Information Studies, 2025)

nMaintures Al faadannudosnisinueyalusl tlugnisuisdaesinsslunaausany vui
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wansznuiallFidunaneane lnsfevar 7.8 vosiwvesividulsmeainneliasongniiiduseluii ey
fiusegay 29 dWSUKv1e Nans¥NUYes Al 919dmANsENURYvLYUNgNTlosagdlaud Y (EDC, 2025)

wivgdaufnaderfunsgdsnuluaniie winsifesdliduinmi A mlfideadestums
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World Economic Forum A1an1saidn Al uwagszuudalutfagasnanulval 69 dusuvdsialananglul 2028
(IEDC, 2025) 91T Wl ¢ 1wy Prompt Engineers, Al Modellers Lag Data Trainers AM&uAnTY (IOE-EMP, 2024)
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qﬁyu wWasuwaslassadradsuduniely LLa:ﬁdauv‘iﬂﬁLﬁﬂmﬁmﬁwaqqmmﬂsiuﬁLﬁ‘u%u (Babina & Fedyk,

2025) wuaRafian Al szt lugmsiiundanimdmsunnauiuinazuatinnusseiitvsylemives Al dnaganegiu

VU
v

U¥nuazgtovu ldlduninau Fahludnisannua1veinssnu uigminiig waenisiiseTaiuay
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fAnu NaN3ZNU SUazLen WRESANN
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Jowar 2.9 dwmTugwe); 819vu
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2025; IEDC, 2025)
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AU AUN59719D9LURT1
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Lo
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N1UTINIHANTENULAZUUINIINITAAUALA

1. anusndudwiu Al iflanufuiiavey

firnudduegidaivsdesinseusdusssniudaunss mmlusda uasarmsuiaveulunsimuiuay
15t Al LUy (Modhvadia, 2023; Fazil et al., 2024; McLean et al., 2021; Hickok, 2024; IEAI, 2025) fAu
Fosnsilainnssaauloves Al linTuldatnals wazlasiugsuRaveudeauRanan (Modhvadia, 2023)
FiT2970y19u Hickok (2026) Lughie “Al fiuniBefie” (Trustworthy Al) wag “Al fifiaaufufintou”
(Responsible Al Tnegjaifuiiulouns 938535% uarsssnAvta saufseni aandusssy wazamannsalunig
98Uy (Hickok, 2024) anuritea3essaulullygusefvg (nstitute for Ethics in Artificial Intelligence - IEAI)
Inunsnanuetaniunaieriuaiesssuves Al yaufanseunsmiuguadmiugunsainanisuwmdiils
Al wagnsinuanannseasesssuegdumenisneluszuu Al (EAI, 2025) Al Now Institute @iuayunis
muguan siaulueg Al og198ase Ineldudeingaainnssulinig “Ussunanuuemues” nnnduaus
Tdnassninensliumhonutsdulingruneiionsiiugua fvuslidinisiduguataznaaoulneyana

Panumdudase wazaiauasnmadeiedadiluinsnngiuvessiung Al dufiedeya (Brennan et al., 2025)

2. anavmewazlenialunisifiugua

as1suvulinisatuayuegranndenisiiuguamalulad Al lneseuas 62 desmsnguangiay
Fotsdu uazdoray 59 doamstunouiitaudniunisenssnimsdnaulaves Al deuywd (Modhvadia, 2023)
Tusariinnusuiiessaulandusssiniuia Al ldviianududuiy Tngosdnseng 5 Wu OECD, EU tag UN ¢
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LY @ (%

90NN59UN15Y191U (Stanford University, 2025) wandsnsdl “dosinglunisiluujon” fidn UIENINMTIUS
ANUEDD Al funseiiunisognsiianumng (Stanford University, 2025)
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AN Uszasdiiiefnuinisussgndliuundn Agle lunisuimsnisdnu lngedute
Warnsves Agile 1ngRanvnssuTonliIignIansne uaz@eslosiunsuimsegnsaans ndngns ns
fimuag wazmsuimsanunuluamssudl 21 iunansanavinnisvestanga VUCA uaz BANI Agile 1y
wnAnswaiefitiunnudaveu nsdeansaniu msnovausiensiUAsuLas wagmsiaunegwoidles dq
annsaEundslinisuImsnisfnuniauadesd udenisiudsunias uarduaiunisiidiusiuvemndie
unanUliiauendnns 4 AU Agile (Agile Manifesto) kagfAaeg1an15UsEENA WL N1TTARINTIUNIS
S8UTUUU Sprint-based N151% Kanban Board N15Usyu Uy Daily Scrum wagn1sas o unaiuy
Retrospective néauiainzidesinuazdonissy T saansuausuuzuamadaldeunglunisi Agile T4
Tuusunvedsemdlng nan1s3iAsERtliiuin Adile anunsaiumadenlnifiadrsassddusunisuims

M3fnw uidesianIeAINS WM TR warTnusssuasdnsiivungauiuuiunvesing
AR NMSUTMINISANW, Agile, AnuEanguy, MIBeuiReTuuinnssy
Abstract

This academic article aims to explore the application of Agile methodology in educational
administration. It discusses the evolution of Agile from the software industry to the educational sector
and examines its relevance to strategic planning, curriculum design, teacher development, and school
management in the 21st century amidst the challenges of the VUCA and BANI world. Agile emphasizes
flexibility, collaborative communication, responsiveness to change, and continuous improvement
qualities that empower educational systems to be more adaptive and inclusive. The article highlights
the four core principles of the Agile Manifesto and presents practical examples such as sprint-based
learning, Kanban board management, Daily Scrum meetings, and retrospective reflection. It also
analyzes the limitations and precautions in applying Agile and offers policy recommendations for its
adoption in the Thai educational context. Findings suggest that Agile offers a creative and effective
alternative for educational management, provided that new knowledge, practical guidelines, and

organizational culture are developed to suit local realities.
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WIAMTUTIAUSET (Agile) TasunisiaunTukIn9enamnssugenAlITY9RUNAITTY 2000 WAy

1% '

Hagtuldunsuangludimediudu 9 sufienisfinw fegaeudunsyiauwuuseudu (terative Cycles),
nsdoanssauiu (Collaboration), N3i5eusansadns (Feedback Loop) agn1suiuiegadangusonin
Wasuudas Aglle Saduuuimsnisuimsitaenadesiuanusimevesnisinugalmi (Beck et al, 2001;
Highsmith, 2020) Taguuadn Agile 3udulurenisgnamnssusenduslurasatsniainassuil 1990
iosnginnnveliuaieundyiunnuvimeannnssuiumsianniiandt geenn uazliaunsaneuaussse
mwFesnsvegninliegsiune dumaliinauadoulmiilefumisnsvhnuiengu san3s uaziiu

AuATAT U U FailugnisussyuvesnguiiBernagiugensdwis 17 au lul a.a. 2001 Isaesnums
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wildludggnii Ussmaanigowsing wagldsusudavhufynidenndien (Asle Manifesto) Tu TnsAgile
Manifesto Usznousdaendnnis 4 Foudn (Beck et al, 2001) disil 1) Wanuddyfuyananaznisieans
wnnnsEUIuMIIagiedesile 2) sedinldnuldeeinniinisdaienasedsaseunau 3) musamile
FUgNANANNNIINTRTNFYYT kae 4) NRBUALeIWENSWABULUAIINNTINSIANLLK LA
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T¥funAnsAne Tuuunnisuimsmseine uuidn Agile Bugnldlunisdnnisndngns nsiaunlsaeu
wagmamaluladarsaumannlflunisuims wu nsldnszarunszuaunisusuey (Kanban Board) Lile
USMTUHUNITARY 138N1TUTUU TUKUENSA1aR SRl UTHUNIUNITIUNULUY Iterative MnN13Anwilag
Flessner (2021) nui1 msth Agile Tldlunsudmsaniufinu HrerfiunsidusinvesaguazinGou anmnu
AUATEAIINTFUUNITUTMSHUVUUAE wazatuayuliiinnsiseuisiuiuegediuss@viamnisiauives
Agile TunanisAnundsazvioufanisusudsuiausssunsuimsnisnuilugnisudmsuuuida (Open
Management) uaznsuimsiitiunmsuiulsesiswaidomnnniinsnuguainidesuu (Top-down control)
fathy auiulen Agile lldfufissuimedmunmsiausenduad uidennsadunseunuiaaiinsmasly
msUdsunmsfinun Tnsamelugafiniadoudionsumetanniwomadsunlasiduaruantioadou
USunvesUsewmalng ssuunsfinudasvieudedninainnisuimsuuusiuauduasdadniulaseasie
med FahlinsmeuaussienaiUdsuulasdnin Mnmenuvesdiinanuadingfnw nsgvssdnuidng
(f5.) U 2566 Wu31 N1 65% fuaﬂiﬂSaumumL§ﬂiuﬁaﬁﬂﬁ’wﬁmmmmSﬂiimmimiﬁﬂm%wﬁugm (ang.)
Uszaulymuauaaungluauniisniy wazdsdesiunugnsmansuvunuguinlisenadesiuuunsiesdu
(N8N 339AN®ITAIS, 2566) VUELAEINU T1891UNANITUTETUAMAINAITANYIVRY ang. U 2565 F91
nszvIUMsUIMsAuenasuaz MU iRnungszideu sildasuazuimslitinarnnnd 40% lfusa
gIMsLazUENas wuflagajatiuiaunnsGeuvesdieu (Einnuamznssunisnsinwsuiugu, 2565)
uenaNil TeuMIAnlve WA, 2567 vesaninsfin seyiulizuialdimungnsmaninmsfnuiuieni
szey 20 U winmsileuiednisufundemandalyminnnua1dl vinanudangu wagldainsanevauswis

ANuUisulUasveanaluladuagaufeansusanugafdvalieg1aviuied (dinauaudnisaninisdine,
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a o

2567) Fefunumanilaziioudn “nsuimsuuuiiy” fdafafuszuusuniswazunuszeveissesaies sl
Winslsianansnsesiunainvedanga VUCA 1§ usairsnszidalassainsiidavnsmsiannaunmeisou

wiiundn Agile azifisgninausidiiguiunnsfnulneluszerliAtiium uifEuinsvaasuas
Uspgnaliluuidsadou wu Tadeuieufneiludeindriinaumeiiuiinsfnyiiseufnenganmumuns 16
33Ul Kanban Board lun1sfamunudsnmsuazianssuimungFoududd 2565 wui Agausnanam
navieumenansasadefesay 25 uariinGeudidiudunlunisesnwuuAnsaniutu @dnauemenssuns
nsAnwduiiugiy, 2566) waglsaGeuruiaidnludmiaBodul Tévaaedlduuanie Sprint-Based Leaming
fafumsUssuaziounauuudu (Daily Scrum) TumsBeumsasuiviingimans nuidndouiusegdlauay
Arufufinseuienisdouiinty vasfingaunsnuuusunisasuliaenadostussduanudlave ol 4
B9ty (@dnauweiiuiinisanudssaufnudedl we 4, 2566) nsdlmaniiayiiouin nsih Agile unusUly
fuanufnulve wizdeglutaiusiu uifiidnenmilsstisandediinvesszuusenmsuuui wazduady
msFouiiugBeuduguinandldegisurioss

dielidiunmdanustu mavhanudila Agle amsfiansanuieudisuiuuuninmsuimssaden

= '

flgasinuazmnuuAndg WU nzfiluuunszateaud (Distributed Leadership) iutuaAnfiiunsnszang
suauazasuiaveuInguimslugasuazyaainsynseiu eadenisiidiusuuaznisBoudsuiu
(Spillane, 2006) wuAnilndAsafy Agile Tuamunisdaasun1siidusiu (Collaboration) wagn15a519A13
SuRnveUsAUYesfingu ogrslsAniu Distributed Leadership Jeansoumsvhauiiiseudy 9 hATNIT
aviounantureLiouu Adle d1uuuIRnwuuau (Lean Thinking) LfJuLLu’mwmﬁmmsﬁu\'uﬁfumiammm

Yy

gauilan (Waste) uaztiunnuAliuag3uuins (vValue) Inglim$wennseg1sduan (Womack & Jones, 2003) 30
shuffu Agile Aonsuugléidugudnans (Customer/User-centric) uagniswamnagasiaiilad (Continuous
Improvement) W Lean Thinking jaifuiiussAnsamuagnisanduyu vzl Agle iiuninudangu n1s
UFUd wagn1siseussuiu

nanlngasu Agile, Distributed Leadership Wag Lean Thinking dautfuuinisnisuimsiiasviou
MaiAsuruINsTUUTIAUELUUAAN UG U REAnEL 1Danta uaglfenudidyiunisFeudsiudu
ust Agile fenulanuiudl “nszuaumaidusevdunaymsasieunastnswioiios Suthelinisusuusainguls
pasAn LAz fUNa T sAnyluanssedl 21 fewgil nisthunfeundndesadie (Agle) an
Usultlunsuimsnsinuilne SadumnudnduBeszuy Welflsadounazandunsdnwisianudangu

ausausunagvslaedmeaiiior uasnauauswanislasuwlaesdiny wwsvgha uazmaluladliass

nann1sdAey 4 Huva9 Agile (Agile Manifesto)

Agile Manifesto LHuionansunasuuidndldsunisimuntudiel a.a 2001 Tnenguiidoamaiiunis
Warngonldussuu 17 au Seramdiuiieuansgadusnilunisufsuuuamsmshauanssuuidudeunas
yarudangu lugmiaunnuifiauadesi sevausldiir uazaianuailyiiugldediausiage Beck et
al,, 2001) Ing Agile Manifesto Usgnounie “wannisdidsy 4 au” Faudasiidurniinainianisnalulad
ansaumea uianunsaUszgnaldlaiunnane Inslamnglunsuimsnsinu Jadussuuidudeunazdosns
arusmileatsgengfiduAsidomarsing muneasBoadel

1. ‘UﬁﬂaLLa8miﬁlam‘ia°'1ﬁ'§gm'msxuauﬂﬁLLagm%"mﬁa (Individuals and Interactions Over

Processes and Tools) ndnnisfiidug1inarudnsavesuldladtuediuiaiasfiensedunounisviaud
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Fudeuiiivsegnafion wituegiunmunmvesauiivieusanfy wazauaiusalunisdearsegiad
UsgavEam luuiunnsfne mneansiueuduiusifisznineng thifeu wazduims snnninisdnia
ﬁ“uLaﬂmw'%aﬂgsuﬁwﬁmaﬁa (Highsmith, 2020)
9679 MIUsryNTEnieasuarinFouilennasununsFouseduaidoniinauaminnii
nsldszuu LMS egnamenlaglufiufduius
2. 959@1AYnIIn1sInvIenalsegnsazLdsn (Working Software Over Comprehensive
Documentation) Tuaanuvanefini1sdu waneds “nadnsiidugusssu” ddynirsesunieionansi
asauaguulinelfiinyszloniads lussuunisine arwduasinueiitnFouanunsonluldlfasedy
d1AnIINITLLTURNIZINTANTEII89IUNANTEeU (Fullan & Langworthy, 2014)
aeehe: mslinFeusenuuulassruaiuasihiaueninsugeu unufasdssdufionin
enuildeuding
3. ausuenuglWddyniinisresesniudgy g (Customer Collaboration Over Contract
Negotiation) luuFumms@nu “qni” mneds §5eu funases nieuliudagsimau Fefesinusiudu wy
TunsufuRnungseidevegrudsiio nsdanis@nuinuy Agle Fsdaaaliinisuszgusiuiu nisaeuny
AMUANTIY wagn1siidisinvesieusgiane (Schwaber & Sutherland, 2020)
29679: MseenuUUNdngmsTiniuinFeuazagatsauLiielinouaussienusiosns
ewzvoafdunguii
4. m3mpuauewiensiUAsuLad R NIN1sEAR LN (Responding to Change Over Following a
Plan) usfmsiiunuazddy us Agile Fliiiudn “aruausalunsuuw” foilavesnudisalasanzly
gATimuALLaING 15U MIszuinvedain-19 Mvilraaufnudesudsusuuuunsioumsaouseis
Auinule (Flessner, 2021)
9e19: lsaBeuiianmnsaasuannisGouluiesdsuduszvuesulatnelunieduni
FeMsHNTUTEYUNLLUY Sprint wagn1sdeanTiIuTeIsRdva
dlefinsumdnnaita 4 fu asduhddnenmgdumsdszgndldtunmsuimsnsine sidludums
W mangns n1seenuuufianssuNIseu nsiauag waen1sdanisnieluanudne lnsansaiilgnis
UimsiiBangu Wesla Whunadns uasdinisususedsaides fadu winns 4 deillaldudunalunisho
uildu “386n” fvaelrnnsuimsnisinuannsasesiuanuasundas uazadsnaamnsdnuniiiiugiGou

[ L Y Y a
LUu@uEJﬂa’NIﬂ@‘EJ'NLLWﬁ]N

n1suszanald Agile Tun1susuisnisfinen

nsumsnsAnuluamssed 21 FesndyfuealdutuousarnsiUdsunlasednasinga elus
walulad dae uazeudesnsvesiFou wuafn Agle Jsnanaidumadeniiaulslumsfiumudanduuas
Uszansnmlumsuimadans Tnediunsinuduseudu nisiiduswmemnine uazmsiauiedisoides
mMsUszendld Agile Tunsudmsnmsnydadunumnduiifitieaissuunsinuiindosiiuazneuausise
maiAsuuadldognuiass anunsauszndldlumsuimanisfinu T8

1. Agile fUMTNUNUENSAENT

gefimaBsuulanintuogasnuarliuiuoy nsmausugrsmaniuuuiLTigafafuikussey

gnwazhidanguonalinaulanddnsely wwida Agile Jagnihanldiieiinanundesialunsivunensaians

Vol 3 No 3 Sep - Dec 2025



154  Journal of Humanities and Social Sciences Thonburi University (Graduate Studies)

Tnewfunisnanuduseudu (terative Planning) wasUSuldsunuaniunisalas Agile taeldaniufinu
ansaBeuinnnadnsuazuiunagmsldegwiailouaziiuna wu

1.1 Maunudusoudu (terative Planning)

MITHUAUENSAARSLUY Agile UANAN9INNTTNUHLEgYEmAnTuuURaRufidnsdunndy
uHUTzEEEMLAEEanLNTaUnATITInuAnIeR Agile Wiun1sausuduseuduvieseuntsinandiFends
“Sprint” Fao1afiszazianiies 2 - 4 §Uavi Tngluwdassevasdnstvunilmanedn 9 Aanals (SMART
Goals) wazinsUszifiunatiteusuussunuluseudnly

MysuRuLUUseUduTelanufnuEeudandefianain Viuwdsudwaneuienagnsniu
foyaass uaraneudssnnunuitduimadlusseren Bdluniniu nenwnudnuasidelianmadd
$amnndhe ey thideu guims uasguou silFunugrsaansinnudaguiaraonadosifuanimindon
fidsunasegasnid

“ Agile planning is about discovering the right path as you move forward, not dictating a
single rigid roadmap from the outset.” (Highsmith, 2020)

1.2 Wnsgsdgminuu Backlog

Backlog flesenisveathnuneg daym viearudesnisiideldldmiiunng laggninansuniu
anuddguazanuseaiy Faduuuimedifylunisnunutazuinislassnisuuy Agile Tuudunves
nsfnuiiu Backlog aunsaldlunsseylssduilaniufnuidesnisusuugs wu mafmumdngas n1s
InasInsnens wsenisunleyminisouinEeu

nsrUIUMsInNT Backlog Tdnuazdunatn lneanusauiulsmenislinaennat uazdnlonaliy
flduieatos wu A3 Uniseu viegunases Winnauslgyming q Ieegeaiios Weothuldlunismawnu
esenans aztaeliuimsaunsoueaity “damiiuiase” Aintuluanufne wasdonduiunslugud
winzau Iae Schwaber & Sutherland (2020) 85U1691 Product Backlog fia “the single source of work” GR
aunsaantfifueiesdlevdnlumsieneilymuasdndiduenuddguesnsinduladsamans

2. Agile MUMTUIMIVANGAT
Tugaiinnufivasundasedisnnd ndngasmsanudndudedamnudameguuasndouusuilmiui

a

Uunvesdanuuargisou wuifia Agile Preiasunszuiunisuimsudngasiannsanioulninasinuiegng

o [

seifles TnoifunsneuaussienufeimsianzvesGounaznsiasunUaminaieuen Msdamdngnsuuy
Dynamic Curriculum wagn1suiuAanssunisiseusludnume Sprint-Based adunagnsdd Soyfiazvounuafn
Agile gnsufURluszAuriosSeukazseauuleuns 1wy

2.1 MIIANANEATUUY Dynamic Curriculum

Dynamic Curriculum w3endngmsuuunain Asuuammanisimuindngnsiiaimisauiuasy
o JULUY wardBnisasuldogiedavgunmuiuntesdifou armdsuutamwosdiay uazmalulad
aselual Fadenmdaaiundnnisves Adle Mufun1sUsufieg1959157 (Responsiveness) WayNsHAILIDENS
#euilos (Continuous Improvement)

ns¥andnansuy Dynamic Curriculum nelduuafin Agile avlignfndulassadandnansiuy

meds uilalenaliasuazdSeusiuiuivuaiianinisious eentuuianssy wazdszunamutvang
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nsBeuiiannzyana ndngnsazgnesnuuuifumiieges (Modular Curiculum) iaunsaufutiia an u3e
Fadwivlndldnuaniunisal Ingeraliteyadoundu (Feedback) 9ngiseunazyusulunisdndula

#29819084 Dynamic Curriculum Wy n15UsunitenisBeuslinseunquissiiusiualie
(Current Issues) MsysaMsinweAdfalumeiviiy nienslilasssmudugiu (Project-Based Learning)
ansausuideunasinaeivssiiulivingiuanuaulavesiSeu

2.2 myUFuianssun1siseudiuy Sprint-based

wLIAR Sprint-based Jaduiiladdnyves Agile TnaianglunseuuwiAn Scrum muneds n3uUs
nsvuumMsThausenidusevdy q fiFendn “Sprint” Tnsustay Sprint fidhuneiidany warldnansida wu 1
— 2 §Un v Fmdrausevariinisasviouna (Retrospective) waraduny Sprint §aly wamaiEnsatuUdy
dfuAvnssunsBeudiofiuenudangu anulidiuin wasnsusudgsiededussiuvioaieu

TumsdafanssunisFeusuuy Sprint-based AzazopnuULLHBMUAzNTAaduTInady 1 Tae
TinBeuiithmnensBeudfivan wu msdunh seudiaiu Jins1es viedminlassnusunndn aelunan
s dneuasihaudunguuioneyana ndeuiinsmenuarufnniieguainaue wu nsdiaue
WUUs8TU (Daily Brief) viseasUauluusiazsou ndsauwday Sprint dniSeuaglaasyiounanisiiouivemuies
Teswnlam warsiuiuazlun1swsy Sprint dald NSYUIUNT AT IUEUEIUALEINTELUNNTI ALY M3
auduiin nsudtam wazmsSeudegraduszuu (Systematic Learning)

19e Flessner (2021) wudn M3Sguiiu Sprint-Based dinasian1siiaussgalalunisiSeuveinSouy

Y

oy
yaa =

wagvilfagamisadiunisasuliminzaniuimiznisBouivesusar auldfdedu vzl Schwaber &
Sutherland (2020) FlsHi#ud1 Sprint-Based learning FawannisgayderaitunisGousilifitmmne uasvhli
yndgannsnfnmumsAvaildnasanat fru fanssunisdouidnvasitanngfunisinmateuiuo
Active Learning, Project-Based Learning #3® Flipped Classroom Tnwanunsadluldislussfuuszandne
Tseufinw uargaudnw

3. Agile fuMsAILIATWALYAAING

o o o

Tuszuunsfinun aguazyaansniensAnudoiduideddyiduindoununimuesFoutayiam
anudAnwlviinviusensiasuutasestangalul msfauegddldmsidufivsniseusumuununulszdd
Wit usimsdunszuaunisiidedes Bangu uaznevaussauiumanizrousiaryana uuafn Agile 399N
thinuszgndliifiedaaiunisGeuivesasuazynains laeiunsiannsdunsiidiusia msagviouna uazns
Usuupseshsiaioduguuuuiidudeslduas Sanaldasa wy

3.1 53Uy Coaching WuU Agile

38UV Coaching kU Agile ﬁaﬂi:ﬁmum31/°w’mmﬂ§uazqﬂa’miﬁLﬂumﬁﬁ “lav” visedatuayy
msFousnesliiduinw uusi warazvieunaludnuazseiomaziduszsuu Insdmdnnisues Agile fitiunns
Seusiuu iR n1sfidinsin wazmsimuisuuiluseu (terative Development) WinA9INNSTMALUULRAL
finidumsasedeurseusadiunaludislatrmiafiosndusion Tuszuu Adle Coaching AsaglasunslAvuuy
1n&dn (Close Coaching) Tngldwhnusmifungiduszeyq duseumahaudu (Sprint) wu agnasedliiaou
Tmailuioadeu niuldvasdiwasioudsiiiatu Aamuaruun uagsuoonuuuuumsinuiselusoy
#AlU (Retrospective + Planning) dnvauzituivagliagfandiluignasuay udldsunsafuayuuasdfiuiflunis

7PAYAIMLBg19UanY
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froge: lsaseuuisisluiuuauduasdn@uauminseuu Agile Coaching Wldiuaglna g

o 1Y

Juaiuagidusvaunsalludnuue “lAy-gniy” Mviausiuiunaenniaisey wioudn Reflection Meeting

U

o

nn 2 dariiteusuthmnowasiadurinug s
3.2 msagiieunasteweiios (Retrospective)
viddluridladne QUDINIAR Agile ABNTS “geviounmae 19iaiiae” Wie Retrospective Saudunszuiunis
Ay ilinunin Jesedt uasuiuusnszuaunisadlugn 9 seutesnissudueu (Sprint) wuanied
annsatinUszgndlilumstaunasuazyaainsmsnisanwildeneiuszansaiw lneiasunsUsziiiuna
wumemsnidumstandnssuiuns Afatuduszey wasdunisBeudanUszaunisalngs luusunes
niaLNAg Retrospective As Tasnanfieglsvgadavumunisasy n1seenuuuianssy wiensdeansiugiou
WieUszidiuiteslsilinai ovlsAeguassa uazazuiuugseenslslusoudald Tnsanunsasilariuguuuusing
19U N31T8U Reflection Log, MIUseunguagyiouna (Peer Retrospective) %30 3lAvUUU 1 fe 1 (One-on-
One Coaching) sfatiu nsazeunauuy Adle lildiiiosntssenunanisiney uiidu “Auivasads” Mln
TonalvfuitRnuyaiannudumar amnudide uazuumislmisgensalunsan Taglaifinisdndu Fadae
wsuas1eimusTIULieNTs3eu; (Learning Culture) uagnisidulnainnigluesdns
4. Agile AUNSUIMSITITaW/@auAnw
TusgAunmsusmsaniufinm Q’U%miai’wﬁ;lué’aaﬁmﬁmmiﬁg@miﬁﬁ]iwaﬁf‘u MIVIMINTNeINTUYYE Uag
uunuBagmsmans Tuanmuandendiiudsuniasegmasanan wndn Agle Judranfiunumddglunisaiis
sruvUIMIsasianuadesi Widla uaziunisiausiutuedsiiuszaniam lnslaniziniesdiondns
Kanban Board wagnszurun1sUseyuiuy Daily Scrum fvaglifuaululssSouamnsofanimeu deans
warUsussemurmeldogseieaasiduszu wu
4.1 51§ Kanban Board Litednnsenu
Kanban Board 1uir3esfiodAnueauundn Agile flilumsuimsianisnusgraduszuy Tned
ﬁ;mLﬁiuiummammwmmaamuﬁmmﬁa&ﬂumzmumi fausauiigslalldiFy (To Do) mwdiddssuiiunis
(Doing) TUaussuiiasaauysal (Done) FstmelifinansafiuaniuzvosnulduuuiBealnl ruannin
drdfou Uiuaunanu uasiiuanaulusdalunisuimsdanis luudunvesanu@nu Kanban Board a0
Uszgndldiun1susmsvainuang@iny Wl MINALW3YINIg NuRanssuimugiew nudseiuaunim
nsfnen viaulasenssng  Taeduimsanunsald Kanban Board WeAnmumnuAumihvesuluusazihe
Wiaukun @s19nnudnlasaniuntgludiy wavsilvanisadnainuanudifgyesnulaegrafivsz@nsan
savian sl Kanban Board dathsdaaiumsvhauduiiy (Collaborative Work) Tnewnaululssdeuaunsad
dwsulunsdunadeya waninnuAniu vﬁmhaﬁ’uLLﬁlmﬂzgwﬂuq’mﬁﬁNagj HIYANNITEVRIRUIMNTIUNT
AAnunNULUUEReR uavduasuimusssuosnsTilanie Tsdla waviiunadnsifudfy
aee9: T5aFeuanusafins Kanban Board Mlutiesuszaung visllusuuuueeulati
unanwesueee Trello, Microsoft Planner #se Google Jamboard Lﬁ@lﬁﬂgLLazﬁmﬁwﬁmmm JUMRAD WY
suuagfamuanuAuhldanyni
4.2 MIUTEYLINUNULUY Daily Scrum
n15UsEYULUY Daily Scrum Lussduszneudifyuesnseuuuida Saum Jadudiunives

Agile Tngnunedianisusyyudu q Nd9adududsedmniu Wnawdiss 10 - 15 urd ieldaudnludiula
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wanudsudeyaiisrtunnudunii Jan uazumunisyhanluddudald 9ausvasdmdnyes Daily Scrum e
msafnnudanulunszuiunsiiny anguassa wazifinuszansainvesiivediaseiiies (Schwaber &
Sutherland, 2020) luu3unvesanufnunisUssgulsednTuszegdu (Daily Scrum) ansnsndszgndldiunis
U5 UY0EgUINIT AF vIeameyululaTin1sdie 9 W AugyULHURRILIAMAINNITANY)
aniznssusUsziiunely viereRanssu Ineyndwidenoudua fihsmaznoudan 3 evdn léun s
awilveslsluiheg suflosieslsia? Sguassaeslsiivenaiueaemas? Gauumenisussguuuuiagl
\Aannsaeansifiuszavsnin anmadilaiin uazaelifuimsannsofamunnuinmiiesnudiig 4 léeens
mnlngliifosonemuuuumims uenanisdaasifassmnianuduiin ausuiievey wasemaluida
#29e19: sai3ouurianddld Daily Scrum Tunsuszyuitudruisnisuazsimihaunadh Tag
THueda Kanban saufudanm 3 9o ienumusuvesudazing silvnisAnamanuiivssansaimuazynaus

drusaulunsnanusIuiu

Product Backlog

spint | 1. XO00XXXXXX
; Kanban Board

2. XXXXOXXXXX

Retrospective | Scrum framework Daily Scrum |

3. XXXXXXXXXX
To Do | Doing Done

4. XXXXXXKXXXX

Review

2N 1 La@ne Scrum Framework, Kanban Board Wag Backlog

w1 : washd livug E@euunay, 2568)

NAMNA 1 Scrum Framework, Kanban Board Wag Backlog LﬂuLﬂ%aﬁﬁE}ﬁ’lﬁmﬂJm Agile ﬁLﬁanxﬁmmﬁL‘%
Auaniudnuyilne aggleiiia ar1ulusdla (Transparency), N13iidIu33u (Collaboration) kagAIudaneu

a

(Adaptability) vilvivianguasdiSeuamsaUsuiweruUasuuUas uavsjaiunaansnanisiseus ldegauriase

Uszleaidnsidn Agile anldlunisuinisnisdnuen

Msthuuaan Agle wlilunsudmsmsanwldisadunisufuisuisnsiany widsaevoudnns
Ufudeu “55An” vesszuumsinuilun e unfedtedivarudangulunisiansinwlfaunsonovaues
sonuAsuntaddegneiuniag nieutidasdulfifneusuiiouasmaiidiuinmesng §Fou fudms uay
guruegaduszuy nadnifiAndufensenszdunmuamuesnszUIuMIBsuSasnsuImMsTansanuAnyl
aamﬂé’mﬁ’uﬁuwﬁaqﬁuﬁﬁéqﬁu agndlsfinny iislinsdundeu Agile nnasgnauiass Sndudesdideaueuus
Faulsnesiofuimsuasnszmsadnusmslumsimuauuivng msaduayu uasmsaiisiansssuesdnslu 7
Baronath Agle IHlusefuszuuaaiisedvinmuazSsiy aunsoaguusslanimahliuldsedl

1. wuenuBavgulumsdnnisdng
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wilslunmdnuurddguouin Agle AomadlonialfAnanubangu (Flexibility) lunndunou
¥93M5UIMITANT Fsannsathuussgndlilunisiansdnuiilelsiaau@nu ag uasgiFouaunsadiui
somuAsuutasifodneiuiag Taslamzlugaiinisdsundaninduoiesad feludumalulas
ulsune wazanudioensvedin Famsuimsdansanundifinnadangu mnefa mshidadnfuunuanuvie
Tassaefioned wianunsausundngns msnedeu Bmsaou wazwumsUszifiunalimnzauiuaaiunisal
Wy nsasuguuuunisEeunisasuain On-site TUg Online w3e Hybrid agssandlutasinganisailadn-
19 Husegeiitauresmsdanmsfinyuuy Agile flanansanevauswsioingaldiunm

uan N Agile Sstngliintrnaunulussduanufnuanusalénssuiuns iterative Planning Sau
MIMUHULUUTOUEY ilenaasuazUiuusseswsioiiles Jaumunziuuiunilliuiuey (Uncertainty) iy nns
JndngnsneividenivdsunlamuniwaulavesGouusazju viensuimsewyszunaluaaufng
yuadniidedlinineinsogrsiluszansaim Tag Highsmith (2020) 5y “esdnsiifinnudaveuiendnsi

ausavsuilasunuimenisaiuaulaleglidadmunendn” Saasvieuliiui anudanguldliulain

o
o 1

YIATLUY LwiLﬂumiﬁizwﬁmmmﬂ%’w‘hLLaxL%‘&Jui'lé’asimialﬁm d7u Fullan & Langworthy (2014) €931
audamegulunsdnnisAnudededudifalumsaing “seuunsBeusiidsdu” msizdielvinisouiaenndes
UlaNITUALAIUABINTTUBIH IS EUDENUVIAT

2. duaSuanusiuiouaznisildiusi

wuada Aglle Tiarwdrfyiu n15¥i1a1usuiu (Collaboration) uay n1siidrusnvesiiierdos
(Stakeholder Engagernent) iuialadifyresnszuiunsiauinasusmsinnis feaenndeaiuausndu
¥oaszuUnsAnuluanissudl 21 Adesnisnsiiduswainynaiadiu liiresduduing ag dniSeu
funases wazgumy fafu N1 Agile wliluaniufne astasdsusuuuunisuimsan dannsuuasans’
1Ug "msvhausmiunuuuuey’ fudasiedanslunsisusnnudaiiu nsvaounisdiiuny wagsam
dndulaluusziudify fMegratu msUserununundngasiidalonalitnGoutazunasessuuaniaiy
AnLiiu vﬁamﬁmﬁﬁmiimﬁwmQ’L’%wﬁﬂgmﬂ'hgﬁwmw&y’qu,m'miaaﬂLLUUlﬂa]uﬁqmiUizLﬁu

Tae Flessner (2021) Fwiiuin Agile Hrwas “Iuusssun1siFEUITIuAY” (Collaborative Learning
Culture) Fvduaiuliing Wnidou uasfudnsansavauiuiuvuiugiuresanudela Aruiaism ua
wWhsnesuiy

3. gNTYAUAMNINNITSEUILAYNITUIMITNY

mauwnAn Agle wllussuunsfinusenssdunuawiduiifves “0158eus” uay “n15Usu1s
$an15” Taiiunsudunszurumsiifianuselies filmnedaau uazdelondlifinnisussiiuuaginm
ag1afuszuy Ssaenndostiuuumensnwasielsifisjatuanudaveu amaunsolunisuiud uazns
Feousiifinumine (Meaningful Learning) fatiu dunisidonud Agile atuayumsdnnisdouiuvudizoudy
Audnans (Learner-Centered) situfanssuiiiidmunedaauluudazsounisious wu nslénszuiunis
Sprint-Based, N15a¥ 8 uNan15t38u3 (Learning Retrospective) kazn1sWauIbaun1sissuLuuUiula
(Adaptive Planning) su'a81‘151’;:15auﬁ?i’sui’aﬂumzmumiL§au§LLas%’uﬁmawiamiﬁwuwadmuLaamﬂ?fTu
(Fullan & Laneworthy, 2014) auziiieniu Agile Swtewfinuszansamlunisudmsauresanufine wu ns
14 Kanban Board LitefiamunnsAalusiess 9 n13Uszaukuy Daily Scrum Lilensunusiotu wagnsihszuy
Feedback Loop snldlun1suiulssununuegisasinase dwalifuimsanunsaaneusideulunisia
fraulalasinga wazdnnsmsnennsetieduen
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1ae Highsmith (2020) F31 msdaniside Agile 978aA “¥0931958NINMNUNUNITUURITY” Faudu
anvndAyvInNaLaluNa09ANT SINTEnUANYT du Flessner (2021) ta@uainsuseendld Agile
lunsFeunsaeutisduasulingdudesnuuunisdeudegadiidmung waransaUuNISaRuRNLNAaNST
Usnguidluusazsoulfesnaliussavinmm nanléi Agle laifiesds “dan1s” mafinulvindoiiu uid
e “engzay” Qamwwmaqﬁ'&ﬂizmumiL‘%&JuiLLasiwumiU%mi TWiianuasnndes fusensdsunyas

wardsdulusyaze

[

Jaannauaztion255239 Tun1sun Agile unld
whuwAn Agle awiduniasdiofinsamddlunisusuidsunssuiunisuimsuagnisdnnisnulid
Auanguuaziualiouniu winisi Agile anldluviunnisAnwlnedinundyiuteditauazauinnie
waneUsens wilslullyuvdnde Aaudileinainndeuieady Asle FsoravilinsinluldRnfiafianie 8n
Wil deditngun RneysukasnInUAs LA SRS TsIeeRns Tilssndntusyuusienis vildnnsusuld
Adile Tals1u3u venannil maidenld Asile Tnglilfansanusunvesdaudn wu vwelssdeou laswEdesunm
vidoszRunamionvasyaang enadwmalii Agile nangiduiissdlvsivnanisuimslagliinnisdsuuasd
wiass seru matlatediauastomszidadunauaddglunsi Agle inlldogaiszavsnmuas s
1. anudilafindientu Agile
wildludosfnd Aaiitnrananisi Adle uldluszuunisineeddldng fe arudlafiavienis
Amnuiufn Agile aehsliignies Fsorathlugnisihludszendldesndlimnzay vienaelufissmsasy
FonszuumsiflaglinAnisAnfieg domdseturaimenudlaiafinuen IHud
1.1 An1 Agile laifiumu
wareaudladn Agile Aonasviraulumuaaiunisallasldfiuauiiuviueu weiluauduass
Agile Hodnn1saunuLUUTEURY (terative Planning) fiiunuBaveuuazdudeulfidoideyal als
Asviaukuul37iemng (Schwaber & Sutherland, 2020)
1.2 Wrlat Agile Rewfiandasilo (W Kanban e Scrum)
Tuunuedl Kanban Board w38 Daily Scrum «Judiss "wa3aaiie” #ldlu Agile wianszddyves
Agile FouuAnuazAdouiiiunnusiuile n1sBeuianuszaunisel wagnswaunogiseiiles (Beck et al.,
2001) mndadnudiniesdielnglidlawmandomds ormldmsldnuliivsyansam
13wt Agile tnzfumeluladviniiu
Agile wifazfigaiFuduaingmamnssumendund urtlagiugnuszgndliluvatelanis sauda
MsANY MIUTMT wazmsaLmINeInsuyed MendnnisiiamnsadiuldfunszuiunsBouiuaznns
U'%miﬁ%’m’fauuazLU?{EJuLLUma&UJLana (Highsmith, 2020)
1.4 wWlain Agile Toladunnusunase
uif Agile wiiuszleviinning usnldldngfuynanmunisal winliluuTuniiaaundous
YAINT lATeasn M3edmusssuesnns evvilimsaniunuazgauaziinnnudeiuannely
2. dosralunmsfineusunaznisiasuidasiansssuesdns
WA Agile 1adidneninlunisimununINNIsAnYILasNMIUTMINULAE1NTUTEAVEA N WinI3
111 Agile uldognauiindssidudosendonisdsunlasdsdnlusedu “Jausssuaddng” Jaududesiivime
wagldlannsaiatuldifssmnnseusussszdunsordnibosuuringu Sadedinlunisiineusy wuldves
Tussuusensudeaniufnuniivianinennsiunan gy uazsuussann shlsimsiineusuieatiu Agile
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finduiisanislideyadesdiulagliaansoimuligdnsimiaanudilalussdudn wiealenialunisiin
UfuRasseeesiaiiios dwaliiinanudilanainndou wazlianunsatlulglaasduuiunveswmues (Flessner,
2021) dudedndniuinusssuedns feduguassaddyidmanamnudnsalunisi Agile unld Jausssui

WUdAUTUEIWID NM5YIULULEATEIdsU karn1sUSEEUNaINBNETSNINNIINTEUIUNTS adrududeidndu

'
a

Ataue Agile Milumnusiuilo Aulusdla uazniswaulog1eetiios (Highsmith, 2020) Tae Fullan &
Quinn (2016) ¥31 NM3UAEUIMUETTHRIANTABIALLNIAT AULIuNE wazaadlaTinanynidie s
fingnuestalunsufsuidalasaimsnisadnsssezduuniiull

galundnnu mndianufnunlifianudilavseliweduluwmidna Agile nsiUfsunlaaBainusssy
< & P “ P 1y, = o ' v a . . '
fenagnuesinluiiies “nszua” vive “n1szemlua” Builugnnesesmuliou (Passive Resistance) Wazdinag
Tin1susuld Agile dumanluszezens datu nsdeuudastiugszuu Agle Sndudeansngiusiunisiauw
agauszuu Insiineusuiiiunssuiunisasyioukasnnasdase Sufnisainuivasadelunissouiuay

wanwdsuusvaunisallunyaguasgusms

GFLY

m3Uszyndld Agile Tunisuivsmsfinudddlaiiesnsusuisnisvinen widunmsusu “354a 7 W
donnsosfiuuIunveseukasiuiuRnulunianisfinwegiawiiada egrelsinnu n1sih Agile unldluuiun
Inedipsipeondunmsinuieiadu i wludmguiuazuunufod ufnisesnuunszuaunsivanya
fulaseasne Tausssy wazarurainwanvasszuunsAneive Wil Agile Tiluiieadesiiofiviuaie us
Hunsesdlefilildaiuaziinnastedsdu arunsaaguanudifyves Agile Aunisuimsaniufnuile 3
Usziduseil

1. Agile iununAnsuaiviineulandnisinungalnsi

syuumsnwlummsTed 21 dewdaiurruimefivannvans i nedumswisuwanewnalulad
mufamsvesBeuiivainuats msutsiudainnssy waznnzanaliviueuluszdulan wnAansuims
wuusaiuiiulasiademeinarnsdaaulennuuaaasunandifiuicdesfalunisnevauessionis
Wasuwanvanil luusunil wunde Agile lesunseeusuindunuameuimssanisiideny “sauage” uay
“aneu” arnsonevlandanududeuvesnsianisdnulugadagduliediiiussdnsam Agile iundn
ddfey wu msvhauduseudy (teration) N338USNNHATHS (Feedback Loop) msdeansidants uaznis
Usuidsuldnasanan (Adaptability) Ssaenadesiundnnisues Education 4.0 fuufFoudugudnans n1s
Sgu3naeniin warnsassuinnssusiedsay (Fullan & Langworthy, 2014)

wenanil meiselulsedeunaruminendesnsssmaiun Acle W wui dndeudiamufiovelaly
madsuiiniu asanusooenuuunsBeulfiaenadestudnenmuesditou warduimaideyaifielifatule
pg1alugmaziunan (Flessner, 2021) nanilaeajy Agile Tailoitesunfnusmsiviuae winewwInienis
Aauaznsvinuwuuln fanansoufuliddulannisAnugalvllfogaain

2. Agile drgliiinanudangy aAnusiuile uazimuisssanliase

mMsuimsmsfnulugadagtufeandyiuaududou euliutueu uaznsdsuulasiisinidalu
vanedif liandudumalulad nmadeudvesSeu viausunmsdiay msiuuida Agile unldlunisuims
msfnuIadumadeniineuland ez Agile Wunsinuegsgangu ﬁﬂﬁﬂ%’UqumwaumﬁashwiaLﬁaq

wazlaiunliiAnanusudolunnsedu ludunnudangu (Flexibility) Agile Feliusmsaunsausuuny
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gVsAans unu wazguuuunnsFeusldegnesindinuaniunisal Wy nsdaviunuuluy Sprint A4
svevnadusazinssedfiunailuseu o drelianudnulifednfniuumusrezeniiosdaiodiofenndy
fudngausonduvinviglml (Highsmith, 2020) Tusinuaiiusiusie (Collaboration) Agile daiaunisiiaiusau
mﬂQ’ﬁdauﬁm%mﬁy’wumiuﬂizmumiu%mi lidnezlung UnSeu dunases wieguwy Wi nsUsTYLLUY
Daily Scrum w38 Retrospective filalomalsmniigasiouanufnifiusiniu uazsimenuuuuumaiaun
T5958unthasaiios (Flessner, 2021)

uananil 11 Agle wldweliiAnns Waunsesen (Continuous Improvement) N1UNT$UIUNTT
azviounaiusou (Retrospective) wazn1sindeyadounduunldnaunuegrfivimvune Tnawdunisiseuian
anufiananauazadnsiAntuase SuduilavesnsiaunBeszuuissdu Te Fullan & Quinn (2016) sz
msu’%mﬁmm'ﬁﬁﬁﬂmm‘wéfaaa1ﬁaﬂgﬁzw‘ﬁ'%mjuuazmmimﬁamﬂﬁﬂﬁﬁamuizﬁwﬁﬁﬁ WieliAn “ns

Feuivadaenns” uaznsuiudiegsiaiiledluynszdu

3. Agile ¥aeWaunasAanMuiuazuumaufianmunzasluuiuning

wikuafia Agile aefifinaningslunisenseAuaAMAIMNITUINITHAENTITEUSUSEUUNTANYY WANTS

'
a vaa

11 Agile luuszendldluusunvesUsemealngdinsdosonduns auiesianuiiamnenis wag wumnaujusn
mnzauiulassaiie Sausssn wazanudusiwesanufnulnelasszuunsfnuvedlnesidnuasiansy
wanA1 U Unazuan Jududuiiiinvewuifa Adle lddnazilulasadanisuimsuuusingud Ay
Fudoutessruusvns JausTsumsvhausuuiiuiu uazanuaanimesdnuidatunisaeudundn A
waniEudwadie “aarunianlunisiasuring” lUdnsu3msuuy Agile (Fullan & Langworthy, 2014)
fatu n19th Agile wlilussuunisfnwiedine ldanunsadnaenuedeunuugduuuaindsseme
laonss wisududosinigdde Waun waenaaediluiiuioss ileassesdarmilul (Localized Knowledge)
finoulandanudesnisvesiiFeu a3 wazguimsluuiunlne lag Flessner (2021) tauain msaun Agile Tu
AN AIsBuINsTAuTseS Uk ulAsIn1sEses (Pilot Projects) ﬁiﬁﬂgLLaSQU%mﬂﬁﬁdauéaﬂumi
sonuuukazUsuldiasosilena o W Scrum, Kanban, Sprint Planning wae Retrospective feisiimunzay
fluvsunvesnues nanlaeasy mnUszmalnedenisld Agle Wunalndrdglunisufzunmsine uduedns
Beftazdiosaivosdamnuiangiudoyasidluiiui Waugdeuaruuimeiidnlade muzautuagine ua

anunsauszendliluszuusensiveegradududuneu

a15197 1 Wi uifiey Agile iU Traditional Education Management

UszulSeuiisy  nsUSMMSWUULAY (Traditional) ANTUTITHUU Agile

ANWAZNITINUAY  LUULAUSYE2E7) A1867 (Rigid Nasnuuseudi USuasuld (terative &
Long-term Plan) Adaptive Planning)

msaadula ns¥anfeEIfuIITER UG sy ag-tinSewildnsu Oistributed &
(Top-down) Collaborative)

ASANAINIU THenanssneanw/msusediu 14 Kanban, Daily Scrum, Feedback Loop
Uanet wuudeiied

UNUMYRIAS Heoudundn dUfURmuwm HopnwuUMSSeus {33 (Cocreator)

unumvatinEey  ESuany/Ianaannnisasy HiSeusigen ddwsulumsesniuuiangsy
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UszulSeuiisy  nsUSMMSWUULAY (Traditional) ANTUTITHUU Agile
n33an1sUeyin uhdegmenuddutu T 58y Backlog dndaunnudfisy witaymnyiui
AANYMLIAY ausfue fssdeudaiau ATIEAVE PABI HIUKAANGTI
fodniin MAANIS A eNEavey FesnsmsAeuianssuesrnsuazamsidilas

seulandanunisalanidy

A5 1 deiaun1susnIsn1saneuy Agile Tdlauunusianun ualdu “madenlmi” Ansu

Tandlan VUCA 1aan11nsusmsuuuLan (Highsmith, 2020; Flessner, 2021; NI 1AN®1511S, 2566)

LONA1581984

NIENTNANYITNG. (2566). TIE9IWATANITANSIMINGIF W.A. 2566. NFUNN: drinnuldansensidnesnis.

NIENTNANYIBNNS. (2566). TI89WAAUALNTAIANYINITIANITANYITINIANTIY. NFINN: Finanuddansens ™
Anysms.

AinauaiuiinisAnuiUszanfnuBedlil wa 4 (2566). T9897uRaNITYTUFIIUY 5771 2565,
Fodlgd: drdnonueeiiuiinis@nuvszaudnuBesdnl wa 6

dtfnauanznssunsnsAnuduitugiu. (2566). m89IunsUssiulnsnisusanssunissanissouslu
FOIANY). NTUNN: ATENTIANYITAT.

dnauamgnTsunIsNIsAnIduRugIu. (2565) $1897UNANITUTEITUANINAITAN Y. NTUNN:
NIENTNANYITAS.

d1linauarBNsanINIine. (2567). $1897WNISANYINNY WA, 2567. NTHNN: NTENTANYIZNS.
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Al Tugnuzusstundaunun? nismumulanavasnasmnasiugaloynyiuszhivy
Al as the Sixth Force? Revisiting Porter’s Model in the Age of Artificial

Intelligence

ey 1w, wila gauvdudin’ uagidl Tlsauuseiasy’

Buncha Kirdmanee', Panus Unhabundit * and Vutti Watcharodomprasert’
ANEINEIAERsLamALLlaE UMINEIRUSUYT, AMEUIINITING UMINeIausuYs
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UNANYD

s

wanuinssiunu ety UseRus (A) Tugruzussiuindounisuisiuvesesdnsyandvia lng
Tnsouusstufisiaeameimmefifiousediuiinisamulu Al asadsanuldiuisudanagnsldvield ns
nuysunssunUh Al ldfsdiudseaniamnsdiinny widdnadousnaduiion Taud augunss
yoamsutedy Avanamandiaulu foananuaindudmauny suasesesesuns wardiunasosasnede
il {ifouaue “usiuindoudinn” &1 Al munsadwanssnudennussiundouiu nadiAnwain Johnson &
Johnson, Cedars-Sinai k&¢ PepsiCo kanein Al aduayuradlgauniu n1sadaunaniosuAsugia wagany
¥Feuiigadu wonani Al Sswasdnanevaussniaivdsuulasgnainnsy annadssngiaulsiuay
Fudmauny wieuaimnuduiusidedniugnd gavheunanuaue “lumanesnines + Al” tieazviou
unummaluladuazuinnssuegiensudnu esdnsiiliviunagnslsiaenndesiu Al enagaideainuamnsaly

AMsuistuluauan

a ¢

AedAey: Jyanuseivg, nagnsnisutady, lumausstundiounian, usstuindoulny, unasvlesuiaswgha
Abstract

This article analyzes the role of artificial intelligence (Al) as a driver of organizational
competitiveness in the digital era by applying Porter’s Five Forces framework. The study reviews
literature on competitive strategy and Al, finding that Al not only improves operational efficiency but
also reshapes industry dynamics. Specifically, Al affects the intensity of rivalry, the threat of new
entrants, the threat of substitutes, and the bargaining power of both suppliers and buyers. The authors
introduce a “sixth force,” arguing that Al simultaneously influences all five traditional forces. Case
studies from Johnson & Johnson, Cedars-Sinai, and PepsiCo demonstrate how Al enhances supply

chains, supports platform economies, and creates sustainable advantages. Al also enables organizations
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to adapt more quickly to industry changes, reduce risks from substitutes and new entrants, and build
deeper customer relationships. Ultimately, the article proposes a “Porter + Al” model that integrates
technology and innovation into competitive analysis. Organizations failing to align strategies with Al risk

losing their long-term competitiveness.

Keywords: Artificial Intelligence, Competitive Strategy, Five Forces Model, New Driving Force, Platform

Economy

unin

Tutsapmmssuiinun Jyaussivglinanadumaluladdfyiasuwaismsdiiugsfuay
n1suetulugnaImnssusing  (Brynjolfsson & McAfee, 2014; Agrawal et al., 2018) ANaINNT0VRY Al Tu
nsiAsIERdeyavuIning NMsnensaluuildunainuazn1susunseuIunssInkuUsnludh vilvesdns
mmma%ﬁﬂmmlé’m%'auL%qLLﬁdﬂsﬂ"uﬁsJ"'ﬁuLLazamé’unumiﬁ%ﬁmmﬁ (Shrestha et al., 2019) d@ululunauss
Fuwndeuriaiives Porter (1980) iunseunislinseiléunisseusuegnaniawrdmsunsussifiuaan
Wuduveanisudadulugaainnssy nefiansanuseinasuainaudelagtu giirunlml gamine Q%auaﬁuﬁw
nauwny ogslsfnuluinadgniaunuiudand: 45 Yneuga Al agiauegsaiuiunitlusfnazaiunse
At gl dazieudmansenuveanalulad Al fanunsaddsungnisudeduldognasanida (Porter,
1980; Davenport & Ronanki, 2018) ot ﬁ']muﬁﬁﬁgﬁwmmﬁw&nmuﬁﬁ’mLﬁamﬁ’mau Ao Al @13150910
i fidu “ussiuiedoudinn” fdwmasenisudsiulugramnssuldviolal? msAnwiluunaruiliqasone
WenumunazUszfiuunuimyes Al luudazussiuindeuvesdunane fmmesuaziauonuimslunsuiulys

nseviinTgiiielvidenndeiuuiunvesgInagafdva

NUNIUITIUNITU

1. Tuwaussduindaunsinussnainines

Tunaussundeunaives Porter (1980) Wunseunsiaseildussdfiuanududuesnsudeiu
lugeamvnssu Tneusznouseusstuiadou 5 s laun ANUTULSDINTUTTUTEN ISR lugnaIn s Ty
(rivalry among existing competitors) feanAuangnanlnilugnainssu (threat of new entrants) 81U19
190030970 u18/dNNa181004 (bargaining power of suppliers) S1u1aN19A T8 0/fuslnn
(bargaining power of buyers) kagf8ANAINIMNFUAIMTBUINITNAWNY (threat of substitutes) Tunaid

unumdAylun1Tenagnsvedssins wigniwuineuyaiidviauag Al vilidaddlaasioufswansenuves

wirlwlaBasuguuuunsudestueg 195 (Porter, 1980)

2. msuszgnd Al Tugsia
A Jumaluladfianunsausudanszuunsdaduls msdanisiaddguniusazasisenuliiuiouds

o

wistulaog1sddod Aty (Brynjolfsson & McAfee, 2014; Agrawal et al,, 2018). Brynjolfsson & McAfee (2014)
Hlniuan Al viliAe “second machine age” Aansasuriufiduinidouniefdva, Jyyruszivg (A),
reufinnesuaznsdensedumesidetadumsaewitmaihnusazasayanilmdliiugsia luvaei Shrestha

et al. (2019) wui1 Al FreUiulsdasaiimsdndulavesesdng viiAaANuBanguLaANULINENETY
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3. Al AULSITULAADUNITUUIIU

o

NUITENA18aTULAASIAILI Al @010 9NAMDLSITULARBUTIY 5 YaInasninasagelived Ay

o

fegrau Al Paglvissdnsanunsaiiaszviduduazgnalaiuuitealnl aansaiugiunalunisiesemseysu
NAENSNTUYITUBE1959R57 (Davenport & Ronanki, 2018) wena1nil Al fsanunsaanaUassaveadidnanlu

WIDATNANULANANTILInNTTUNYI ITduAaLULNansENUanas (Agrawal et al,, 2018).

Al fuussiuindounaivemeainines

1. AMUTULIIYRINITUYetusEndnegudsluanamnssu (Competitive Rivalry)

Al BaeliesAnsaninsanaundasusiuarusnsivl o WWegmnswazdeiies vilisasnains
90Ngna1A (time-to-market) guamasLﬁuﬁﬂ&Jm‘wslummauaummmé}’mmiﬁuawﬁﬁiﬂﬂlﬁﬁunm

ANuansaliie AN sudsluiidudusniu esndudausazsesndlyd Al Tunisaseuinnssunazenseau

'
=~

Usgansamnisaniiunu wenanil Al fulalenalvgsialddeyaidadin (data-driven insights) titewmun

v

s . . = o § v = Y] Y a a a I3
ﬂa&!mﬁﬂ’]ima’]c’]l}ﬁwqguﬂﬂa (personallzed marketlng) %Qﬂqﬁlﬂﬂqﬁmﬁ@@LLagiﬂU’]Qﬂﬂ’]mﬂigaﬂﬁwaﬂqmu ANANT

Panansonau Al ihiumnddauelaaninvgiianulasumamisuiatugs dwalvianuuand1aseninegvue

=

wazgwilunatadaudininiy lurusiieddu nmswstunguusuddiduliesdnsdesaaulu Al ags

soilauialylidsuSeu 39deeasnaneasnisuistundumdoumemalulad (Shrestha et al,, 2019)

2. fwanauangidnaniniluanamnssu (Threat of New Entrants)

'
o o =

walulad Al frdwhlinisdrgaaavesfidunelmifudesfihetuninfueisddedidy esin
nsUsznanarinuaaduarseriwlemurefatsanfunuiulastaseiugusazn1Sife R adng
padnvioan s sodanudstutufidunelmyldiEatu (Fitzpatrick, 2024) uenaindl unanvesudi
THu3ns Al wuudi§asudmelididnunlmifindessiolunsimuindn usiudeuinisiaglisndudedi

v

ABIey F9ilvinlit “Aunanisidngnatn” (bariers to entry) Masgsluednanasaersdaiau (Fitzpatrick,
2024) eg3lshiniu msdanieddahlinisudstudianuiumnunnniu wsgdaulndannseadainnssuway
dunugedunUsmannlaluszezatdudu dwalissdnsauusssusuiegiminduaranulu Al iionouls

warsnwanulaSeuveanuld

3. 91UNAINMIHDTDIVBIEUE/FWNa8Lea3 (Bargaining Power of Suppliers)

nsfiamlassadeiugiuaanduasdeyaanigmedmalifsmiomaluladselny wu fliuims
AadAeufinhvieuitniifonsesadoyavuinlug feiuradoseaniionsdnsiideanisiam Al egnad
tfuddny Inslanzlugnavinssuidosnisluina Al vualvig) (Massive Large Language Models: MLLCs) fa1e

a a a

fanusamuaumatulagudn ldinzlud@sinesuszdniamgs Fudsznananmznmsedeyaiivien &

o w o =

lamaninunsin Reulunisldnuuazdedinnisdyyrndusauindu iliddesgluaniusidessonsy
11NN1198599 (Tang, 2024) Turaziieanu nsulsuseningwnateeesitesseduasulininwidsiune
WNTULAZEF19ALLEBIIUN TR IMImnATULaE (vendor lock-in) 83AnT7ilia1L150n 528N TRINITN

naneteeslidainnnudsdunisgnnaduniuiuukasANNEAEUBNaENS

[
=1

4. g1unaIMsnaTevasda/fuilna (Bargaining Power of Buyers)
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'
=

nsUsEEnald Al vilvignAniideyauasnadiontnndu LlesnaunsalUSeufisusian AunIm way

Y

§ aa o a

AuantAvesdudlfestenndrusruusindosviounaneduiiva Adidiundssunalumssesesogndn
Tiigstuagadidoddny uenani Al Sudalemalsfuslaalésuuinisiiuiuusisanizyana (personalization)
esnsziumuannieUsyaunisaivesgnéludndu liesdnsfilsiaunsonevauedldonagapdoarming
vo9gndnldd1edu (Tang, 2024) Bnviawalulad chatbot uay recommendation system %a8liignAnanunsa
uanseanisausoansuiedamliegnansma uazaaviinsudluenaiuried enunaduivinliuiendes
awmuly Al pgsiailioafiosnuunmsgiuntsuinig mnesdnslaliuiufnuarudenisfifiudu sugves

AustnAvzdunutaaznaduionag NS sluYedgIANINTY

5. AEANANNINEUAMTIUINIINAUNY (Threat of Substitutes)

Al fﬁﬁqLﬁ34ﬂammmizf[,uﬂWia%fw?mﬁm'%au%mimLmuﬁ‘ﬁﬂmmwLLﬁzUis?ﬂw%mwga%ﬂwma
9AEMNTTY WU uemuenfianunsalviuinisgnéunuwiinauldnasa 24 Halus vieszuviinneiidmnddi
aansavhnuuuBeivauisiiunald (Shrestha et al, 2019) Tun1anisitu Al gnianldunuiiudnsd
i duNywe Wy Mmllesgidudonienslimuinwinisamu vagilunianis@inu unasmesunisiGeus
e Al anansonansiunadenununisidounsaeuluUsuRY (Shrestha et al., 2019) G’humiguaqmmw
walulad Al W sEUUiRTeRn eI sunmdansnsanauunsinnuusduvesnndlaegadiussansam
foanauandudmaunumaniaiusnadiliesdnsfesinuuaraianuanislundnsusiviouinisosg

olles iienandeansaydernulaseulunisudedu

6. usstuideulvai “nmsanamainusiins” (Threat of Partnerships)

lugaves Al N15af1aiusiinsideanagnisenineednsgsnawasgiaumalulad 1y OpenAl 389
Google Cloud lenanedutladeddglunisadeaulaisunmenisusdu (Olson, 2024) Anusiuiofsnan
Prelfesdnsannsadidmineins weluladuazesdauidliamnsoinnioddlusssnasudy il
afsufmnsmnintuegenaiiuazessveuunnsutsiulugsedulan egndlsiau ausudiofuuuuudss
omad “Auanau” defiauiioguenaietieusiing msgwinaazgniadusenanmeluladtugauazaaind
QnATaUATEN (Olson, 2024) Balundndu miﬁ’mé'hﬁumﬂ’uﬁﬁma’mﬁﬂﬂﬁﬂ’mﬂﬁEJuLLUanIﬂﬁaa%'quamﬂsiu
Wy nsadranasgiulminienisynuisluusduvesialsyad vliiduneseowdqusanaduifiadu du

msldaunsadniisiusinsdnagrsliesnarauanudeadalasasenernsdeundalugaiagiu

7. ussduindsylua “n1sanaruainadnudnaudaimnanalulad” (Threat of Technological
Advancement)

Arufinmiives Al iatudenunniuasieiios dmalilunagsiafinetunsfeandyusnady
PnnsAsuuateesdundu (Fitzpatrick, 2024) U3tmitliannsausudaliuiumalladival 4 fannandes
faggapdoduudmaaliuiguisivh Al lulfegnediussanBam degratu n1siintures Generative Al v
Tinsadrsreumuilavaivioutnssisnsooniuundafusignunuiidi ssuudaluiflussesnaidudy
(Fitzpatrick, 2024) usnanianudmiines Al Ssdsualfunsgiuresnaingsdudos 1 gnduazadiisy

AIANTINISUINSTISINGT wiudmazdSuussldlamsyana vseniildaunsanauaussnnudisinisiinaies
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gnunuiildegsieniey datuausavesnsiau Al Jalidiswusdadialontadainnssy widinatedude

ANAINRBBIANSIVIAALAGa LA NagnElegnlusrtyyIUseiyg

NISLEUDLUIAALTIVULAABUNNN

Tugares Al fuwnliudanuin weluladlaunsovihmihiduisddundeud uveuaveusadundou

o
K%

Heuuusasmes Porter (1980) iflasan Al lalldshnegianznmsusulsssavsamaslussdnsiviniu ue
faannsoarmansenu@enagndreussiuindeunniu Wu mMsuvsiuseninsguis msanamangidiuivsl
¥30N1579504U03gNAaYHI MUY (Brynjolfsson & McAfee, 2014; Shrestha et al., 2019) Fonilslushodha
Fanagndueansld Al femsadrsanulfiuTeunuudsdu (sustainable competitive advantage) aaAnsdiasu
Tu Al @aunsadinsedeyagnAtwasaainliogiauiugn aunsaUsundndariuasuinisuuuisealnduazasng
mmé’uﬁuﬁ‘ﬁ’uqﬂﬁwafjwmLﬁ'aﬂ Mlvgnsenisideunuulneduds (Agrawal et al., 2018; Tang, 2024)
uanaInl Al feaursnuiulgeiasldguniu (supply chain) Tnsniswensainudasnisdudn andunu
pdvAuAuaziiumLEangulunsindadudn Fadunalunistisliesdnsannsansuaussousinafuainguss

o v A a

warvgndliagnaliusz@nSan (Shrestha et al, 2019) 8nsegsddgAonisiin “platform economy” Al Ldu

o

o d' a v

wnunanslumsasaunannesuAdviandendeinds duslaauazinimumaluladitmeiu iliaassuuineg
N9gINANATAATILAAUUNIAN (Brynjolfsson & McAfee, 2014; Olson, 2024) 81uigANazAINIUNS
wanidesudeya ufn uazuinis lagnmsiannunanesuuilannsaiouaunavegnannssulagasIause

Fumaaulundiliannsaasuielame st UA AU LU ULRLL eI E LR

Taaauiuuse wasnminas + Al

WleazviouunuImyes Al denisutsduagnausiais annsaiaueluiaa “weimmes + Al” lagifin uss
FuiaBioudinn (Sixth Force) iurlunseumsdinnesiduda wssduialdvhauuenanfuusifinanssnuidenles
uardusuaSurous U Temeimnoswiontu Wud msuteiunmelugramnssy feanauandidulvsl
fIANAININFUANIOUINITNAUNY STUNAFBTOIVDIEUNY LLazé’wmwiaiaaﬁuaaé'%a Al anansarasuannaves
usanaduimanildiiludaanuaray lesdnsdessudiunagnslmiagnasoudu nmawuan Al drfunseu
wosmnesistelfesdnsdnlanmrumsudstuldanysaifety uarannsadmuanagnsiiaiuanuldidieu
Bedsiuluszoren il

1. Alduseeenaldiisunuudduvesasdns

ANULWIAAYBY Brynjolfsson & McAfee (2014) Lag Agrawal et al. (2018) aaﬁﬂiﬁmmmgﬁwmﬁ Al
dhiunagnsldesnaiussuy Suransaadeeuunndsiiendenisdsunuy delududoya wiotegnén

wazauSlunsdndula@anagns

2. Al Y5UU 599l UnunaznszuIunsgsna
Olson (2024) 31 Al @111508N5EAUNITAINNITUAIUABINITAUAT N15UTMITIaTafnd uagns
Fansanudeddudnnatewu vilvgsiadanuangugalu anfunu LaznsUaNaIRURUNINYINAALA

AN
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3. Al atduayunisadaunaanasuuazszuuiinaniegsiali
A lddissusiiialseavianmnelussdng uwidweduniou platform economy tnelieulesndn Juslaa

wazdnaumaluladideeiy Windu ecosystermn Tudaunsuazasinarisauluszezen (Olson, 2024)

4. Al duuseduindsuiidwasiaynussdunfiouvaanasmnasniouiu
na1Ae Al dnansonsudaluseninguds, feanmunngidianlv, seanauanduamanny, 81119

FADTOMBIUY UavduaReTeeiTe lundeuiu inliluwanisudsdulinaiaidudeutasiUaeuulamanniia

5. Al Wasuyuuesannizesiioidanaiagnagnslaseaing

msasulu Al'lldudnsusudsaedosdiomanalulad uifunsnengrudenagnsiianansowasu
ﬂgLﬂﬁusﬁmiLLﬂJaﬁuﬁg@mamﬂﬁﬂﬁ (Brynjolfsson & McAfee, 2014; Agrawal et al., 2018; Olson, 2024)

lmanasmaes + Al reliinnagnswazduimsesdnsaszutindy Al ladladudfiss “diuadu” vos
Tuaussduindousisiuin widu “usduiadoulnl” Aysannmseglunnifvesnisudeiu dwaliosdndilsl
Ususonagapdsnuannsalunisudiy vugiiosdnsild Al egheiussansnmazanunsnaiisenulfiuie
FanagnifidBunazudaunsaninds
nIfiAnw/Adegadeuszena

nsi Al ulfludeanagyslduansiiufmadnsmiusussslunatsgnaimnssy laglawizsnunis

afeanuliuseulunisudsdunasnisenseauysea@ndninesdns n19ld Al freusuusailggunulid

oy
o \rLudaﬂ a‘ aa v o

mm%Mejuuawauauawiammwumumamam ANYITVU @ﬂﬁﬂgﬁﬁﬁUﬁHuﬂ’]i‘ﬁwu’]LLWﬁG]WE]{lIW{]‘Vla‘V]

Wweslesuslnatugnaneteliussdnsna dregreiauda loun Johnson & Johnson L4 Al lun1suins

dan1sladafingd Cedars-Sinai 1Uszens Al Wilon153LAT18T0yadunIN way PepsiCo 1LY Al livem

U q
v

wAndusiuaznouauearienNieanisvesiuilaa nsdlmandagvieuliiiuin Al lilddufsaniesdens
walulad uifunagsddnylunisanueuasaulfivioudmudeiuegedsduiimeasdon feil

1. Johnson & Johnson n1sUSunagms Al iilaiiiuyszansnw

Johnson & Johnson lsU3unagnsnisly Al Taegatiunsuszgndfiairauadigs wu msduntelu
nMsdnnisisliguniu wagnsaduayunieslussdnsiiuaieaile Al Wy “Rep Copilot” Gsglsidunuang
annsnifedeyauasiiujduiusiudideimgiunsquaguamliogisusiuguarsinds s Al inliluvis
Tgunudisandunu Wiueuldsdla uagylfanunsoannisainudesnisvesmaialdfbetu Snienis
Uszgndt Al lunsdunhensenszuiunsvaasuazdansedluianaiifdneningean dedelviosdnsaimnsaan
naINTWAILENAIaENsNN (Bousquette, 2025) nagmsmanitisiaiuaine arwilfiuToudaudsiuuuuddy
uazvili Johnson & Johnson awnsansuausssionBdsuuladlugaamnssunsguaguamitsinisudedu

v 1 <@
galiog9Insa

2. Cedars-Sinai M54 Al iilaUSuugensguagtae
Cedars-Sinai lafiauunannasunisguatadenasanduindousie Al ¥ad1 CS Connect Faaeliigthe

ansadntansgualanaen 24 Hilus Tngn1suszilivennisuazuuzinnsinwuBume SN Uen JaYie

anNTsEUvBILNTdRazinUTEaEA mTunsTRUI NS vy Al agdunseideyaainuseiagiisuasdoya
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NINSUANEDU 9 sliAnuziilsswuiiunndanunsadudunisusulasuls nsidn Alanldluuwannesuil
Prgliunndanuisagdadulunnisinuguleliuniu annrssanusuenalisuasnsusesidiueinisngdeu
wona1Nil Cedars-Sinai §a313unuNIzve18n15E Al Tun1sguagUieseduaznisiiusnisaniduiioia

UsganSanuazanuseiiledunisguadiule (Sweeney, 2025)

3. PepsiCo mMslY Al TumsuSuugeusziniamuaznisnauauassiagndn

PepsiCo laasunatesesduneaaislunisin Alaldlunssuiuniseng q wu msleseigenvie
nMsUfuUsINsdansmandueiLagnisinunanufesntsauidmiuiudeing q Suefiulssansam an
Funy wameUauDInINFBINTUeIgNATlARBsTY MegnanisRentsld Al luniFinseiteyasonuisuar
nofnssuvefuilan ioaianisainnudesnisiudlunsaziufiuazeaane Gadaeld PepsiCo amnsa
UsuUgansdannendndusivagnisdndedudildegediuszAniain uananil PepsiCo dldsamiiofuuim
Salesforce, Inc. %dLﬁuﬂﬁmm%WﬁLLﬁ CRM (Customer Relationship Management) s1¢Tngjauaslan e ld
uwasvesy Al TlumsuSudgimsuinmsgniuaznisvne Ssteliiinnuannsaneaussaudeanisuesgnan

I95nSmaziiugde@u (Gold, 2023)

anUsena

nansIAsERluUnANUETIFuI Al flunumduveuwavesusitulnde U wive mesmaeduas
annsavhuthduussiuedeuiivalfegadaau Al Liiigaususulsauseansnmnisandununigluesding
wifianansaafemnuldiuIsuBanagnsuuudadiu (sustainable competitive advantage) Uulassairaviale
U TGEGERN platform economy ‘17'iLU§auau@anmmjﬁwumqmammm (Brynjolfsson & McAfee, 2014;
Agrawal et al,, 2018; Shrestha et al,, 2019) I1NNSWANYI1989 Johnson & Johnson, Cedars-Sinai kay

PepsiCo wuinaaAnsiamulu Al a1unsausuuge nsdndulaenagns Wneld Al dinseviteyaruinlnguay

9 Y

a

wensaluulifunana (Shrestha et al, 2019) a¥raunanlosuidviafidoudofuilng fudn uazdniaun
walulad shlsAnszuuinanisgsAvlu (Olson, 2024) anunsaifinaudanguluviisligunu wazansunu
N13ALHLU (Brynjolfsson & McAfee, 2014; Tang, 2024)

nseAuTeraisdlniiui Al uussiuiedeuiiidnuausdureuausaduindowdn nande A
dmaseusiiuindeurivnomeinnoindoutu silinsinneinsutdulugnamnssudesinnsaniflnai
Liweeglulumadadu Wy nsaduinnssunuuidoalnl nsdesieianudsadnagns uaznisad
ATIEITLSLUY network effect dauusngnisaifl anewesdud U3ns vieunanesuiintumud
;ﬂsﬁmuﬁlﬂuéﬁu (Fitzpatrick, 2024; Agrawal et al., 2018) Yonani Al faasuisnisiieadnsnouaunsouss
naduaNduTiviwazauimauny MsusuimegeTingani Al inliesdnsanunsoasisguassalvdnoguas
fionadnunlu LLaxafﬂmmLﬁanmﬂﬁuﬁwwmLmuﬁawﬁﬂizﬁw%quaéﬁu (Tang, 2024; Shrestha et al., 2019)
agUlerin A laluifsamaluladaduayunsdidun uiidunagrdidalaseaine fannsadmunfianienis
wdstuvosgramnssuld oednsilifionsan Alludiunilsvesnagnsideutaduenadessenisgnyide

ANNEINIaluNsusTuluauIAn (Brynjolfsson & McAfee, 2014; Olson, 2024)

unagUuasdaiauanuz
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unanuidlfiiu Al ldlddeanaluladaduayunisduiuey wiluusduedeudnagnid
AN3aLTEULAYE ISR DU IIYEY Porter (1980) N5 3kASIEANUIN Al denariaussduindauie 5 du
w¥oufu waraiunsaasne wsstuindeudivn (sixth force) isrunansznuidalaseadienonisudsduves
anEnNIIU (Brynjolfsson & McAfee, 2014; Shrestha et al., 2019) %dﬁ%’@ﬁ@ﬂﬁﬁﬁm TowA

1. Al dusaadeanuldiuieunuuddu (Sustainable Competitive Advantage)

nsUseendld Al egnaliuseansamdislviesdnsaunsaliasgideyagnAuasaudslanuuitualng vih
Wﬂﬁé’fmﬁu%@maqwéuﬂusﬁ’mazmmLéamﬂéﬁu (Agrawal et al, 2018) uananil Al fagaeldesdnsadng

1Y) v

PwduiusIBsindugnAriumsthiausUssaunisaiiuiuussanzsyana daensonisasnideunuulusyes
=) (Tang, 2024) anldiUTeuiiinan Al SelilafiosuAEomedsednSam LLm'éTaLﬁm‘*ﬁaaﬁumia%q@wﬁﬁ
uanssuagdsBulunaafifinisutedugs (Agrawal et al, 2018) Bnvia sadnsiianusaianlasainsiugiudu
Foyauazdaneiiniindaunss azdainnulsiuioulunmsaiisuinnssusedes ilvgudsaenidounuunaldon

(Tang, 2024) Tufian Al Feldiisadunsosdlioundinatedu “ninensidnagns” Adundounnuldueuds

wstuluszaze)

2. Al YFudseineldaumuuaznszuiunisgsng

M5l Al Tun1sneansalauAInIsaual YlesAnsaINIsaINMHUNSHARLAaEN1SIndlapgnall
UseAnEn1manndy anauidssandudinedsdiuiunieviauaay (Shrestha et al,, 2024) walulad Al 89
Helunmsiinsevideyaidedudeuninnansunas wu deyasenuie nzimsughanazuuliugfuilag ieaiis
Luusaesfiiugrdmiunisaianisallusunnn (Shrestha et al, 2019) uenani n15i Al uldlugiulad
aRnddrsusudunamssudauudsalng inanusagilunisdweu uazanailddtadundsnu (Shrestha
et al, 2019) lusgduidenagné nsysunnis Al fuasldgumussheifinanudangu (esilience) waz

ALAINNTAUNITNOUAUDIRDINGFINIDAMUAUNIUTDINAIALARNINTZUUAWUAN (Shrestha et al., 2019)

3. Al atuayunisadaunaanasuuaz ecosystem

\utladvdfgivinliesdnsannsaimlugmadufilugairsugionivialsogiauyiass Tnonisih Al
wiltlunsfauunanedy lifssudtiodenlosnanuaziuilnauddadalenalviuinfmuaziusiing
negsAadundausinly ecosystem 1#u1nTu (Olson, 2024) frogay unanvodudaeudsaily Al Lito
Ansgingingsuduilaa amnsaUiuudsteiausionizyana (personalized offerings) leuuizoalysl dete
a¥sennufimelauasanusnideuususlusozen snia Al §a8UIIIANIN5IUE (matching) s¢ninegy
asduargumuluszuuinaegiedivssavsnin shliAensmudeuyadluaiotionniu uazanaundes
Mnnsynaesiduselve) uenaint Al SsauayunsaieUInIaety Wy n1siuRdvia mslavandaadey

wagMIIATIETealedn Ml ecosystem Laulawazdsdiuld (Olson, 2024)

JaiauauuzdInagns laun

1. 93ANsAITYIANS Al Llifunagnéseiuaadng Tnoidunisuszgndldlunnuseduindeues
wosnines iolaTuanuliuisudanisutstusgiessousdu litazdunsld Al Tinsevigudauazgidunln
(threat of new entrants, rivalry) N13A1AN13AIANABINITVDIGNAT (buyer power) nsiiuUszansanly

walgauniu (supplier power) kagn15a3 19U IANTIUNDAAKTINARUIINGUAMAWNY (threat of substitutes)
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nsysannaidanagnsisuitigliosdnsliifiesfnvnaaiuuidamnsoaideniamssialmiuazendonis
Weunuuluszezen

2. fusmsmsinasssutsznnaiiioaindlasadeiiugiududeyaiiiaunmgs aseunquitsnisif
usnuasdansteyaoganiuszuy wieukasplumeluladfisesiunisuszanana Al ldegedisyaninm
uananil MawauIinwryeanstadumaiaaznsAndnagndiduisndudieliiunuansald Al
Ansehideinuarativayunisindulaldas masautussnidasaisiuguiiuusaesynannsiddnenm
wyilvesdnsanunsald Al fueesdle@enagmsldosadiud.

3. ganvinssumsthlunanesvined snusulismiuiadesu Al leasvioudussiuiadeulvs q 7
derasemIutedu wu maanAuniusinsmanaluladuagnsudsuulategenniinnuinnsse Al g
wanu Al dhfunseumstinszsiazdaelfesdnsidilanatnvesmaalddndeiy wavneadulomadsnagnsls
wlugnindn uennidaiieliesdnsanunsoeenuuunagnsitavguiazadnuinnssedsdeieiie
novauewemaAsuuladuauien mviunseviinnesiiidedunumidmilunisadeeulfivievesng
dathiluga A

Na 1 '

asUladn Al idsgnuesinduussiuindeuiinn (The Sixth Force) @siidndnasgnauinsenainnis
wistulugeaimnssusng 9 Tae Al ldlmduissaIasdeaduayunsaidunuwing uidausadsuauna
V998115 LEUlURA1A e 19F LA (Brynjolfsson & McAfee, 2014) Wu vinliguslnalideyaunuuay

¥

fig1unadesesgdu Mudwhlifadiaulninaiuisaduudadulamedunuiiaiag (Agrawal et al., 2018)
asAnsiliuunagnsliviaenadesiumaluladil e1adssion1sgaydsanulaiuseunianisudedy uazenagn
wnuidgesdnsfianmnsald Al ldeg1aliusednsam (Olson, 2024) Fatu nsues Al uusstuindeulmily

BanagnsIsanudrfysen1sivuafiavsweeanslussuzen?
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Abstract

Models serve crucial roles in professional and doctoral research across disciplines. This
overview examines various model types: conceptual, mathematical, algorithmic, and physical models.
Models represent key research problems and enable outcome explanation or prediction. Strong
conceptual models provide explanatory frameworks, while mathematical models enable quantitative
analysis. algorithmic models implement concepts and allow virtual experimentation through
simulations. Physical prototypes test practical concepts and solutions effectively. Model development
requires iterative evaluation and refinement against evidence and theory. Effective model
communication through visualizations remains essential for research impact. However, modeling faces
limitations including necessary simplifications, assumptions, and unknowns. Researchers must leverage

model strengths while acknowledging inherent limitations for rigorous inquiry

Keywords: Model research, model types, model development

Introduction and Role of Models in Research

Models serve fundamental functions across disciplines in professional and doctoral research
by contextualizing empirical data into conceptual frameworks that represent theories and phenomena.
They explain hypothesized relationships requiring testing and provide analytical traction on complex
systems. Models enable researchers to construct conceptual frameworks, derive testable hypotheses,
guantify systems, simulate dynamics, and analyze empirical phenomena from theoretical perspectives.

A model represents a conceptual or physical representation of theory, phenomenon, system,
or relationship aimed at enhancing understanding and analysis. Models contextualize scientific theories
while providing analytical tools for examining complex systems through simplified descriptions that

enable systematic analysis. (Bailer-Jones, 2002)

Types of Models
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Conceptual Models represent key constructs and propositions within theoretical frameworks
using diagrams and textual descriptions. They elucidate predicted causal relationships requiring
examination and provide schematic renderings of verbal theoretical statements.

Mathematical Models formalize concepts and hypotheses using quantitative expressions,
equations, statistical models, and computational algorithms. These techniques enable numerical simulation,
forecasting, and quantitative analysis of variable relationships. It is developed using cameras and image
processing algorithms to analyze product characteristics such as size, shape, and defects. (Liu et al, 2018)

Physical Models include scale replicas, prototypes, and 3D print that allow controlled
experimentation by embodying theoretical principles in tangible constructs. They facilitate direct
observation of dynamics and system behaviors. (Frankfort-Nachmias & Leon-Guerrero 2018)

Computational Models apply programming techniques like agent-based modeling to digitally
simulate system behaviors under different conditions. This approach examines emergent properties
and complex system dynamics through virtual experimentation.

Mental Models represent internal cognitive frameworks individuals use to reason about
external realities, revealing personal assumptions and thought processes underlying decision-making.
American Psychological Association. (2020). They play a crucial role in laying the foundation of research
methodology. Creswell (2014) emphasizes systematic qualitative, quantitative, and mixed-method
research designs, while Yin (2018) specializes in case study research, offering a rigorous and in-depth
analytical framework for interpreting contextual data. Saunders et al. (2019) focus on the business
research process, proposing the “Onion Model” that helps researchers understand the steps in
selecting research methods in a sequential and rational manner. All three approaches are therefore

important tools for designing quality research that is appropriate for the context of each discipline

Developing Strong Conceptual Models

Literature-Based Foundation

Effective conceptual model development begins with comprehensive literature reviews to
identify relevant constructions and predict directional relationships based on established theory and
empirical findings. Researchers must specify causal, correlational, moderation, mediating, or conditional
associations within nomological networks linking theoretical constructs.

The Technology Acceptance Model exemplifies this approach by demonstrating how
perceived usefulness and ease of use influence attitudes and intentions, ultimately driving technology
adoption. These causal mechanisms derive from established theoretical foundations and empirical

validation across multiple studies. (Geyskens et al., 200)

Determining Construct Relationships
Developing theoretical frameworks requires specifying precise relationships between constructs

based on literature-derived hypotheses about variable associations. Researchers must determine
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whether constructions exhibit causal, correlational, moderating, mediating, or conditional relationships,
drawing from theories and empirical findings to suggest meaningful connections.

Meta-analysis provides quantitative evidence for constructing relationship effect sizes, while
structural equation modeling verifies measurement quality and pathway significance. Focusing on
salient influences and central dynamics rather than exhaustive variable inclusion helps conceptual

models balance parsimony with completeness. (Bailer-Jones, 2002)

Specifying Directionality and Validation

Clear specification of proposed directional relationships between constructs remains essential
for conceptual model development. This involves delineating trajectory of assumed causal or
correlational influence through path diagrams showing proposed associations within theoretical
frameworks.

Researchers must specify whether interactions between variables are positive or negative,
strong or weak, conditional, curvilinear, moderating, or mediating. Parsimonious specification of primary
hypothesized pathways avoids overly complex models while maintaining explanatory power.

Validation against empirical evidence requires rigorous assessment of model alignment with
real-world phenomena through multiple methods comparing assumptions, predictions, and
implications to observational data. This includes checking model premises against prior theory, testing
hypothesized relationships empirically, evaluating performance across diverse datasets, and

incorporating peer critiques. (Barredo Arrieta & Gleeson, 2021)

Mathematical and Computational Modeling

Translating Conceptual to Mathematical Models

Mathematical models represent real-world systems using mathematical concepts and
notation, enabling explanation, prediction, and hypothesis testing by quantifying variable relationships
and simulating interactions. Translating conceptual frameworks into mathematical relationships
requires systematically encoding key variables, functional dependencies, and qualitative causal
assumptions into symbolic notation and equations. (Bass, 2004)

The process begins with identifying conceptual variables that become mathematical variables,
translating causal links and correlations into mathematical operators and functions. Positive
relationships can be additive or multiplicative, while negative relationships are inverse. Equations must
maintain dimensional consistency and contain parameters quantifying interaction strengths. (Babyak,

2004)

Computational Implementation
Precisely specifying mathematical and computational details enables reproducibility,

assessment, and expansion of findings by other researchers. Standard mathematical notation should
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define variables, parameters, and functional forms in equations, while documenting simplifying
assumptions and explaining conceptual meaning improves scientific transparency. (Babyak, 2004)
Algorithm  specification requires description of logical sequences, data structures,
computations, termination criteria, and complexity through pseudocode, flowcharts, or formal syntax.
Statistical models must state probability distributions, explanatory variables, outcome measures, and

relationship forms with detailed estimation procedures and parameter interpretations. (Duarte, 2008)

Simulation Modeling

Computer simulations enable systematic examination of theory and assumption implications
by computationally modeling behaviors under controlled, replicated conditions. Key techniques
include agent-based models simulating autonomous agent interactions and equation-based models
quantitatively representing hypothesized relationships. (Epstein, 2008)

Agent-based models simulate interactions among autonomous agents, capturing
heterogeneity, bounded rationality, and environmental influences to analyze emergent dynamics in
complex systems. Machine learning applies data-driven statistical methods to identify patterns and
make predictions, while neural networks model complex nonlinear relationships through iterative

weight adjustments. (Epstein, 2006)

Physical Models and Prototypes

Scale Models and 3D Prototypes

Physical scale models offer tangible simulations replicating key dynamics and relationships of
target systems in proportional dimensions. These enable direct observation, measurement, and
experimentation while controlling conditions difficult to isolate empirically through careful material
selection preserving relevant properties. (Evans, 2020)

Three-dimensional printing empowers rapid prototyping of concepts and engineered systems
for design evaluation and refinement. Iterative development using 3D printed prototypes facilitates
real-world testing, failure visualization, human factors assessment, and user feedback collection

throughout design processes. (Few, 2013)

Functional Testing Capabilities

Constructing models with simplified yet functional implementations of theoretical mechanisms
provide opportunities to directly probe and validate conceptual models. Functional physical models
enable examining dynamics obscure or resistant to analysis through thought experiments alone. (Frigg
& Hartmann, 2020)

Kinetic models exemplify simulations possessing basic physical capabilities that experimentally

render theoretical causal explanations more scientifically tractable. Mechanistic models foreground
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theoretical commitments while animations make hypotheses directly manipulable for iterative testing

and refinement. (Gilbert & Boulter, 2000)

Applications Across Disciplines

Prototypes serve integral functions across engineering design, product development, and
scientific research processes by allowing preliminary realization and examination of concepts, revealing
potential issues and enabling iterative refinement before final implementation. (Harrison et al., 2007)

In engineering, prototypes test functionality, performance, and usability of new designs
through simulation before manufacturing investment. Within product development, prototyping
enables gathering early-stage feedback for design and feature refinement. In science, researchers
construct prototypical models manifesting basic hypothesized behaviors or properties to concretely

probe theories. (Hegarty, 2011)

Model Evaluation and Refinement

Quality Assessment Methods

Rigorous model evaluation requires comprehensive assessment through multiple dimensions
including statistical goodness-of-fit, predictability on new data, and information criteria. Goodness-of-fit
metrics like R-squared indicate how well models explain variation in observed data, while predictive
validity examines performance on separate validation datasets. (Hughes & Wacker, 2021)

Information criteria like Akaike Information Criterion incorporate both fit and complexity to
enable model comparison and selection. Qualitative judgments evaluate assumption plausibility,
examine sensitivity to input changes, and compare alternative models for holistic assessment across

guantitative metrics and qualitative dimensions. (Jaccard & Jacoby, 2010)

Empirical Validation

Comparing computational or mathematical model outputs to empirical observations provides
vital model validation through statistical contrast of predicted values with actual measurements using
guantitative fit metrics. Common approaches include assessing goodness-of-fit using R-squared, root
mean square error, mean absolute error, and similar statistics. Jordan & Mitchell, 2015)

Graphical techniques like residual plots evaluate agreement between predictions and
observations, while multiple statistics and graphs provide robust comparison methods. Significant
divergences may require model refinement or assumption reconsideration to improve correspondence

with researched phenomena. (Kaplan, 1964)

Iterative Improvement
Model refinement represents an iterative process of incrementally improving formulations and
parameters to enhance explanatory power, predictability, and target system representation. Parameter

estimation using statistical techniques helps obtain empirical values from observed data, while
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sensitivity testing uncovers specifications significantly impacting model outputs. (Kelley & Littman,
2001)

Refinements may involve adding complexity or new variables indicated by theory, with
comparisons to empirical validation data assessing model improvements. Better models result from
sustained, reflective iteration aimed at increasing useful insights for intended applications. (Ladyman. et

al,, 2013)

Visual Communication of Models

Graphical Representation Tools

Graphical models use nodes and connectors encoding relationships for reasoning and
inference, while data patterns appear in scatterplots and bar charts. Conceptual diagrams show
process flow and theoretical relationships, with encodings matching model entity and relationship

attributes during visual creation. (Mouton & Marais, 1990)

Design Principles

Information visualization principles guide effective mapping of model elements to appropriate
graphical encodings. Complexity should match intended message while interactive platforms allow
parameter manipulation for enhanced understanding. Carefully designed graphics, diagrams, charts, and
illustrations improve comprehension, interest, and utility for both expert and non-expert audiences.
(Khan et al., 2018)

However, visual fidelity requires careful attention to avoid misrepresentation or exaggeration when
preparing visuals. Visual encodings should correspond accurately to model elements and relationships, with

elegance never eclipsing accuracy regarding model limitations and uncertainties. (Newman, 2011)

Limitations and Challenges

Simplification Issues

Models inevitably simplify complex realities, with no single model capturing all system
features. Excessive simplification risks omitting influential variables and interactions, undermining
predictive accuracy and limiting generalizability. Common oversimplifications include linearizing
nonlinear relationships, assuming homosgeneity across units, and neglecting stochastic elements.
(Odenbaugh, 2011)

While improving tractability, simplified models may fail capturing emergent phenomena arising
from heterogeneity and stochastic dynamics evident in real-world systems. Without empirical
grounding, models risk untenable assumptions requiring transparent communication of simplifications

and limitations as ethical imperatives. (Pishdad et al., 2013)

Overfitting and Generalizability
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Overfit models demonstrate strong performance on training data yet fail generalizing to new
datasets, undermining scientific reliability. Excessive model complexity enables fitting sample
idiosyncrasies rather than underlying relationships, substantially decreasing predictive validity on new
data. (Romer, 2000)

Indicators suggesting overfitting include too many parameters relative to observations,
instability across samples, and degraded external validation. Resampling methods like cross-validation
check robustness, while preferable models balance fit and simplicity through regularization and early

stopping. (Rykiel Jr, 1996)

Parsimony Balance

Selecting appropriate model complexity balancing parsimony and completeness represents a
key research challenge across disciplines. Overly simplistic models may lack relevant details needed
for useful insights and predictions, while excessive complexity can reduce generalizability and
interpretability. (Schmidhuber, 2015)

Finding optimal complexity requires weighing research aims, data availability, measurement
constraints, and model purpose. Quantitative metrics like information criteria help avoid overfitting,
with the goal being "as simple as possible and as complex as necessary" to capture phenomena

essence without superfluous elements. (Sterman, 2002)

Best Practices

Models formalize theoretical assumptions and relationships for analysis, inference, and testing
across scientific fields through various methodologies including mathematical models translating
theories into analytical equations, computational simulations implementing complex system dynamics,
statistical models revealing empirical patterns, and physical scale models replicating phenomena in
controlled settings. (Taherdoost, 2018)

Effective modeling requires careful implementation and validation acknowledging that models
simplify reality rather than providing exact representations. Scholarly modeling serves as context-driven
tools representing key phenomena, guiding inquiry, and advancing systematic knowledge through
alignment with research objectives, explicit scope communication, and stringent empirical validation.

(Tufte, 2001)

Integration Across Disciplines

This comprehensive approach provides researchers guidance on theoretical and practical
model selection, development, and evaluation by integrating modeling principles across domains and
connecting  model design with research objectives. The framework addresses conceptual,
mathematical, computational, physical, and visual modeling methodologies within unified theoretical

foundations. (Vancouver, 2010)
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Future Directions

Continued advancement in modeling capabilities requires maintaining reflexive, critical
perspectives on model limitations while leveraging technological innovations in computational power,
data availability, and visualization tools. Researchers must balance model sophistication with
interpretability, ensuring models serve their intended purpose of advancing scientific understanding
rather than becoming ends in themselves.

The integration of multiple modeling approaches offers promising avenues for addressing
complex research questions requiring interdisciplinary collaboration and methodological innovation. As
modeling tools continue evolving, maintaining focus on theoretical foundations, empirical validation,
and transparent communication remain essential for advancing scientific knowledge across all

disciplines. (Wacker, 1998)

Developing Strong
Conceptual Models

( )
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Figure 1 Research conceptual framework

Developing a robust conceptual framework begins with a comprehensive literature review to
identify relevant concepts and relationships. It then defines the relationships between theoretical
variables and empirical evidence, clearly defining the direction and validity of those relationships, and
finally translates the conceptual framework into a mathematical model to systematically describe and

test the quantitative relationships between the variables.

Conclusions
The development and evaluation of scientific models requires a multidimensional process,

including statistical quality assessment, empirical validation, and continuous model improvement. A
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good model must be able to communicate through appropriate visualizations, balance simplicity and
complexity, avoid overfitting, and accept the limitation that models cannot perfectly simulate reality.
This research proposes an integrated, cross-disciplinary approach to enable researchers to efficiently
select, develop, and evaluate models, emphasizing the importance of maintaining a theoretical base,

empirical validation, and transparent communication for scientific advancement.

Findings

This analysis shows that successful research modeling requires combining different
approaches, not relying on just one. The study proposes an integrated framework that uses a variety of
conceptual, mathematical, computational, and physical—together to achieve a more complete
understanding. The key to success is aligning the model's complexity with the research goals, being
open about limitations, and refining the model based on real-world evidence. This research shows that

for complex problems, a single modeling approach is not enough a multi-method strategy is essential.

Novel Knowledge Contributions

The study introduces two major new concepts. First, it proposes the "Multi-Modal Modeling
Ecosystem," which views different types of models as interconnected parts of a larger system. This
framework highlights the feedback loops between models, for example, how insights from physical
models can improve computational ones, creating a synergistic cycle of knowledge. Second, the
research reveals the "Modeling Fidelity Paradox." This groundbreaking finding shows that the best
model performance is not found at the extremes of complexity or simplicity but at a flexible, dynamic
balance point that changes based on factors like data and research goals. This challenges the
traditional idea of a fixed trade-off and suggests future models should be able to adapt their

complexity to changing conditions.
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