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ABSTRACT

This study aims to analyze the types and causes of waste occurring in the fertilizer production
process of ABC Co.,, Ltd., and to propose process improvement strategies based on Lean Manufacturing
principles to enhance efficiency and reduce operational costs. Data were collected through
on-site observations and interviews with relevant personnel. The findings revealed several activities
that contributed to waste within both the production line and the loading process.

A process analysis was conducted using a flow process chart to identify areas of inefficiency,
guided by the concept of the seven types of waste. The ECRS principle—Eliminate, Combine,
Rearrange, and Simplify—was then applied to improve workflow efficiency in alignment with
Lean practices. As a result, the production capacity of the Bulk Blend Line increased from
163 to 168 bags per hour, with a reduction in production time and a noticeable decrease in labor cost
per unit. In the loading process, the loading rate more than doubled, while labor cost was reduced
significantly—from 281.25 to 93.75 baht per hour.

These findings demonstrate that the application of Lean Manufacturing principles can
effectively reduce waste, improve operational performance, and lower labor costs, offering

a practical direction for enhancing the competitiveness of the fertilizer industry in the long term.
Keywords: Lean Manufacturing; Waste; ECRS; Production Process Simulation; Production Efficiency
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1. #KANN1INAALUUAY (Lean Manufacturing)

Junwndefiesdnsiunldifiedinuszansamlunisduiuaiy IngLiun1sanANgyLUan
wazatiumsasunaAuignén ilidussavsmwssssuumssdslassamnnsandunouitlidndy

1.1 aAnudunnvesszuunsHaauUuudY (Historical of Lean Manufacturing)

James Womack, Daniel Jones and Daniel Roos (1990) WUIAANTISHAALUUA UL A UNLLA
MngRamnTIIeusuivesUsEmadUy TaslanzanuTtlaled Seldiauuunaansaniionin
"sguun1swanuuulaledn (Toyota Production System: TPS)' sutd uduuuuveIn1snanwuuay
Fnans1T1sELand 2wt Uames Womack) IdAnwuazimeunsuunfailud a.a. 1990 Tneiunsansiunu
UuUsanszuumnan uazadsedavelunmanan sl syuudujatunmsanemgayidmaminens
flaineliAnyar i néetUsUpnsrLumsnuswiaides Tndlininmudumusnawesnmsiann

1.2 uu2AndY (Lean Thinking)

wnAndudunseulumsiiannsailuuiuldlugnamnssusiingg Weriuyssansnmues
nsvUIuNIHAR TABd1in "Lean” vinells widsiune’ vide "and Ay’ WivsnevesuAeiAenisdans
wazUFuUTInszUIuMsHaslasnsidaeugyUa il lvudesdns

1.3 %8nn135 5 Uszn15v09au (Lean Principles)

James Womack, Daniel Jones (1996) larnuuanannisandaaeauuianaussnidu 5 Usenis
TauAnstenuanal MIBATIERaes1sANAT M3V N15AY larANENYTaILUY

2. vanmsanAugyUan 7 Usens (7 Wastes)

AaBLARY 3ULININT (2562) lanandmannisanaiuagan 7 Ysenisn mquymdwﬁ?u
Anduldlunnduneuvesnszuiuniandn Sedwmalifunuiiindu mnaunsnssyuazananugaa

a a a

Tunsguiunsudald agviliuseansainnisndndiniy tne gns13nd wisagailu wazany (2567)

¥
=1

Igduunanugadan 7 Usenis sl
1. anuggyarannnisuanunniiuly (Overproduction)
1 [ [ a
- AuggUarannsdaivinniiuly (inventory)

. AnugayUanannnsuuas (Transportation)

2
3
4. paggyUanainnisiadeulsn (Motion)
5. ANNGYLUAIINATEUIUNNSHER (Processing)
6. AugalaaNnsseney (Delay)

.

. ANUgUa1INNSHARYBEY (Defect)
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3. iann1s SW1H
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4. nann1s ECRS
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ABSTRACT

This study investigates how human resource management (HRM) practices influence employee
job performance, with employee engagement acting as a mediator, and explores whether gender
moderates this relationship. Survey data were collected from 268 employees at large manufacturing
firms in Thailand and analyzed using structural equation modeling. The results indicate that
employee engagement partially mediates the relationship between HRM practices and
job performance, while gender does not moderate this relationship. These findings enhance
our understanding of the interaction between HRM practices and employee engagement and offer
practical guidance for developing effective HRM strategies and engagement programs in

emerging-market manufacturing contexts.
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Background and Significance of the Research Problem

Organizational human resource management (HRM) encompasses the processes by
which an organization manages its employees to achieve strategic objectives. The HRM function
integrates policies, practices, and systems shaping employee behavior, attitudes, and performance
(Cascio & Aguinis, 2024; Noe et al., 2023).

Since its emergence in the 1980s, numerous studies have demonstrated that HRM practices
substantially influence employee job performance (Agarwal & Baltazar, 2019; Cooper et al., 2019).
Conceptual frameworks typically fall into two main categories: those examining the direct relationship
between HRM practices and performance outcomes, and those exploring indirect pathways via
psychological or behavioral constructs. For example, Mahadevan and Mohamed (2014) assessed
the effects of three HRM practices (training and development, performance appraisal, and
employee participation) on job performance, while Agarwal and Baltazar (2019) investigated
six practices (employee relations, performance management, work analysis and design, compensation
and rewards, recruitment and selection, and training and development). Recent literature has shown
that HRM practices primarily shape employees’ psychological and behavioral attributes, which,
in tumn, drive performance. Cooper et al. (2019) proposed a four-step model in which (i) HRM practices
enhance the social climate; (i) social climate mediates the HRM-resilience relationship; (iii)
resilience improves job performance; and (iv) resilience mediates the social climate—performance link.
Uddin et al. (2017) examined gender as a moderator and job satisfaction as a mediator in
the HRM-operational performance link, finding that job satisfaction either partially or fully mediated
the effect of HRM, although this pathway did not differ significantly between male and female employees.

HRM is inherently context-specific. A substantial number of studies have been conducted in
developed economies, particularly in Western Europe and North America, whereas research in
developing countries remains comparatively limited (Budhwar & Debrah, 2001). To address this gap,
this study focused on large manufacturing firms in Thailand.

This study investigated the mechanisms linking HRM practices to employee job performance,
incorporating employee engagement as a mediating variable and gender as a moderating variable.
Although HRM practices serve as the primary antecedent and employee job performance as the outcome,
the inclusion of both mediator and moderator variables provides a more nuanced understanding of
how HRM practices enhance performance. Accordingly, we assessed the mediating role of

employee engagement and the moderating effect of gender on the relationship between HRM

0
The Role of Employee Engagement and Gender in the Relationship Uﬁé

between Human Resource Management Practices and Employee Job g

(o)



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

and employee job performance. Despite extensive research on the direct and isolated
mediator/moderator effects, most studies have not concurrently incorporated employee engagement
as a mediator and gender as a moderator within a single unified framework to fully explain how HRM

practices drive job performance.

Research Objectives

1. To examine the effect of HRM practices on employee job performance, with employee
engagement specified as a mediating variable.

2. To assess whether gender moderates the relationships among HRM practices,

employee engagement, and employee job performance.

Scope of the Study

This study employed structural equation modeling (SEM) to examine the relationships
between the variables by analyzing the mediating effect of employee engagement and
the moderating effect of gender. HRM practices were operationalized across four domains:
training and development, recruitment and selection, reward systems, and performance management.
Employee job performance was evaluated in terms of workload, work quality, and time management.
Employee engagement was measured using three facets: vigor, dedication, and absorption.
The study sample comprised 268 full-time employees from large-scale manufacturing firms in

Chonburi Province, Thailand.

Literature Review

This research draws on two established frameworks. The first, Social Exchange Theory,
posits that employees reciprocate organizational investments in HRM policies, practices,
and systems by exhibiting higher levels of engagement (Blau, 1986). The second, the Ability—
Motivation—Opportunity framework, proposes that HRM practices build employees’ capabilities,
strengthen their motivation, and create conditions for meaningful work. These elements collectively
foster engagement, which, in turn, drives job performance (Appelbaum et al., 2000).

HRM and Employee Job Performance

HRM comprises formal systems and practices intended to ensure the effective administration of
human capital within an organization (Angonga & Oluoch, 2019) and plays a crucial role in
aligning employees with both organizational objectives and role-specific expectations (Boon et al., 2011).
Core HRM practices encompass strategic HRM, recruitment and selection, training and development,
performance appraisal, career development, compensation, occupational health and safety,

labor relations and collective bargaining, and international HRM (Sims, 2002).
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Employee job performance refers to the actions undertaken to achieve organizational goals
(Campbell, 1990). Organizational success depends heavily on such performance (Colquitt et al., 2022).
Rather than being a singular construct, job performance encompasses multiple behavioral domains.
Campbell (1990) delineated eight proficiencies in job-specific and non-job-specific tasks:
communication, effort, personal discipline, team facilitation, supervision, and administrative
duties. Motowidlo (2003) further argues that, to capture the full scope of performance,
measurements must include both task performance (activities described formally in job
descriptions) and contextual performance (discretionary behaviors that enhance psycholosgical,
social, and work environments). Within task performance, Campbell distilled three core facets—
job quantity, job quality, and timeliness—that together capture employees’ essential contributions to
organizational effectiveness.

Explaining the relationship between HRM practices and employee job performance has been
a central research focus since the 1980s (Sanders & Looise, 2006). Empirical evidence has consistently
indicated a positive association. For instance, Klepi (2019) reported that recruitment and selection
correlated significantly with the financial, customer, internal process, and learning and growth
performance dimensions of SMEs in Bosnia and Herzegovina. Agarwal and Baltazar (2019)
found that six HRM practices—employee relations, performance management, work analysis
and design, compensation and rewards, recruitment and selection, and training and development—
were positively related to employee performance in Abu Dhabi’s banking sector. In China,
Gahan et al. (2012) observed that the adoption of nine Western-style HRM practices—
regularization of workers, training, benefits, incentive pay, labor-management cooperation,
occupational health and safety committees, recruitment, probationary systems, and formal dispute
settlement procedures—was associated with higher sales per employee, lower total labor costs,
and reduced unit labor costs. Based on these findings, we proposed the following hypothesis:

Hypothesis 1. HRM practices have a significant positive impact on employee job performance.

Employee Engagement as a Mediator

Employee engagement refers to the degree of an employee’s commitment and discretionary
efforts within an organization. Engaged individuals invest both physical and psychological resources
to exceed standard performance expectations in pursuit of organizational objectives. Sanders and
Looise (2006) argue that HRM systems do not exert their effects on firm performance directly
but rather shape organizational resources—particularly employees’ attitudes and behaviors—

to drive performance. This study extends their logic to the individual level of job performance.
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The Job Demands-Resources model posits that HRM practices serve as organizational resources
that foster employee engagement, which, in turn, enhances employee job performance.
Under this framework, HRM practices first influence employees’ psychological states, as manifested
through vigor, dedication, and absorption, which act as mediating mechanisms in translating HRM
inputs into performance outcomes.

The association between HRM practices and employee engagement has been widely
documented, with most studies reporting significant correlations. For example, in an exploratory
survey of 385 academicians at private institutions in India, Mercy and Choudhary (2019) identified
organizational supportiveness, procedural justice, perceived trust, job characteristics, role efficacy,
rewards and recognition, and empowerment as key drivers of employee engagement. Similarly,
Moletsane, Tefera, and Migiro (2019) found that personal attitudes, work environment, communication,
leadership style, and employee commitment significantly predicted employee engagement.
Harare, Zimbabwe, Wushe, and Shenje (2019) reported that antecedents of employee engagement
included effective leadership, training and career development, compensation and incentive schemes,
and organizational policies and procedures. Juyumaya et al. (2024) further observed that
although job autonomy did not directly improve job performance, it significantly enhanced
employee engagement, which, in turn, fully mediated the autonomy-performance relationship.

Previous research has also established a robust positive relationship between employee
engagement and job performance. In a longitudinal field study of an Australian financial services firm,
Carter et al. (2018) demonstrated that employee engagement dimensions—uvigor, dedication,
and absorption—correlated strongly with performance metrics such as the number of client
appointments and products sold. Jackson (2014) observed that engaged employees not only
excelled in their in-role tasks but also engaged in extra-role behavior. Similarly, Reisinger et al. (2012)
show that optimal job performance occurs when employees experience work engagement,
which is defined as an affective-motivational state conducive to discretionary effort. Accordingly,
we proposed the following hypothesis:

Hypothesis 2. Employee engagement mediates the relationship between HRM practices
and employee job performance.

Gender as a Moderator

Gender has often been examined as a moderating variable within sociopsychological
research frameworks (Baron & Kenny, 1986), particularly in developing countries where socioeconomic

gender inequalities prevail. For instance, Gbadamosi and Ross (2012) investigated perceived stress

(9]
[9Yll The Role of Employee Engagement and Gender in the

5]
?'P Relationship between Human Resource Management Practices and

o



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

and performance-appraisal discomfort as predictors of core self-evaluations among managers
in Botswana, with gender as a moderator. Although no overall moderating effect was determined,
they observed that, for men, appraisal discomfort diminished as stress increased, whereas
women’s appraisal discomfort remained unaffected. Similarly, Uddin et al. (2017) explored gender roles
as a moderator of the relationships between HRM practices, job satisfaction, and operational performance
effort in Bangladesh; however, they found no significant differences between male and female respondents.
Honnamane et al. (2024) showed that gender moderates the effects of job characteristics,
perceived organizational support, and engaging leadership on work engagement, indicating that male
and female employees respond differently to HRM practices.

Social role theory posits that workplace gender expectations shape employees’ responses to
HRM practices and engagement initiatives. Consequently, gender norms may moderate the efficacy of
HRM interventions and employee engagement programs, especially in cultural settings where
traditional gender roles persist. Although younger cohorts of men and women in Thailand enjoy equal
access to education, women remain disproportionately represented in fields traditionally perceived as
“female,” such as the liberal arts and home economics, and underrepresented in areas such as
engineering and information technology. Employment patterns reflect these divides: women predominate
in accommodation and food services, real estate, and certain professional occupations, whereas men
dominate transportation, storage, information and communication, and agriculture (Office of
the Permanent Secretary, Ministry of Labour, 2024 ). Although the working-age populations
are nearly equal, a substantial proportion of women are classified as economically inactive because of
their domestic responsibilities. Likewise, women’s average remuneration and occupational status lag
behind men’s, and career progression is often constrained by familial obligations (Thinnam, 2011).
Accordingly, we proposed the following hypothesis:

Hypothesis 3. Gender moderates the relationship between HRM practices and employee
job performance.

Existing research has demonstrated that HRM practices indirectly enhance employee
job performance via psychological mechanisms, namely employee attitudes and behaviors,
and that workplace gender expectations likely shape employees’ responses to HRM and
engagement initiatives. However, empirical evidence from developing countries remains scarce,
and Thailand’s unique cultural and organizational context may yield distinct moderating effects.

Accordingly, we proposed the following hypotheses:
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Hypothesis 3a. Gender moderates the relationship between HRM practices and employee
engagement.

Hypothesis 3b. Gender moderates the relationship between employee engagement
and employee job performance.

A conceptual framework illustrating these hypotheses is presented in Figure 1. In this model,
path A denotes the effect of HRM practices on employee engagement, path B indicates the effect of
employee engagement on employee job performance, and path C shows the total effect of
HRM on employee job performance. The moderating effect of gender on the HRM-employee
engagement link is represented by path D, the HRM- employee job performance link by path E,

and the employee engagement-employee job performance link by path F.

Gender
C/ l /
J c'c \j

Employee Engagement
(EE)

Human Resource Management
(HRM)

Employee Job Performance
(EJP)

Figure 1: The Conceptual framework

Research Methodology

Population and Sample

The study population comprised employees working in large-scale manufacturing firms in
Chonburi Province, a principal industrial hub within Thailand’s Eastern Economic Corridor.
Although exact employee headcounts are not publicly available, the Office of the Permanent Secretary,
Ministry of Labour (2024, February) reported that 452,399 individuals were employed in
the manufacturing sector during Q4 2023.

Following Hair et al. (2019) and Kline (2016), we adopted a sampling ratio of 10-20 times
the number of observed variables (10), recognizing that a minimum of 200 valid responses
was required for structural equation modelling. Accordingly, 300 self-completion questionnaires
were disseminated via Google Forms, using convenience sampling through HR managers at 15
readily accessible automotive parts manufacturers. This approach enabled rapid access to
the target population under time and budget constraints. Of the distributed questionnaires,

275 were retumed. After screening for missing data and outliers, 268 valid responses remained for analysis.
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Data Collection Tools

We employed a self-administered questionnaire as the primary data collection instrument,
structured into four sections in accordance with the conceptual framework. Section 1 elicited
the respondents’ general information, including geender and other demographic characteristics.
Section 2 measured HRM practices using a 14-item scale adapted from Beijer et al. (2019)
and Demo et al. (2012), comprising training and development (4 items, Cronbach’s O = 0.82),
recruitment and selection (4 items, Ol = 0.91), rewards and recognition (3 items, Ol = 0.80)
and performance management (3 items, Ol = 0.90). Section 3 assessed employee job performance
via a 14-item instrument based on Na-Nan et al. (2017), covering job quantity (5 items, Ol = 0.90),
job quality (5 items, O = 0.88), and job time (4 items, O = 0.86). Section 4 investigated employee
engagement as a mediator, employing a 16-item scale from Schaufeli et al. (2002) and Na-Nan
et al. (2020), which comprised vigor (5 items, QL = 0.84), dedication (5 items, Ol = 0.90) and absorption
(6 items, O = 0.78). All constructs were rated on a five-point Likert scale (1 = extremely low;
5 = extremely high).

Data Analysis

Descriptive statistics (mean, standard deviation, skewness, and kurtosis) were computed
to assess data distribution. Covariance-based structural equation modelling served as the primary
analytical technique, with statistical significance set at p < 0.05. To examine the moderating

effect of gender, a multigroup SEM analysis was performed using 5,000 bootstrap samples.

Results

General Information about the Respondent

The sample consisted of 268 full-time manufacturing employees, of whom 133 (49.6%)
were men and 135 (50.4%) women. The largest age cohort was 25-29 years (82 respondents; 30.6%),
followed by 30-34 years (61; 22.8%), 35-39 years (47, 17.5%), over 39 years (44; 16.4%)
and under 25 years (34; 12.7%). Regarding monthly income, most respondents (73; 27.2%)
reported earnings of THB 25,001-35,000, whereas 68 (25.4%) earmned less than THB 20,000.

Preliminary Analysis

Table 1 shows the means and standard deviations of the study variables. All absolute skewness
and kurtosis values were below 2, indicating univariate normality (George & Mallery, 2010).
Correlations among the variables were positive and statistically significant, with none exceeding 0.80,
thereby minimizing concerns about multicollinearity and supporting the stability of the model

(Kline, 2016).
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Table 1: Descriptive statistics for the study sample (n = 268)

Variables Mean sD Level

Human resource management HRM

Training and development HRM1 3.67 0.67 high

Recruitment and selection HRM2 3.70 0.75 high

Rewards and recognition HRM3 3.63 0.62 high

Performance management HRM4 3.61 0.70 high
Employee engagement EE

Vigor EE1 3.66 0.57 high

Dedication EE2 3.77 0.60 high

Absorption EE3 3.42 0.59 moderate
Employee job performance EJP

Job quantity EJP1 3.67 0.70 high

Job quality EJP2 3.75 0.56 high

Job time EJP3 3.59 0.63 high

Assessment of the Measurement Model

Table 2 presents the assessment of the measurement model. Overall, the model demonstrated
a good fit to the data. The relative chi-square (X%/df) was 1.6, whereas the goodness-of-fit index (GFI)
and adjusted GFI (AGFI) reached .95 and .91, respectively. The residual error was low (RMR = .01)
where RMR stands for root mean square residual, and the root mean square error of approximation
(RMSEA) was .03. The fit indices were normed fit index (NFI = .96), Tucker-Lewis index (TLI= .98),
incremental fit index (IFl = .99), and comparative fit index (CFl = .99)

Table 2: The standardized regression weight, square multiple correlation, composite reliability

and average variance extracted for the measurement model

Square Average
Standardized Composite
Latent Observed . Multiple Variance
Regression Reliability
variable variable Correlation Extracted
Weight () (CR)
(SMR) (AVE)
Human HRM1 .090%** 0.82 0.93 0.78
Resource HRM2 0.85%** 0.72
Management HRM3 0.89*** 0.80
(HRM) HRM4 0.85%** 0.73
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Table 2: The standardized regression weight, square multiple correlation, composite reliability

and average variance extracted for the measurement model (Continued)

Square Average
Standardized Composite
Latent Observed . Multiple Variance
Regression Reliability
variable variable Correlation Extracted
Weight (B) (CR)
(SMR) (AVE)
Employee EE1 0.92%** 0.85 0.89 0.72
Engagement EE2 0.87%** 0.76
(EE) EE3 0.75%** 0.56
Employee Job  EJP1 0.70*** 0.48 0.79 0.82
Performance EJP2 0.75%** 0.57
(EJP) EJP3 0.77%** 0.60

< 0001

Al standardized factor loadings exceeded 0.70 (Hair et al., 2019), ranging from 0.85 to 0.90
for HRM constructs, 0.70 to 0.77 for employee job performance (EJP) constructs, and 0.75 to 0.92
for employee engagement (EE) constructs. Squared multiple correlations varied between 0.48 and 0.85,
confirming indicator reliability. The composite reliabilities were all above 0.70, and average
variance extracted (AVE) values exceeded 0.50, demonstrating acceptable internal consistency
and convergent validity (Hair et al., 2019).

Table 3 presents the inter-construct correlations, along with the square roots of the AVE
for each latent variable. In each case, the square root of the AVE exceeded the corresponding
inter-construct correlation (Fornell & Larcker, 1981), thereby confirming discriminant validity.
Furthermore, no correlation coefficient exceeded 0.80, indicating that multicollinearity was unlikely to

compromise the model (Hair et al., 2019).

Table 3: The discriminant validity and correlation between latent variables

HRM EE EJP
Human Resource Management (HRM) 0.88
Employee Engagement (EE) 0.68 0.85
Employee Job Performance (EJP) 0.78 0.79 0.91

Note: The diagonal (bold) is the square root of the AVE.
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Assessment of the Structural Model

Figure 2 shows the fit indices of the measurement model. Fit statistics indicated an acceptable fit:
relative chi-square (X2/df) = 1.6; GFI = 0.95; AGFI = 0.91; RMR = 0.01; RMSEA = 0.03; NFI = 0.96;
TLI = 0.98; IFI = 0.99; and CFI = 0.99, confirming that the model provides a reasonable fit to the data.

Investigating the Mediator Effect of Employee Engagement on the HRM- Employee
Job Performance Relationship

The results of the mediation analyses are presented in Table 4. HRM exhibited a significant direct
effect on EE (B = 0.68, p < 0.001), whereas EE, in turn, demonstrated a significant direct effect on
EJP (B = 0.49, p < 0.001). Moreover, HRM’s total effect on EJP comprised both its direct effect
(B = 0.45, p < 0.001) and its indirect effect via EE (B = 0.33, p < 0.001.

HRM1

EJP1
HRM2

EJP2
HRM3

EJP3
HRM4

EE1 EE2 EE3

Chi-Square=152.90, df=96, Relative Chi-Square=1.59, RMSEA=0.03
RMR=0.01, GFI=0.95, CFI=0.99, NFI=0.96, TLI=0.98

Figure 2: The structural model

As the direct effect of HRM on EJP remained significant but smaller than its total effect,
EE partially mediated this relationship. HRM and EE together accounted for 74 percent of
the variance in EJP; comparable patterns emerged when the analyses were stratified by gender.

These findings support Hypotheses 1 and 2.
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Table 4: Structural equation analysis results for the mediating role of employee engagement

between HRM practices and employee job performance

Dependent Variables

Employee Engagement Employee Job Performance
Variables
(EE) (EJP)
DE IE TE DE IE TE
Human Resource Management (HRM) 0.68%** - 0.68%** 0.45%** 0.33%** 0.78%**
Employee Engagement (EE) 0.49%** - 0.49%**
R? 0.47 0.74

Note. DE = direct effect; IE = indirect effect; TE = total effect.
% < 001

Investigating the Moderator Effect of Gender in the Relationship Between HRM,
Employee Engagement, and Employee Job Performance

The moderating effect of gender was assessed by comparing the standardized regression
weights of male and female employees, as detailed in Table 5. No significant differences emerged,
indicating that gender did not moderate the relationship between HRM and EJP, HRM and EE,
or EE and EJP. Consequently, Hypotheses 3, 3a, and 3b were not supported.

Table 5: Test of gender moderation effect

Independent Dependent Beta (SE) Critical ratios Moderating
Variable Variable Male Female (t-statistic) effect
HRM EE 0.69 0.68 0.25 No
HRM EJP 0.38 0.55 -0.16 No
EE EJP 0.54 0.41 1.50 No
Discussion

Training and development exerted the strongest effect on employee job performance,
followed in descending order by recruitment and selection, performance management, and rewards
and recognition. This pattern underscores the importance of implementing comprehensive

employee development policies to build the knowledge and skills required for optimal task performance.
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Employee engagement significantly mediates the relationship between HRM practices
and employee job performance; among its dimensions—uvigor, dedication, and absorption—
vigor exhibits the strongest mediating effect. These findings corroborate prior research (Carter et al., 2018;
Moletsane et al, 2019; Wushe & Shenje, 2019) and underscore the value of employee engagement-
enhancing initiatives such as flexible work arrangements and employee support units.
Participation in such programs not only elevates engagement levels but also translates to improved
job performance. In line with our findings, Juyumaya et al. (2024) showed that although job autonomy
does not directly enhance performance, it significantly boosts engagement, which fully mediates
the autonomy-performance relationship.

In the context of Thai manufacturing, no gender-based moderation was observed in
the relationships between HRM and employee job performance, HRM and employee engagement,
and employee engagement and employee job performance. These results align with those of
Gbadamosi and Ross (2012) but contrast with those of Uddin et al. (2017). The absence of
a significant moderation effect may reflect the sector’s cultural homogeneity and increasingly
gender-neutral HRM practices. This may also stem from the convenience sampling method
and minimal job-role differences between male and female respondents, which could have reduced
the power to detect moderation. Future research should explore industries or organizational
settings with more distinguished gender roles to ascertain whether these findings can be generalized
across diverse cultural contexts. Nevertheless, Honnamane et al. (2024) demonstrated that
gender moderates the impact of job characteristics, perceived organizational support, and engaging
leadership on work engagement, suggesting boundary conditions that our study did not encompass.

This study advances HRM theory by empirically substantiating the proposition that “HRM
refers to the policies, practices, and systems that influence employees’ behaviors, attitudes,
and job performance” (Noe et al., 2023). Specifically, our findings confirm that key HRM
practices, such as training and development, recruitment and selection, rewards and recognition,
and performance management, are integral to shaping employee behavior and enhancing
job performance (Boon et al., 2011; Grobler et al., 2019; Noe et al., 2023). Moreover, by situating
the analysis within the context of a developing country, this study extends the HRM literature
beyond its traditional focus on developed economies and illuminates the mediating role of

employee engagement.

N~
32 The Role of Employee Engagement and Gender in the

[5)
?'P Relationship between Human Resource Management Practices and

o



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

Several factors may explain why gender did not emerge as a significant moderator in this study.
First, the firms we surveyed employ genuinely gender-neutral HRM policies; job descriptions,
training opportunities, and performance criteria are identical for all employees, minimizing
any gender-based disparities. Second, Thailand’s collectivist culture and emphasis on organizational
harmony tend to attenuate demographic differences; therefore, engagement and performance
reflect shared norms rather than individual gender distinctions.

This study distinguishes itself by concentrating on the Thai manufacturing sector and
concurrently investigating the roles of employee engagement and gender within the HRM-
employee job performance relationship—areas that have received limited attention in research on

developing countries.

Conclusion

This study empirically assessed the impact of HRM practices on employee job performance
in Thailand’s large manufacturing sector. It explored employee engagement as a mediator of
the HRM-employee job performance relationship and gender as a moderator of the links among HRM,
employee engagement, and employee job performance. This study contributes to HRM literature
by demonstrating that employee engagement mediates the relationship between HRM practices and
employee job performance, whereas, in contrast, gender does not exert a significant moderating

effect within the Thai manufacturing context.

Limitations

This study has some limitations. First, employing convenience sampling and restricting
the sample to frontline employees may constrain the external validity of our findings, although
structural equation modeling was used. Second, reliance on self-reported measures from
a single source raises the possibility of common method variance. Third, the cross-sectional design
precluded strong causal inferences. Therefore, future studies should adopt probability-based sampling
across multiple organizational levels and sectors, collect data from diverse sources (e.g., supervisor
assessments and objective performance indicators), and implement longitudinal or time-lagged

designs to enhance generalizability and causal evidence.

Recommendations

Practical Implications

Based on our results—where the four HRM dimensions (training and development,
recruitment and selection, rewards and recognition, and performance management) with vigor

as the key engagement mediator—manufacturing firms in Thailand should adopt the following practices:
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1. Allocate the greatest share of HR resources to comprehensive training programs,
workshops, and on-the-job learning to develop skills that most effectively enhance performance.

2. Implement a competency-based recruitment process, incorporating structured interviews
and work-sample assessments, to secure optimal talent fit.

3. Introduce flexible work arrangements, regular short breaks, and employee wellness
initiatives to bolster vigor, the engagement aspect that most strongly channels HRM investments
into performance gains.

4. Establish clear performance metrics and tie both monetary and non-monetary rewards
to those indicators while training managers to provide continuous coaching and feedback.

5. Prioritize quality and time-management measures on performance dashboards, as these
outcomes exhibit the greatest responsiveness to HRM and engagement efforts.

Recommendation for Further Research

1. Future studies should adopt longitudinal or time=-lagged designs and probability-based
sampling across multiple organizational levels (frontline staff, supervisors, managers) to strengthen
causal inference and enhance representativeness while integrating multi-wave data and
objective performance metrics to reduce common method bias.

2. Beyond engagement and gender, researchers should investigate variables such as resilience,
job satisfaction, and psychological well-being as mediators and examine moderators such as
organizational culture, leadership style, and psychological safety while examining individual HRM
dimensions and engagement components to isolate the distinct impact of each.

3. Incorporating semi-structured interviews, focus groups, or case studies with employees
and HR professionals would uncover the contextual nuances of HRM implementation, allowing
quantitative findings to be enriched by first-hand insights into culture, managerial support, and

practical challenges in Thailand’s manufacturing sector.
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ABSTRACT

This research aimed to examine the service marketing mix factors (7Ps) influencing consumer
purchasing decisions for curtains in Roi Et Province. A quantitative research approach was employed,
using questionnaires to collect data from 400 participants who had previously purchased curtains and
were residing in Roi Et. Descriptive statistics including frequency, percentage, mean, and standard deviation
were used for data analysis, along with multiple regression analysis. The findings indicated that
most respondents were female, aged between 30-39 years, held a bachelor’s degree, and had
a monthly income exceeding 40,000 baht. Most purchases were made from local shops in Roi Et,
primarily for the purpose of blocking sunlight and heat, with family recommendations being
a significant influence on their decision-making. Consumer opinions on the marketing mix factors
were rated at a high level overall. The highest-rated factors were promotion, followed by product
and place (distribution channels), while the process factor received the lowest rating. The results from
multiple regression analysis revealed that distribution channels and promotional activities
significantly influenced consumer purchasing decisions at the 0.05 level. The model’s R Square
value of 0.690 indicates that the marketing mix factors could explain 69% of the variance in consumer
purchasing behavior. Furtherore, the Tolerance and VIF values confirned the absence of multicollinearity
among the independent variables. Based on the study findings, it is recommended that curtain businesses
prioritize developing accessible distribution channels and implement targeted promotional strategies,
such as discounts or advertisements that appeal directly to the target market. These findings serve as
strategic guidelines for enhancing the competitiveness of local home decoration businesses and

contribute to the academic advancement of consumer behavior research and regional marketing practices.
Keywords: Marketing Factors; Purchasing Decision; Curtains; Roi Et Province
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(Standard Deviation) uaziinausdeyaluguuvunisandeuisesuiena Tnsfmunssduasiuy

YDIANDULUURBUNY $191)
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sydumMuAniiuInnTign Wiy 5 Aziuu
sEAUAMUATIULN WU 4 Azuuy
szAuANUAnIUILAEN WU 3 Azuu
szauAMuAnTiutioy WU 2 Azuuy
seiumNARiutosiian Wiy 1 Azuuy
mntumaedsazuuresrmeuLuudeunslasinasTumsuammneAiasuuede Kol
(Yeywul AaEenn, 2556)
Aade 4.21 - 5.00 vaned finnudneglussiuinniiae
Aade 3.41 - 4.20 vaneds fanuAaiuoglussiuunn
Aady 2.61 - 3.40 vaned fanuiueglussdutiunang
e 1.81 - 2.60 waneds fenuiiusglussduiiiulien
Aady 1.00 - 1.80 aneds sanudaiiuoglussiuiian
2. yauduiusvesinlkarnaaeuauAguAsaiudademanseaadiddenisdadula
Bendefdnluimintensa lngdinsginisannegluunyian (Multiple Regression Analysis)
abanldlun1siiaszvidaya
1. aﬁaﬁ?ugm Usznausae AUl (Frequency) $auae (Percentages) Aad e (Mean)
LLaquuLﬁmmummgm (Standard Deviation)
2. adAlunIvAge UM MYBILUADUAINFIENTIAIAIT 11U (Reliability) 193517
AduUsEAvSLoaYhALIEYeATEuLIA (Cronbach)
3. abAfildlumsvageumaRg s melinssimsoanesuuumvam (Vultiple Regression Analysis)
NANTIVY

[

PNUAMTIATIEIToLAaINTIATUNA AR

9

N s A

pOUTEAALN

@

1. namsingsideyaaly ¢uided afinuUadudulszaumensnainuinig

fifasomsdaduladendoiuinlufmindonsn lnenquiedsdod wostwiodeg ordelutantn
$ouidn 1 400 Au TaemsAnuiiseenidu 5 daudifny feil Jeuavialuveandusaeeng ngusegns
daulvadumand s (72.25%) 918551119 30-39 T (47.5%) dn15@nwiszAuusya1n3 (52.7%)
Uszneuendnwiinanuuion (31.7%) wasisneldiadennnndt 40,000 vindeiieu (24%).

2. mAwmiteyafstungngsiilnn fuslned v netofuiuuundy 1 Januda (76.5%)
TneAudniidegeaniod i (879) sosmarfesuliuuauasid madadulatedndvnjinaneumes (77.7%)
Tneidenderus e (38.39%) uwaxilvmpavdnAoiiiotiosiuuaunn (78.3%) uaranmuiau (51.5%)
Auslnadilngdendnaidusagy (64.3%) uagfinrsandunslénu (fuuayiudes) Wuladewdn
Tumsdndula (41.5%)
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3. msleswideyaieiuiladvdnssamamsnaananngissduamAaiiufiu
UadgdrudszaummmaInuIng 7Ps Marketing Mix wu11 agluseauuin (X = 4.18, SD. = 0.828)
waziloRansansesiu SesAnadsainuinlutosmudidu Ao siunisduasunisaann (X = 4.38,
SD. = 0.733) 599291178 A1uNanA (X = 4.24, SD. = 0.780) Auyasn1an1sindvuneg (X = 4.23,
SD. = 0.819) AuyAaINg (X = 4.22, SD. = 0.822) Auanugn1en1enm (X = 4.19, SD. = 0.812)

#1us1A1 (X = 4.02, SD. = 0.900) wAZAIUNTEUIUNTT (X = 3.97, SD. = 0.929) AuaNFU FamseR 2

il 2 Aede dudssuunasgiu uazssiuaruiuielademsmsrannvasnguiaege e

Uaveneni1snana X SD. 3%AU el
1. AMUNBRAN 4.24 0.780 mmﬁqm 2
2. AUTIA 4.02 0.900 1A 6
3. AUFBINNATINTNUY 4.23 0.819 mm‘ﬁqm 3
4. PUNTAUAIUNITAAA 4.38 0.733 mmﬁqm 1
5. AUUARAINT 422 0822  wnilan 4
6. ANUNTEUIUNT 3.97 0.929 1A 7
7. AUBNYUENINLAN 4.19 0.812 u1n 5
394 4.18 0.828 an -

o a

szauAuAniuladediudszaumnianisnatnunisveangusiesne sundnsiue wui eglu
izﬁvmnﬁqm (X = 4.24, SD. = 0.780) wazilefinnsansiede Soeraasanunlutesnudiu fe
AMNINYBITER (X = 4.53, SD. = 0.697) 709830 Am MIBBNLUULATANNAILNY (X = 4.20, SD. = 0.823)
AAELURRTWNUANABINT (X = 4.19, SD. = 0.795) uagAnuvannviatevesdua (X = 4.05, SD. = 0.804)
AUEU Fams1ad 3

M19199 3 Ay wazdlvauunsgIvresszauauAniuladudUsraumnInsnain

a [ & o

FUNAAN U wUNTUTIETD

funanua T S.D. STAUANUNAALAY  ANAU
LaunnasTan 4.53 0.697 1niian 1
2.11509NLUULAE A NEILIM 4.20 0.823 1N 2
3 AMNVAINUANLUDIAUAN 4.05 0.804 1N 4
4.AANURRTINUANILABINTT 4.19 0.795 170 3
T 4.24 0.780 wniign -
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seaunrAaiudadedulszaumensranuinsvesngusiteg1wiusa wuin eglusgaunn
(X = 4.02, SD. = 0.900) uazilafansasede ISesruadeanunludesnuddiu Ae MaUieuisy
1uTudu (X = 4.05, SD. = 0.920) s09a%1As TIAmEzauiuauankazUIiu (X = 4.03,

SD. = 0.859) wavauanviseluslududivay (X = 3.99, SD. = 0.920) AMUEGU FIA5197 4

M5199 4 Al wazduleauunsgIuresszauauAniuladuduUsraunansnain

fus1An munidusiede

fusIAN X SD.  sEAUAMAAIL  A1RU
157091 WigauiuanN ke UIIM 4.03  0.859 11N 2
2 MsiTeuifisunaniuidy 4.05  0.920 110 1
3 duanvisolusluduiiey 399  0.920 1A 3
394 4.02 0.900 4N -

iw"fwmmﬁmLﬁuﬂﬁaef’suﬂixaw'mmsmamu%mwaqﬂfojuéf’gaéw AIUYBINNNTIND 1WUY
wud eglusvAuinniian (X = 4.23, SD. = 0.819) uazdlefinsansede Bewruadsnnunludesmudadiu
Ao viaffes 1y (X = 4.32, SD. = 0.775) 509891178 Fomen1svigeaulay (X = 4.29, SD. = 0.813)

USNN5IPES way/¥50 Annaned (X = 4.23, SD. = 0.832) wag ANNALAINNISIU1D9S WA (X = 4.08,

SD. = 0.855) AWASU Fam5199 5

M15099 5 Ady wazdlvauunsgIuvvesszauauAnmiuladuduUszaunanisnann

FAUBDINIINITIRT MUY FuniTusiede

MUY INIINTITIAT AU X S.D. STAUANAALIIL A
1. yhiafinadu 432 0.775 mmﬁqm 1
2. ANUALAIN NSNS IUAN 4.08 0.855 170 q
3. U3NN9ENAS LAL/ 150 ARGIET 4.23 0.832 mnﬁqm 3
4. ¥pavnansvvesulal 4.29 0.813 mnﬁqm 2
T 423 0819 anTign :

szauAUAnLAUTIT AU TEENNIINIINAINUTNTVOINAUAIBES ATUNISEUESUNIIAATN
WU agﬂussﬁummﬁqm (X = 438, SD. = 0.733) waziilofiansanTede Bewuadsamnnlutesnuaisiu
Ao NMswugduAInnTnau (X = 4.44, SD. = 0.687) 589a911AB NSIALEAIEUAGIDE19IUSIU
uageaulal (X = 4.38, SD. = 0.737) uagn1slawaanggeg1aane (X = 4.33, SD. = 0.776) Auaneu

FINN599 6
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M15199 6 ARy wazdlvauunsgIvTesTERuANAnTuladuduUSTAININISRaTn

funsdsasunisnan uwundunede

funTaEINNITNAIN X SD.  sEAUANNAAWIY  a1au
1. M3laYaRN9 DENEAND 4.33  0.776 1niian 3
2. m3dauansduidmoegidluiuiavosuladl 438 0.737 1niian 2
3. MskugAUANNENU 4.44  0.687 1niign 1
59U 438  0.733 aniign -

syAuANAnLladuAILU T AL UINTUBINENRIREN AuyARINg WU Bgluseay
Wnign (X = 4.22, SD. = 0.822) uazillaiansansieds Sewrnadsnnunluiesnud iy fe ATNEnN
gouau lo1laldgnAn (X = 4.35, SD. = 0.783) seeaunfe anunseieafulunisliuinig (X = 4.33,

SD. = 0.764) #ANuikarANaEnsalunsiiAuugd (X = 4.14, SD. = 0.864) Wagd uIuntinau

Aganananistiusnig X = 4.08, SD. = 0.878) MUERU AINNTIN 7

A13197l 7 Aade wazdudsavuinsguvesziuaudniuladediulszaunansnain

suymans Muundusede

fuyAang X SD.  swauAMuAWiu  a1au
1. Auanm seutiey wilaldanen 435  0.783 1N 1
2. annsediesesulunisliuinig 433 0.764 1N 2
3. fanuduaranuannsatunslidiuudy 414 0.864 1N 3
4. Innuntinaudiidisawesienisliuinig 4.08 0878 1N 4
33 4.22 0.822 41N -

svaumUAnmiLladeInTInanTengNdaee1e dunssuILns wuli eglussdiuin (X = 3.97,
SD. = 0.929) wazlofinnsansede Busraasnunltosmud iy fe stoznatlumssifiunsd e
famsdndavangay (X = 4.18, SD. = 0.867) S0daunAe TumeuNsamerntnuimudaautaziiladng
(X = 4.08, SD. = 0.895) s¥UUNTIAAUS NS aUSNTHaINsUesniUgymiaeg1adiussd@nsaw
(X = 3.92, SD. = 0.962) N15AARITANNALAIN 590157 (X = 3.87, SD. = 0.956) La¥n15915¢ 13U

flanuvannuanzazain (X = 3.81, SD. = 0.964) AUAIFU FIANT197 8
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A15199 8 Ay wazdulsauunsgIwTesTERuANAnTuladuduUSTAIMINISRaTn

FUNTEUIUNS Swunusede

AIUNTZUIUNTS X SD. sTAUAAAIU  @1AU

1. funeunsdstetitnuiirnudaaunasidiladis 408 0895 170 2
2. szernailumssiumsddoimsdndumnzay 418 0.867 170 1
3. MsfnsediauEzaIn T 3.87  0.956 170 a

4. szuuMSAUSnwusousSNSUaINSeYIe 3.92  0.962
un 3

uAleymlaeenediusednsniw

5. NMST5LRUIANTAINAANEEAIN 3.81 0.964 1N 5
394 397 0.929 4N -

szauauAniuladudIuUsTaNnN19N1IAIA U3 NS YRING UAIBE1 AU NYAENIINEAIN
WUl agluseAuin (X = 4.19, SD. = 0.812) wazdlofinnsanyede Buwwmdsnnunnlutiesmudiu fe
Yre$ruanunsonesdiulddnau (X = 4.30, SD. = 0.766) 583a1Re S1ufvioda ufis ey
flanwazenn Wussifeusoudes (X = 4.17, SD. = 0.807) MInnussiumenusneluwayniouen
(X = 4.16, SD. = 0.859) warn159akansduaitiiulus utaau (X = 4.15, SD. = 0.816) ANNAHU

fIM157199 9

A131971 9 Anade wazdudeavunnsguvessziuauAniuladeduyszauensnain

FUBNYULNINIBAIN S UNTUTIETD

AUANYAUININIBAN X S.D. STAUANNAAIIL A6

1. S7UA TS RANUNINNUIBENUUTANLAL DR

JuseileuSeuses AT 0807 s ?

2. Msdalansduranulusugaay 4.15  0.816 1A 4
3. Msanuseiuasnusanelusazneuen 416  0.859 3110 3
4. Yredwanunsousasiuladaiay 430 0.766 mﬂﬁ"qm 1
394 4.19 0.812 unn -
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mstadladendernuvesiiilnaluiminienda wud aglussduann (X = 4.15, SD. = 0.789)
wazdlofnsansede Fesriadsnnunlutissnudidu fe dufiitoanusoneuaussrusoans
vosuilaald (X = 437, SD. = 0.671) s09a9u1A0 Aoen1suansoaud ulid et udeiuiu
(X =3.93, SD. = 0.908)

KamavRaeUALARgIMTISe (H) Yedbdnsraunsmsmanaamsiinadensinauladentednanu
vesjuslnaluiminienida deuflasvnaovausfguasiomaaoudarmuniidWapesadfsdatou fail
Ansesieduiusszrineiuldas Wefnwanudiusiuewesiiuys Sadumin nmgsmdunsmy

(multicollinearity) Ing/l438n15 Correlation Analysis WARINARIN5197 10

a "o a £ v € o P
15197 10 ANFNUTLANTANFUNUSVDIALLUTAY

fianus X, X, X5 Xq Xs X X, Y
X, 100 741%  624% 648 77T 670** 635%%  674%*
X, 1.00  716%  703**  625%  667** T 662%%
X5 1.00  .632%  611%*  695** T56*% 63T
X, 1.00 652%% 642* T21% 77T
X5 1.00 T25%* 695%  741*
Xg 1.00 673 701**
X; 1.00 T42%%

Y 1.00

9NANTA 10 W definsaneuduiusseninsiuusiy wagdauusmudauduius fu
Tnediewirty 611-777 aguldludumesiusBasimunlsiunngidanudiniusideniunt 0.80
Fedoiwuusdasst mumliSdamanudiniug fues violifidaymnmegsudunsamyg (multicollinearity)
Tngduusdaseinnuduiusiues luasgandi 0.80 FOMIUINLAZAY (63 3eena, 2560)

N30 TI9EUAN1IE Multicollinearity Tunslinsieiinisannsenvan levinnisasivaevaniay
Multicollinearity sz1i96LU9ase laeiansananaAieil Tolerance Waz VIF (Variance Inflation Factor)

AN 11
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A15197 11 @1 Tolerance way VIF Uaaswlsdase

Collinearity Statistics

Model
Tolerance VIF
1 (Constant)
FuNdnsun (X,) 357 2.798
FusIA (X,) 232 4.307
FUTBINNAITIATNAUE (X5) 206 4.851
PIUNTALESUNITRAA (X,) 204 4.899
AIUYAAINT (Xs) 165 6.072
FUNTEUIUNTT (Xg) 226 4.426
PUSNBUTNIINILATN (X;) 138 7.264

*AUNNTUNNIL ANAUNUNIU (Tolerance) AISUINNTT 0.1 wag A1 VIF Aasdaenii 10

9NA3197 11 Wudn MaudsBasgyniadien Tolerance ogjseming 0.235 f9 0.553 uagn VIF
9831319 1.809 fia 4.262 wansilaifiduusladisitam Multicollinearity wiluunafauus 1wy X,
(VIF = 7.264) wa X5 (VIF = 6.072) azdlan VIF gdlndifssiuaweuin uwideglunasifisonsuldmaada
Feannsoagulidn Laifdam Multicollinearity Aiguusslulainanistinsesiil wazanunsnthendild
Tulflumsiirnamanisanaeslfesaiile

didelaldaiifaunsonnaenman (Multiple Regression Analysis) #3835 Enter (Wdstavun)
Asdudeddapmeada 05 Lﬁa'“aLﬂswzﬁmﬁimﬁwaﬂuaaﬂsa'«?amﬂmsmmmﬁeidmam'amsﬁmﬁu%%aéumﬂfjm@f’;asm

AINN19N 12

a3t 12 Yademnsnseanafidmasienisinduladendedninuvesusinaludmindesidn

Unstandardized Standardized

fiauds Coefficients Coefficients t Sig

B S.E. beta
AnAsT (Constant) 1.188 142 8351 000
FuKEn e (X,) -056 -049  -.054 1.146 253
fUTIA (X,) 109 049 131 2.241 .026*
FUTBINNTIATUUNE (X,) 210 .060 215 3.475 .001%*
FIUNITALEZNNITAAN (X,) .683 061 697 11.206 .000%*
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a5ei 12 Jadevnsnisnanadidenasienisinduladondeiniwresiuslnaludmindondn (o)

Unstandardized Standardized

fiauus Coefficients Coefficients t Sig

B S.E. beta
é’mqﬂami (Xs) .348 .065 374 5.395 .000%*
FUNTEUIUATS (Xy) 625 .050 732 12.372  .000%*
FUSNBUTNNIEAIN (X;) -.085 077 -084 -1.104 270

R=.831 R Square =.690 Adjusted R Square =.685  Standard Error = .36771

T
v @ o W o o =

* seautlodAgnIeadan .05 , ** syauludifgnisanan .01

PN 12 Ui fn Re = 0690 wanvintladdulsvanemsnanausmeni 7 ¢ annsoes e
AsUTuTemgRnssumsinauladenderinaiuld 69.0% ditodneyluseiugs e Adjusted R = 0685
uansiarnfiusulisngaufusuauiud Bassuaznnanguiiogne lnedsauansanuusiugwediing
Tuseufiann fudsiiflieddmeadfdengfinssunissndla liud dadememsean Ussnoudae fusan
(Xy) B = 0.131, p = 0.026 AuLBININMTIATWAUY (X5) B = 0.215, p = 0.001*UMIALETINM AN
(X)) B = 0.697, p < 0.001* situyaans (Xs) B = 0.374, p < 0.001* uazAIUNIZUIUNS (X) B = 0.732,
p < 0.001* a'qwam'ams&f@ﬁu%Lé'aﬂ%aﬁm’msuaaé’ﬁinﬂiu%’ﬂwﬁm%’aaLﬁmadwqﬁﬁaﬁwﬁmmmﬁﬁ .05
Yourfidauys wdasat (X) wardnvazmenenin () Liddeddnmeads (p > 0.05) Tngsauiu
wensainsindulavesjuilaalisesas 69.00 (R) anunsalsuaunisluguaziuufuvinnenisdaduls
Fendeuiumesiuilan ludminfenidn fil

A~

Y = 1.188 + 0.109 (X,) + 0.210 (X;) + 0.683 (X,) + 0.388 (Xs) + 0.625 (X,)

A3UNaN1339Y

nsfinwifafediulszaumanmnaiauinisfiduadenisdnauludendedntu vewjuilan
Tudwindondn (ifoaunsnagunaldded

1.1 %a;gaﬁ’alﬂ wud naudiegwawval dumemds S1uau 289 au AnduSesas 72.25 fiaweny
30-39 U 91uau 190 au Anduiesas 31.70 szrumsAnuUiynns 3w 211 au Anduiesas 52.70
Uszneuendnminauusem s1unu 127 au Aadludesas 31.70 fisgldeaeseiiiou 1innii 40,000 UMW
d1uau 96 Au Anlusosay 24.00

1.2 woinssuuilan wudh nqusegsdulvgPerindiuinuiuainnd 19 $1uau 306 Ay
Andudoray 76.50 Fernin S1uau 348 au Andudoray 87.00 Tnedadulafefies S 311 Au
Amdufesay 77.70 9n$uamzneiiduinisesnuuuagiinda S1uau 153 au Andudosay 38.30
fimgualunsie Ao Mtlestunasuan $1umu 313 au Andudosay 78 30%eimiumdsdneitinogends
1w 160 Au Anududosay 40.00 drulngidorindnudniagy $1umu 257 au Aaidufesay 64.30
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Tnefinsannsinaulannmsldon (uuas, fudes) $1uu 166 au AnduSesar 41.50 Torsiulul
\losananudesnsiuiieddulu (fuuas, auauauien) 1w 153 au Andufesas 38.30
dnlvaiinsSeudisuneumsindula S1uau 205 Au AnduSosay 51.40 finsdaiemsuarsenisinse
i 161 Au Aaduesas 40.20
1.3 Yaduaiuyszaun1anisnain wuii Jadenienisnainveing udiagne lneninsiu wuin

agluszAuin (X = 4.18, SD. = 0.828) Susnnunnlufiades laun Aunsduasun1snaIn sesmunfe
AUNENS MUY NNTIATMUG ATUUAAINT ATUANYAEYINIEATN AIUTIAT WaEAIUNTEUIUNTS
mwméwﬁiluazawmwaaagﬂuyﬂaaﬂLﬂu‘7§huéhﬁ

1.3.1 sefuamnuAniutadovmnemsnanvesnauiiegns srunandae wuin eglussiusnniige
Senuntifisdes Taun AuNIMedIEn 5998910 Ao NIRONLULLAYAIINEIEN AMENTRRNTS
MUANABINTT UAZAUVAINVANLVDIFUA AR

1.3.2 sedumnuAadiudademanisaainvesngudieg1e Ausian wuin egluszauuin
Boamnunliades Tiun maisufisunmifuiudy sewesniio nmfiveanzauiununimuaz i
wazauaaviolusludufivay mudidy

1.3.3 szauanudaiiudadeninisnainvenguiiegns Auteamienisdnd g wuii
oglussdusnitan Bosmnunnluieion Tiud vhiafinedu sesasniie Yemnansmeesula vimsdads
uaz/vide Andadedl wazauazmnlunsdndediud mus

1.3.4 szauauAniuiadenisnisnainvesnguiiegie aiunisaaasunisnain wuid
ogluszsuanniign Gesmnannluiados T mwusihAufanminmy semanie mdauanddudniiog s
Tuiunagesulall wagnslawaaeeELELD AMUEINY

135 sziuanuAniutlademanseainvesngusiesng fuyaans nuin eglusssusnniiae
Senunntuiisdes Taun anuanin dewten wilaldgndn sesmenfie anunsvdeseiulunisiiuinig
fanuuaranuaunsalumsliauugii wasduundnauiiiisanesenislauinig audsu

1.3.6 swauanudAniuladenisnsrainveangudiedie sunszuiunms wuii eglusyauinn
Somnnnluiaien Wun ssevnaumsindunsd@Weimsindamnza semanie Sursumsdsderinaiu
faudaauuazidnladng ssuunsiiauinwmvseusnisudinisietisunamlaegnsiuse@ndnm
nsAnsaiimnuazain 1IR3 wegnsthssdudaumvainvansazain audy

137 siveuAnmiuladernimsnaieuenauiaeg 1 s nuagmamen wuii eglussiuan
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ABSTRACT

Sustainable business management creates organizational returns while generating
positive impacts on society and the environment. Given the urgent challenges of inequality,
poverty, and climate change that require immediate attention, applying sustainability principles
leads to sustainable business operations. This research aims to propose sustainable management
approaches based on concepts of sustainability, using essential oil products from the Prok Fa
Community Enterprise in Chonburi Province as a case study. The study collected sustainability
factors data through literature review related to sustainable management and structured
interviews with 2 community enterprise operators from Prok Fa, 2 suppliers of organic Ocimum x
africanum cultivation, and 17 customers. Data analysis employed the Analytic Hierarchy Process (AHP)
using opinions from 5 experts in sustainability and sustainable logistics and supply chain management
to validate factors and provide insights on the importance of sustainability factors. The research
findings revealed that sustainable management approaches comprise three main dimensions:
Economic dimension with an importance weight of 54.68%, where the key factor is delivering products
according to customer orders at 16.27%. Environmental dimension follows with an importance
weight of 25.29%, where the key factor is using organic Ocimum x africanum cultivation at 9.40%.
Social dimension has an importance weight of 20.03%, with the key factor being the selection of
organic Ocimum x africanum cultivation suppliers at 4.30%. Community enterprise operators
and stakeholders in the supply chain can apply these research findings as guidelines for

sustainable operations.

Keywords: Concepts of Sustainability; Analytic Hierarchy Process; Essential Oil Products;

Community Enterprise

wININITIRN SR NEE U AR uTNTuveNsEIe I MR aYNvUU SN

Jeninvays Ineldnszurumsitassiideaaudy



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

anudunuazanuddgyvaslom

segmsmansuA 20 T A, 2561-2580 f1udl 2 1Asaiunsadanuaansalunisutedy
iWiotuindeuasugia Midwsnedifglunsifiuseldivsznmni minszareneld waznisveiod
yosndnfusinasumelulsama saudsnsifiundaninasudauagnisasuiunisidouaiam
WleleRuadmuannolunsusiurensamea @innuaniannnisiesusiauasdimuiei, 2561)
Jamnavunnarswazvuingauiunumdagdunalnnanlunisiauiussme lnglanizn15919u
nsaf1aseld waznsudlatamiaiueinau mstuind eutasugianugnsmansvasna
Jadndudpaimuiuszneunsiamitnunnatuazawing ongalvallianmnsawtestuluniinisd
sesulanlsl Tnesjatiunisairmsduiilansuuaziisndnual saufnstiunaindifiyanngs

Fawnlfumsuimsinmsgsialivszaumudidansiaudfyiunsuimnsiansodisdsdu
Tneesilsfeanuiifivdn lWun mlsonmsdudiuny Fueswgie) suduegfidveminauuas ey
(Fudern) waznmaduinsreduinden (Gudswindaw) (Elkington, 1997; Porter & Kramer, 2011)
fusznaumsiifidhmneifienaivlnogudduasfosinmauimsianmsisaud ol igiidnlfide
Tudwwanswulasulselovisiuiu (Freeman et al,, 2010; Seuring & Maller, 2008) LagMNWNUNAUN
Fminvay3 na. 2566-2570 drinnuiminvays nqunugvsmansuazdeya emsianndmia (2568)
Imuauszidunsianni 3 Ae msafaaiuuinnssuinunsgiasugadanin Tasfllasansdrdy
TumsianniiuiiFeudineluladuaruinnssumsUgnuasulssUasulnsd miuiussnaunanuesaslyl
\eduiad ulAswgha BCG uaggnamnssuinuasdinnlulassnisuniaufiauniany fuoen
Fauszneuse 3 ieswgia ldun ieswgAataniw (Bioeconomy) isygiavsuiden (Circular Economy)
wazLATYgNadleT (Green Economy)

Tnedammgmulsnih Sunenmzduns Sarferayd Wunsdlfnuiiddnlumasdmifumensyme

a

ynayulnslnewuunensdunsd Jeddingiuduaulnsiamismusulgnouszsudenndwnaiaens

v

fugniivayulwslugueuilildosuuasnndndundnsusiiiuneussve Taondunusdndunau
Aldsuanudougsaingnd esnniduiivayulnslunsuseulnefivaliounaisuaznszdu
AUDEINDIMNS KRS sTuneusymsvesguruUsniilaldastuds gndn Foluidudiunay
Tunswandudnfifesnsanuvenuazassnaumsayulng 1wy ay uvuy siiefdielumsnszanondu
(diffusen) Tnedidesymenssvireesulard sinlatl uazmamieta Feldliuimsvudwenvunszaneaudi
TignAlunaneaanz (Niche Market) AnuvimnedifgyuesiUseneumnsalfinwAe nMsusmsdnn1sgsia

U

Tnegngsduluisanuin ldun Auesegio suminnuwasyuu uaeinudaeden Welmdulsslewl
sofdanlddsludnnatoiry Swensuiulszmunisiaudminyays Ussinun 3 Tunisadaasy
winNIsunNuRIgATYRaTinim uaztlugnisaidamingusuinianuaiusalunisugnuazulssy

anulnafilaumsgu

wIMIN1TIANRENEE U AR usinTuaN e Ia R YN BLU TN

Jeinvays Tngldnszuiumsinseideaiauau

g9o8ed



Page69

M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

Immuﬁaﬁlé’%’unu%’ﬂimnmﬁ%nquuu?f]’ﬂLLasuiJmmsu UNINYIFENYATANERS
Angnune3 v Yeudsenna 2567 uazdilasan1siTea1n §9iemans1nsd as.aniasel Tuen
dafnpazingmand uningnduinumsmans Inenuaaism s msAnvinisatnitunenseive
nFuEnan (Ocimum x africanum) TaglFia3 pandudietihaun 150 ans uwazRanssumedanin
v T uneNsEne uarlasen1siTenenansd as.d5indn duius dstannziasugmans
UMANgIdBInEATAIEns IMeLUnATIYT L3 eensiruATIAuAE NMITeTgiaufladig
voswdnfaurdunislulssmalne: nsddnwniunessmelasiamAayusulani Smiavays
WuysannssAdesaniuvesypainsmaneansnelinsdifnuideadu Fslasansideildsuu

o

srfpsdulumulszinuiigenndesiugnseansuoumninendeinensmans uideddadnnud ey

o

=

Tunsiauouumensinmses s sudmiunantaeiitueyssmeiaufagmuusni Smiamany3
Tngimdnn1suesnudsdu (Concepts of Sustainability) $aufuTAszvideyaiienszuIuig
AnsefiBediutu (AHP) TenuAmdiunngiBemaiuanudBunasidonmasunsdanislaiaind
wazdnnanesuegebu Framdulslonilifwsdefussnounansdfnwibu Snisdiannse
tuuIneannan Adoluuszgndlifuiamiayueud uiidsuuuundndusiludnvazadeadaiu
aonAdesiugMsMAnsYR 20 U . 2561-2580 uasususimmInvays we. 2566-2570 mullsing
Tudaiu

AYINUIYYDINTIY

v
o

WBLEAUBLUINIINTTINNTRE9858Y nIdlAnwINERTuU T uveNsEIeTamAYuUUINTh

Jminvays

YBULUAVBINTIIRY
youladuienymsAnundnsasidntunenseine vesnsdinuiamAagusulsn i
sunainzduns Smiavays dnou 1 ndu Seadaaniivasulnslne 1 via ForhunensseLLdn
Sadonvndeyasesenduaulsinefignindanufemistounsiureudusunils Tnouansguasiaudn
flanéndioans Sudumssdsfaiiguasduaraunmu deyadlfnuuudunvaiogailiaseadns
svovaalumeindiunside 17 dustTull 19 unes we. 2567 Sefuil 18 unaem we. 2568
FadulunudanmuidelassmideyugamyAdeuasuinnss tninendoinunsemans Ineiunain

Yeuuszane 2567
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NIINUNIUITIUNTIN (Literature Review)
1. wdnn1sAudsdiu (Sustainability Principles)

1.1 wuRAnRENN13ANEBY Triple Bottom Line wannsauddulesun ity
21NLUIAA Triple Bottom Line aidunsounundnusznausie 3 dAnan Ao 1aswgia (Economic)
Zawndeu (Environmental) ua:ﬁhﬂu(SodaU(ELMngton,1997)uuaﬁmﬁiﬁ§Uﬂﬂsaau%uaﬂﬂaa%@amanq
Tunimsgsfauarmsideidunsevdmiumsussidunanssuiaznsiannidedu nmsuszyndld
#nn3 Triple Bottom Line Tumsdnnsdnnaneiwutiglesdnsanunsoasvaunaseninanisasneils
ﬂﬂi%uﬁmﬁauﬁaﬁauamﬁailuazﬂwsﬁdauiauﬁUﬁu%uﬁhﬂu(Caﬁer8<Rogem,2008)1@8Lawwsaéwa§a
Tuuiumediawiaguwu nsthmdnnstnldasdeliiamiaanuse  dulussioldoshadsdu

1.2 mawauidduluviunismigusy Jamisgususiunumddglunmstuindou
msannfdsdulusefuieadu (Seelos & Mair, 2005) M3ddunuvesiamiayueusinagiisngu
Nnngidyaviesiu mslimsmenslugusy uazasadeselaliivamdnlugueu ms@nvives
Peredo and Chrisman (2006) Wuin Jamiiagsmuituszaumdidasinazdinmsysannmsvdnmsanudsdu
diunagnsmigsia Tneiiunsadayanis iy (Shared Value Creation) fineliiausslewiviasiogsia
WASYUYY

2. MsIANMITwnaTewLaE198BY (Sustainable Supply Chain Management)

2.1 wurAnn1ssansdwwaneluagnedsdy Msdanisimanetueg1sdsdu (Sustainable
Supply Chain Management: SSCM) iutuamansdnnisiiysannsussidusudandounaydany
L%ﬁﬁUﬂizUQun135mﬂﬁi%wwawaLmuuUUﬁGLﬁu(SeunnggtMuuen2008)ImaﬁLﬂ1wuﬂaLﬁaa§ﬂq
ARt vz iannansvUsed awIndeuuazdsan Carter & Rogers (2008) éiausnsay
wnAnvesnsiamsdnnaneisusgsdaiuiiusneuse 4 sadusznaundn leun 1) nMsysanniseu
Awandow 2) msysannsiudens 3) MsysanmsiuiAsegia uas 4) msaruayuaniiidnlidnde

2.2 SCOR Model Tun1sdan1sdiwnwangisy wuuinassdnsdanisaniivauludnnaiey
(Supply Chain Operations Reference Model: SCOR Model) 1 uia3 asilasnpsgruitlddmiunsinses
warUsuUsansEUIUn1IgwNaeiu (Supply Chain Council, 2012) lag SCOR Model Usznausag
5 nszuaumsvan toua 1) Msnaunu (Plan) 2) msdavn (Source) 3) Mskén (Make) 4) msasau (Deliver)
waz 5) N13d9AU (Return) N15Uszgnald SCOR Model Tunis@inwdwnaneiwuresiamiavuinin
wazguuldsuanuaulafiuanndu (Huan et al, 2008) LiesantagliiamAasannsnszyansen

wazlonaluniswaundnwateulsogradussuu
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3. MIATERBE Uty (Analytic Hierarchy Process: AHP)
3.1 WUIRAUATUENNISUBY AHP MAswABsEiuiu (Analytic Hierarchy Process: AHP)
Huwmadanisdadulasvuinatenadiildsuniswauilae Saaty (1980) Inedindnnisdrdyie
nsusngesdaiidudousondulassaiiediduiu washmalioudisuuiaresdusznoudug o

v
o

W emAud A duing AHP Usznaudas 3 Tuneunan laud 1) n1sadradassadnedisiudu
(Hierarchy Structure) 2) nstUSeUisULDug (Pairwise Comparison) g 3) MIdauATIZRaIRUATINEFEY
(Priority Synthesis) (Saaty, 1990)

3.2 nsuszgndld AHP Tunisdanisgwnataiu AHP lasunisinluldegeunsvane
Tumsuidamnistansdnmaneu newmzegdslumsdendnnatsees msussdunausznaunms

o o

warnN1sINaIAUANEIAYY09UaT8 (Ho et al,, 2010) N19AN©®I1UBY Govindan et al. (2013) Wu31
AHP Humadaii dussansanlunisUszdiunardndiduiiadoanudsuludnnatewu esann
annsodanisiuilymiifianududounasitadenaneduiidosiansan
meysannEssrhwdnmeemLs By medansiimmerueg sy wasnensiideduln
\Wunnmefiiivsansamlunsfinwuasiaundwnaoiuveiamiayuv (Brandenburg et al, 2014)
11318 AHP Tunsdndduaudidyvesdfaseainudiduniundnnis Triple Bottom Line %aele
gusmsausadndulaldegralussuuuasiindngnudeusydnd (Buyukozkan & Cifci, 2012)
wi1agdnsAnvuieadunisdanisdnnatsisuegned sduegenning usn1sdny
flamzinzadduviunveiamAsgurundnsusiiifunenssmelulsmalnedsd sruudain
(Seuring & Muller, 2008) Tngian1zag19Ban1sld AHP Tunsuszfiutadearudduluuiundand
ms’“g%’aﬁﬁaﬁqm{wmaLﬁ'a@mﬁw&mdwﬁaﬂdn 1AgN1TUNAUBHUININITIANITTNNA B

ag g gumLraniuUSUnve e aguvululsemelng

Bn13aliun1sIvy

1. MSAMUANGUUTEYINITUALNGUATDEN

iidelarmuedlvideyandn Ussnausie 4 nau liun

1) Q’Uizﬂaumﬁmﬁmﬁmﬁﬁyﬁﬁummzma FamRagurudsnil uneinizduns Jwminvays
$1uau 2 518 msduiegisuuianzianzas Inefinnsananguseneunsididhmneuaznnsdans

AUVANNITANUEEY Ted Ul Uszneunsianuiuneusevie Tamiayuwudsnilng 1 uns

v '
U aa

nsfndonenanaiag 2 510 Téun eusnidufiedsizundn wanfushinduneusane Meflaeady
fdeRansuazdiutanisie 1498n1sdunwaluuuilassaislumaiudoya

2) Fwaneien$EUgnussdn Wieldinanimenssve St 2 e Wnsduiesuuuiemsazss
TagRiarsanansiuiudnnaisioesfugnuusdninunsdunidfdegianun 2 518 Adauouuusdn

TigUszneunsnandmueiindunenszimve warliisnsdunvaiuvuilasaslunmsivdeya
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3) gnA1AWIL 17 518 Usenaume

3.1) gnénfaeldndnssiinifunenssmedamisguruusnih $i8msdnenamatandingy
fofisanangrudeyagndivesussnaunsnantiniiunensume SagninBusendisailasinside
T¥nsquinegnsuuuianizianzas d4l§38msdunwaluvuillassaislunisifudoya 1w 5 519
Fre3snsduntvainsdlifnuwien (Singlecase Study) %qmuwsﬁaas}wa’luﬂwﬁﬁaL%aﬂmmwf‘fm%‘u
nsdifnwIAEIAe 4-10 318 (Ahmed, 2025)

3.2) génfilineldndndsmiunossmeiamfagaunih uineliunessmeBiiosu
13Bnsdnoranadinsiinngy fie finsanangnidusentisulasins wazantioulvgnin Fdlsiineld
wAnSusiinuneusyvelamAayurulsndh wiiaeldihduneusyvevieduuarliisnsdunual
wouillassadrslunsiiudoya S1uu 12 518 FeFBnmsmsaunuingy (focus groups) Fsvunadaoeng
Tumsdeieguandmiunsmsauningy (focus group) Ae 4-12 518 (Ahmed, 2025)

0) §iTenmney FadufTermaiumnddu wesdidemyiunsiamsladafnduazdnmansivy
og19898u ldun Undvinis 819158 fUszneunis wazddanisiiunnudsdu finnudeaviy
wazUszaunsaifiiisatesednades 5 9 dwau 5 58 islianuiiulazasuunnugniesesteya
Inglduuvasunulunisiiusiusindeya

sflFoyavdnitdu 26 1

FBmsduitegne 19I5madenuuLawas (Purposive Sampling) flvnualunsidiensideyandn
muiiszyliluideveuaussmnsuaznauinegistnediy

2. Bmaiudaya

1) Anwn AueirdeyadgugiivasnRegdiiieitestunsdine wandusiinfunenszine
JamAaguyudsnin Smiavays angusznoumsiamfayusudsni esangusznounis
fanulszasdiagdansiamiayusuliiAnanudsdu Seldidmveduinuanauzdide
fuminedeinuasmans Inewndanmn mefvesuszneunsios

2) Anw Auatmgud wazsnddefiAsadestu msdansladafnduazdnmansiuegiadadiu
(Sustainable Logistics and supply chain management) wanAIsAINE 18U (Triple Bottom Line)
sULUULASWEAY BCG (BCG Economy Model) imsngnsianniidsdu (SDGs) nszuaunsiinszs
Bedsuty (Analytic Hierarchy Process: AHP)

3) asflufinnnauiy AlamAsgusutsniin Suneinmeduns Smiavays Tassusuteya
feisnnsdung waznisanduiindeya irdeyaniesurediongul ndnnns nuidefiieates
iiesenuuudunualivuilasaafuuuadn Jaduedosdelunsiudeya

a) fiiprmgiuanuddu uazdiderngiunsinnisladafnduasdnmansisuogiedsdu
loun 019158 Un3v1n1g QﬁﬂszaunwaaiuasﬂQWML%aaﬁwmfﬂﬁaaﬁéﬂaﬂﬂaﬁaa 53 97U 3 518
Uspiiuanuaenndesvasiatuildlunisdunisal (100 91nduufulgseenuuuduniual
wuuiilassaine aunrwAniulasdelausuuzvesiidoivg welilduuudunwaluuuilaseaing
Aunfmaumnzay aonadosiuingUszasdnside
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5) iudoya Tnsdunualwuuiilessadre Wunsdunwaliedn (in-Depth Interview) f33n13d
fhegnauuuldondernuuiazidu (non-probability sampling) lngisianzianzas (Purposive sampling)
6) Suunifafuanudsfuresndntusiiniunonssme sundnnised1edsdu 3 du e
\swgha daAu uazrdanndey TngldnsrurumsiasziiBesssiuta (Analytic Hierarchy Process: AHP)
6.1) asvasunguiladeaudsduromanfasiinunoussive Fen1siwuuaeuaw
Check-list Wi Fomaysnuaudsdu wazidumasunmsinmsladafnduazdnmaneivusgisdsiu
1#un 819158 Undens usznouns §ivszaunisaluazaudsinigiiisiteseiees 5 T
d3u 5 518 WWudaeuniu
6.2) Wiil3srmaiunud sy wasdidornyiunsiansladadnduazdwnaioioy
ognadsfuludneiu Wisuieuaus Buesdnsushisiuveussveusazamaden (Painwise-comparison)
Hunsmanimiinowustesdade
7) asUnatadannudsduresfUsznounandadusiinuvonssive wasiauauuINg
nsdamsesnedeiu nadiinw nansusihiuvenssveiamiaguausnih Smiavany3
3. 130aiin 3y
1) wuudumwalognedllaseadie (Structure interview) WumsdunwaliBedn (in-Depth Interview)
Tngldmhannatada wefununudeyaannguiiedns 3 ngudegis T fussneunsnanfus
thifuvenssine JavRaguwulsnil Swmaneweesigniiy iieldnanthiuvenssme gnéusenaudae
anénildndnfasiindunensseiamiagusuusnil uasgndritlineldndndasiinduneussne
Sawiagurudanih udiaglithiuneusyimeBosy

2) wuunesuiienaeunguladefinederiunsiansdeanerueg wddu Wumsaeunudaya

e

UiemyiunudsBu Tusasdedernudidusenndewmnzauiunsluledeninuniudsdu
3 9u

=
=ee

3) wuudeunud UM TIATIEMTsEuTY (AHP) lWSsuiiisuladediaze Tngldideimgy

v

suenudsiu wadiFenmaiunsinmslaiainduazdrmansisuegedBuBudioutedumnudsdu
wiagau fiaganiadion Lﬁaﬁaﬁmdﬂﬂﬁal,wiamjﬁu Yadelasianuddey dawansenudetadonan
wnnin eendn visewiniu waglissdiunzuuvaseudfgmumuesdunNdadSeuiisudug

4. B/sheseiveya

MATEATETUTY (Analytic Hierarchy Process: AHP) lumsinseidadonnuddu 3 du
aamdnmsaudsudunusinmsiadula Toun nsughe dawnndon deu Jalinasinisdadulases
fetlademuduvemaniariiiumeussive mslsimiauddgyeanasinsingule 14HEns
\Wibuiieuitazg (Pairwise-comparison) Tneidemasnunmdsdu ndumeminauddy
vosusazlady Arrnuddgiluediavaunandumsidedenieuiieudug duav 1 - 9 fe
szRuAIAMLEIRY Fadn1sesuieaidiat dauandlunised 1 ansenesdiu nsidede

Wisuileuidug ewSeuiieuladeiiase
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A15799 1 M15190RsIEIUN IR USsusuua

Y

3TAUVDIANUEALY AURUYVDIANAY 5UBAURNY
1 HpudAgvindu {]ﬁ]{]’ﬂﬁ’;&@jﬁﬁ’] JauTeuLisuiinudAgLvinauy
fanudftyannndd Safotsgiirnduuiouiiou ftadenil
’ Uunans frudAguinnindndadesluszauiiuna
.. . Hafortagiitduuioudiou Tadends
5 JanudAmuInnInuIn
) faudaguinnindntadelusgauunn
fanudfgunnd Hafortagiitdauioudiou Tadends
! wniian fanuddyunnnindndadulussiunniian
fiyn: Tatiyamaneekul (2014)
A5197 2 mInaduMtadeUseuiieulug
FTAUVDIAMUAAGY AMUNUNVDIANAY 25UBAMURINEY
. . . U ”aﬁu’a@:ﬁﬁwé’qm'%amﬁ&m fItasemnile
9 UANUFIAYNINAINEER - . D u o .
fanuddgyunnnidnadeluszaugsgn
AINA1ISEIINITEAY {Jﬁaﬁg«‘jﬁﬁﬂé’uﬂ%mﬁw P RPE T IEIoN
2,4,6,8 mmﬁwﬁ’mmuﬁ AYINEN ”zyﬁgwﬁéaﬁuiwdwizé’ummﬁwﬁ@
Tianumnune19nu dossysuTiliaumunednediu

fiun: Tatiyamaneekul (2014)

5. FMsulanataya
1. msendminvestade Tddwsunsedusenan1side dedl Jadearudeduresisenaunis
naRAuIUTUBNSTIE 3 AU A LAsHENY dndeu wavdsen Ussneumeladelatng uasisiazUade

fianudrdgyegndls Auuldandiavmsvieudisuduguiasiwsauedndilieuiisunndade

v o
o o

MILUIUBULALLWING wandluaun1sh 1 ndumAtadenusaiagn 39n15idaedeniusuinde
Aumsianevmsaeaulandinamnsanaulavansinaein e sIeseiiae arnuty (Analytic Hierarchy
Process: AHP) Anadenisuadavzdnuaudfig 1lesndieanauaidsaainainufniu

VoI ylel (Tatiyamaneekul, 2014) wagaunisi 2 TddwsumanhndnaziuuveuwsiasJade
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Aun1sN 1

9 ARAYNINTV AL
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Aviuali V;

2 ANFLATIUAISINUNIND

Q
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[Ny
o))y

n Ao UIUALAVNUL AR

Vi
=1Vi
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Il

AUNSN 2

v £
° o ' o o

9 ANNMUNAZLUUYDILARZAIT IR

o))

AMUUALA

2 ANLRAYNIUITVIAMA

o))

Wi
Vi
n fio SruausaeiiAede

2. ANENIIEIUANUADNAR DIVDUNANANTO A C.R. (Consistency Ratio) l¥dmiunsivaey
amsUFeudieutiadoidugindtatedumnuaenadosiu Tuauns?l 5 Ao3smssmnaingldnmamdndau
syinAduiiauaenndaanien Cl. (Consistency Index) #unsfl 3 uazeardviinnuaenadeudsgy
%30 R.l. (Random Consistency Index) ﬁaﬂ'wﬁlﬁuﬁ’wmmaaLam%ﬂszfﬁiﬁﬂumiw%m%mﬂu@j
fiApums1eil 2 i1 CR. tosndmiemiadu 0.10 uansineexsuld Tned1 CR. 111 0.10 wansin
sausulilld filsmngdesinismumunisldanintnasuudioudeutadodilm Famnd CR
Wnlng 0 wansinsinsuUSeuiigulianuaenanediureuwvnNg

c.l = (Amax—n)

aunsi 3
(n-1)

N °

MuUALA n Ao uutadeNiudseuisu

Amax 7o navvesrfiaIsan wildnniwasinvesnswuuudarJade
Tununsusazied AufiukaTiuAlaisvedwiarladonuitey MnuulnanauausiasUadeanuiniy

wanalAluaunisi 4

Anax = ?:1[2?:1 al-jo] aunsil 4

ffinsanaenndeiulagauysal A1 dyqy 58 Eigen Value aswiniu n
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M13199 3 AFFIANUARAABATEY (R1) AUYUIATDUNATNG

N 3 q 5 6 7 8 9 10 11 12 13 14 15
RI. 058 09 112 124 132 140 145 149 151 154 156 157 158
fiyn: Tatiyamaneekul (2014)
Cl. p
CR = — qun1sn 5
R.I

WNaN15398

HANLAIINNITNUMIUITIUNTTUTALITDY wAzUTEYININGUAIBEIT 21NNITNUNIUITIUNTIX

MAgas uarmsdunualuuuilaseienussannsngusieg 1 ldnsaeunumsdang st adelnedWeney

AuUPNUEEY UaEBenaaumsTamsladaRnduasdnnaneueted B annsoRndenladermud sty

£

v

FeatonAR s iUNANMIAMNETEU 3 Ay Al fusEneumsHandaeiunduvenssme Janviagusuysnii

v v

AuLATYgNIUsEnaunie 7 U9de audawiadeu Usenaume 4 Jaduniudsay Usenaume 5 Jady

FIAN519N 4

M19199 4 asudadenlinnnisnunivissanssukasnsdunualikuuiilassaimingusenauns

v
o o

Hansusiuiuvenseve Taviagaruusnit ldmsaeumumsdangutadelnedeingy

AuANEEY uasilennaaunsinnsiadainduasdnnaneiyueeed sy

waranunsarnEanlatnNUgBuT IEenAa IN UTaNNISANUSEY 3 AU A9l

¥ L o a L v a
A Uade Asuelady 1BNEI3 B
LATEgNY 1. MsIndaduAnse fuszneunswandriueiy (ugua dadlady
et NUANT W RYBIYNAN viensgweiaviagurulsnih - uagleziuns
& @ v 1 a v o o & SN
NARDULVIULUUA? MIIAAEUAINTIUATEITD  WIAGR, 2564)
a dw 1Y
WungUsznauns VDIYNAN
Naﬁﬁm%ﬁqﬁu a A a v v NETA R N o
2. MaUaguAUELA" NUIENOUMIHARAMNUINY  (WIIE NYLNG)
wensswendgwnY ., ., A
IgnAmnndumidents  veussmedamiayuwulsnih - wavane, 2567)
yuvuusnnnag o
v anusadeuvseududle
1gsuan
. - mngnAlasudumling
MIANUUIY *
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M13199 4 asudadenlannnsnunivissanssuiasnsdunualikuuiilasaiwingusenauns

%
o

HansusiUiuvenseme Taviagaruusnih Tdmsaeumumsdangudadelneddengy

AUANUEIE UaeWeImsymumMInMsladafnduasdnnaneisuedg

o

gagiu

o

waranunsarndantal AU EUT @enRa BN UTENNISANUGITY 3 AU Al (A1)

AU {Jade

AesU1eUadY

NEN591999

3. LATYFNTINN

(Bio Economy)

sEUULATEERanInIgLen

o

NINYINTIINGITUVIR QAU
il Anyaa i
Tumndeduan Tovasalus e
Tulssnduthifunoussive

Hunasainesssumna

(FSTUUS WaTIA

LaYALUL., 2565)

4. wwyeghavyuiey

(Circular Economy)

M3lEInn Ay Tanuuuruiey
Wi AE NS
INNTLUIUNITHEN

wwhleBunsd

(FNSTUUS WaTIA

gAY, 2565)

5. \AiTugNAEen

(Green Economy)

mswaeu vieuaR ey
Auluguyy WaasuLUa
aadada

T Inauluguvy
PEMSUSINALAE T
NSNYINTTTTUVIROE 1N e ane
ASRRAIMSAUA DA

YEITOUA

(FNSFUUS WaTIA

gAY, 2565)

o

6. LATHFNINNA

(Digital Economy)

Pmaluladunlglunisuan
Tnelansaanduleun (Stream
Distillation) unlglunsnan

Yilunenseie

(#In51 &n9ueN

LazAY, 2566)

1. m?ua%JUiaammg'm

NARS N

lignAdnaulagedum
194eTu msedlnny
UTohe WU duAeasuniln

UPTFIUNE NS T YUBU (0.)

(5UnHl LATBIINg,

2563)
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ABSTRACT

This article aims to present integrated ICT system management strategies utilizing knowledge
management (KM) to drive organizational transformation towards excellence in the digital era.
The content begins with the evolution of ICT systems and digital transformation, theories of ICT
for management, and the role of ICT in organizational change. All of these will be integrated
and linked with theories of integrated strategic management, a framework for integrated strategic
ICT systems, and successful case studies. Furthermore, the article will delve into concepts related to
knowledge management and the concept of organizational development towards excellence
in the digital era. The analysis in this article aims to enable the application of the presented techniques
and processes for the benefit of organizational management amidst free competition and rapid disruption
(Digital Disruption). It focuses on applying concepts and methods to restructure organizations efficiently
and modemize them to achieve excellence, enhance customer needs, improve the quality of products
and services to create value and competitive advantage, increase capabilities and expand
excellent services, as well as create distinct and valuable new innovations for the organization.
Therefore, studying and leaming to apply suitable ICT systems to organizational development
is becoming increasingly important in the current and future situations. The application of integrated
ICT system management strategies using systematic knowledge management will enable organizations
to adopt a learning model aligned with the framework of growth, adapt efficiently, and make
timely decisions. This requires concrete planning for ICT system management, including modern
technologies, to ensure clear linkages with the organization's main strategic plan. Furthermore,
the systematic application of various management strategies is to ensure that the organization

can truly develop into an organization of excellence.

Keywords: Integrated ICT Management Strategy; Organizational Transformation; Knowledge Management;

Digital Era
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uni (Introduction)

seuule®i (ICT System) fiuselevtisannasrnsuazdnananisnamuusemelmnasyinamin
Wudwu TneiduSesiifedesivitrubuegvosfmiludsmeaismifdodimsususaiomsdfisioya
msaaateieuanasusous nsutsiiunng uasnsEeus (Beynon et al, 2021; Chen et al, 2023)
Waun13veasyuvledineliAnnsd sunUasifddinvesuywdunun nduuagnnaiuiondn
Sniananedudeddyuazdnduinalildlunsufifnuremnosdnslidinadunisiadedea s
n1571§3Aa M3sUIAS Msgmamnssa Msliunisinsauuay msvieadien uaznisinu Wusy
(Javed et al,, 2021; Singh & Cohen, 2025) n3ana1dnlainlanidgdsaugiuainug (Knowledge-
based Society) Ineasysal szuulediiasiendesiunsussyndldinmaluladeesiianes msdeansinsrunay
Suwesidariufweundinduluguuuunig q uasinaluladiole (Al Technology) wiothluldlsiuseg
AR UTEaIRr0d83IAng Ogan (2024) uag laia et al. (2024) na1ilagazuin lulagduuazouian
\HugaveusledsilidseslanuadsugUlasiluinndsnauiundsugsnsslanuasaninsnidendednina
ogal$nsuuay fsannivlvunazuiudaiidunsideulefauilanionlifoiuegalfindnrin
faiielnauyven@lafinmdids 508 uenfeu witl weeFouideyasudnisuimsidesnis
Tlduniian vinlsimeluladnneiinnneglufievemnauliinezegiluunaznadla fiaeg1eves
Edge Computing, Hybrid Clouds, AoT, Blockchain, Gen Al Wag Cybersecurity Wudu (Zhou et al, 2022;
Gupta et al., 2023; Rocha et al., 2024)

Ghobakhloo et al. (2024) nd1331 MsfefndavesdsiiiTonin “nmsasundamieidsia’
(Digital Transformation) 1unsunsnszaeiidfyvesnaluladniva fududadvddyesabaean
d1msun13aiiuAan1seIne USTW uazewrnsiing o luaniumsalszaulan Tuvasieatunssuiurial
“guavinsy 5.0” fnanssnvetianndessuuiasugianalan waluladlnlmvaniddenadenatn
uazwadnsdulUlfvesnsusznoufamssuuuilel udsmsiiulavesussneuiansussavile 4
L mn‘f]ur;liﬂizﬂamﬁﬁ%ﬁa (Makhloufi, 2024; Ogan, 2024; Singh & Cohen, 2025) mswasuuanmanasa
waznslamaluladadelng laun n1susn15Aaa (Digital e-Services), Big Data, Business Intelligence,
Cloud Computing, Al Services, Security wae Cyberspace udiu saudsaruanunsafisndudmu
mMaAsuameAIvasy q fuandunmil 1 msliuianssuasmallaBnandfifousuysaussouy
Usgdvamm msiddis maidila wazmsairesanudsduvesesdnslasendonszuiumsianisaad
(Knowledge Management: KM) fivngyaanauagiiusyansnm Restuputri et al, 2024) Faduusudiuddey
dmsvesdnsuieviiteginaialan osnmsiasundasinaniidnvusiidudounarisnina
AEVATEAI LU AEVILTanagns Auauisalunswuely sULuussialvnd nsdndulauuudunedu
winnssumaduuszneuians waemsasmdndasiuasusnisgusuulvl 4 Wusiu UJami Pour et al, 2024)
faiielesdnavoninngsatuinnudnumsil “ SMART” (Specific Measurable Achievable Realistic
and Timebound) fetiulunmssuiinuaniimsitefefumstaniadnagnsuasniadulussnouns
fiogsonazidunsumamdineunazlemafidrdyliiuesdnsuazuszneuiansilanlddndoe
(Vargas et al., 2024; Sestino et al., 2025)
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Digital Capabilities Critical to Your Organization
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APl and Services Platform Design
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Cybersecurity

Smart Cities Innovative
Bimodal IT

o

AA 1 Anvaunsanddudmsunisasunlamefania

fiu: Vargas et al. (2024)

o

uenmioinmsiilaniiszuuledfiuaruianssuagyarumauiuds msussgndldifinnuddny
n1aszuuiAtssialanidusgtann 2nns3devesiiusnwgnamnssuszuuledivalannudn
msfufunuieszuuledlugaiiyadfa 8.5 duduseaas il aa. 2024 Tnsnsdeansinseuuna
\Huesiuszneundnvesmsnaunauszuulediitelflunsiiiugsnssusing 4 egrunsuareseusiiu
(Sawang & Kivits, 2024) TusTUUNISAIUE LAY AN NINNE DND U 9 ¥83n13aLdugINaseaulan
finsimuslassassiugnuessuulefuaziedotny (56 Network uay WIFi 6) WUUTIIFUSIAYNALNAY
finmsimungUuuunsuinisedsieiiios uaznsnanuszuundvgdidnnseindsuiulssaunisal
MsTeRUALAT S MSULUNaRTeSLRAYTA (Digital Platforms) (Doe & Hinson, 2024) alunimgnamnssy
nsndn 160unalnfianusauanswaniseenuuuuagnskanmedmnssuiudaunsa (Computer-based
Precision Engineering) IngadusyuuLailouass (Virtualized System) (Singh & Cohen, 2025) Tuanu
szuvassgudalnsialeundnduinnunglunisquaguainvesday saudeaanisunmginagly
szuumaguariisuuuesuladivinliiununsdiiunuassuguiiawnivssaniaiugy
wanand luszuunsfnwdnisszgndldlunisuimsianis msfnwigelu Idud nswaun

a

WINNTTUNIN1IANYITULUUAIN 9 n1sauILnannasuAIian1n1s@nesiuieuniindy

aa o 1

wazinaluladielaiienisfny Snnssvuuledfiadelnidailiiindeunisfnufdviarunszuiunis
dansanuiieldduindousariauinuninnisfnymnseaulinvulusedvaina 31nn1533elag
Law et al. (2024) l@'szy31 vSENLAzDIANTTIAARIN 9 Wialaniidelinisasuaussuuled i

wazwaluladwleluesidudiunntdu 3 a1 laun AuAaesa (Mobility) (AUl 78%), MIusMsuwmaTl

8 a

(Cloud Services) (fiuln 168%) waz LA3esiiofinsed aans (Collaboration Tools) Liula 75%)

wazAAN15aintudn 3 Ve wWesidudiaziinsmulauindudugisu (Marvi et al,, 2025)
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aa v

Vargas et al. (2024) na1231 “a1nillanazifunisuisduindadeuleswuunainifmedoya
WWAe) We (Data is the New Oil)” ufe deyananaiduiiugrundniunisudnduasygiagafda

q

UDNINWAMNIOASWYAANGINIIFNE AaufAelsRetegnATviansaasdtisleyaldednemingy

wazliusgdvannsinfenstnaindaelidseunegsiadmeinisdegniaegnls Asiunisfineiniazdn

szuulediimmunzauunldanuivesinsialuSesiiddauazdudunnnd@udn Jsnsuszyndldledi

N

MduuszleviiieliAnnisdndulaiviunamgnisainisaniunisalindnlauazdeadinisauny
miﬁmﬁﬂﬂﬁisuvlaﬁﬁﬁLLUUinmWﬂﬁEJEJNLfJu'g“LJﬁﬁM (Beynon et al,, 2021; Gupta et al,, 2023;

'
1 s v A

Kumar et al,, 2023; Rahmati & Jalilvand, 2024) fstuunaruiiingussasdndniiietuauenagns
nsuimsiansszuuledfiuvuysannisiasldnisdanisaiug deesiduatioufiuiideriszyin
“mpluladaivayussinsuazimungluuunagnsvnegsnalaesininduegnals” “nssuiunmsinnis
Foudfatvayunisuifnuifaussousquieysganudubaidnvuzedidls” fedideliiaa
msenlssiuduunugnsmansudnvesesdnsymdsnslinagnseng 4 lumsuimsiamsesnaduszuy
iielesdnstuussamu g Uszasduariinmaiamnetsdeidouazdmarenafivlnogadsiy

(Wheelen et al., 2019; Javed et al.,, 2021; Makhloufi, 2024; Bashir et al., 2024)

wqwﬁﬁmﬁ'mzw‘la%ﬁLﬁ'amﬁﬂms (Theory of ICT for Management)

1. Wamsvasszuuledil

N15UsTIUAUYeITTUUBA BNUAT AT ALAZNIIUA Ut Ul S wililani gy Aves
seutlediiedamgyaain sudunswanuegnasilaeinisldmalulagzuuuusiig q lunistanldou
Tuanudndnene q wasdnsasusuuuumsldnuludessiouarenamnssuiifanuadududou
W aneuaueInanudpaNTYeNYEY Aoufiunedazugunsaindni agvinlwled Afissuy
LazaNssIuTALANANeiY drunnsnsedeansazdesdidsimeiiutazanssousnisieanslans
Falnginluazuasnsmdiduszuudumesidannuiiqui onsdaiunazuaniud sudeua
Tudnvzsiaffife fufussuuledfiasdamumnet malémeluladaoufianesiiftenissznanadeya
Tduarsaumaiiodaiivegradussu amnsadrfuasduduianldldlasazan 1udenans
iAo saumnA Tufinsiudsensaumadmeomalladnisdemsenuiiags edsiudeyaasaume
Ieegesiniuaziivszansnmanguludaqiu (slam, 2023)

29ANTYS evasuauINNd MU ssuUledRiUsslanang 9 snanglunisedunuliiianuasnin
a3 fseAvsam safateudtamsng q Tiduse dluanmnisduiussiafifimaudetugedy
szuulediidsgninunifueiesislunsilasunlasesinstseztaeliiesdnsannsninviuasaseuases
druuomamaaldnntu nuiesliannSeuiuasmeuauesieanmundeniiudsumaduliyng

szuule@fivihliAnanuvimelu § dmduiseduynnauazeing nsiseuinsuissuulediunldau
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ranusaasulemalmieiiuussavsammmsvinnuivesinsillaussousauuarasuanuasygimii

o 1

Tivimfieuivaina uilunandeatuiensadedymlnidud wiuduinsdadeserdeainuaiuise

o

Tumsduiiideadiladesnedthnsiuasumas (Transformational Leadership) waznnertiidauinnssy
(Innovative Leadership) idundnlunmsuimsnisiasuuvasluesdnsiilesjsganudisa (Lai et al, 2020)
IINTIBIUNTIIVDI Sestino et al. (2025) syyinmnuvImevesseuuledfidmiunisaiufanssy
megshvadelvalundyuvesuimsil 5 Ysenis laud (1) wnninisuimsesdnsadielvi waned
nshszuiledduntdlumsidmsesdnsazdsaliosdnsiiaussaurgadiefinmuildiSsrlunsursdu

aa o

uazannInadsassA e nsliAulnuuuTUsE v ameg1ed iy (2) gaimswsRiaRdsa (Digital Economy)
PUalIAR mm’%zy@uimﬁimﬁmaz‘wﬁﬂiamwﬁag‘uqumﬁﬁwmsﬁwafwﬂiw;ai lidesldszuuledii
amsauzqqLﬁ"amstﬁfaaﬂ,mLLazaﬂ’uauUﬂ’ﬁm"%ﬁumumaﬂaqﬁﬂsﬁqﬂizmumiwﬁm MIIAT MU IEEUA
msAeredoas maadenmdnual uaznisivimmdnisue Wudu (3) Tassaiauazaniaenssy
w8357 uUledl nued svuuledfiagdesmnzauiuingussasdlunisaniuianissiudssessu
nsveneallusunan nunehe nMsadsaatnenssuseuuledii (ICT System Architecture) ¥0909ANT
Tl A AN UTULU UL MIAYBIRIANTINLATTINENG (4) MIawuauszuuledtdmiuasdng
vanef msasumenuszuulediinuieadesiuisnmsuimsaunasmsinesdnsionsiamunszuy
poufilnofuayn3deansadanaonauninenssyuulediifiardisatiuayunszuaunsitaundn
Y9404ANTNNFULUY Wag (5) ATuSuRiavaukan1sAIUAN Mieds asrnsazdaudlainssuuledil
flasuluudrnzgninluldesagniesmnamdnaiesssuuasiinnuiviiavousedsny

aramefiAn il USmsesdnsynuisiFesmsiaussuulediiiensuimsiansesding
Ingldnsyuaunsdanmsanus Wilussavs nmuaglininsgiusindenisy wanududadnsddnw
fusngeegimly TaeassesSoufiandlalubomwing 4 MiRedesiunsuimsianisseuulediiatelm]
laun (1) nseenuuussuuledfiiiunssuiunisdnnisauidmivesdnsiisiussdvannuarduasy
nautsiuidlubegsia dsen uardanndounndifi (2) esdusznavvessruuledifivan vaudmiy
nsiaesdnslud wndeuveamssiiugsiasziulan (World Class) (3) msasnalassadaszuledii
wavan Ununssusing g ﬁaﬂ’uaqui’mqﬂixmﬁé’ﬁaﬂaaaqﬁmﬁamsfluuazmauan (4) n5Usziily
AuAwesszuUleTiludagsiauasdny uag (5) mssenuuuszuulediiauansamuau vianadle
Seus el nuilalreimuSuRaseunsynassessTULaYa P (Gretzinger et al., 2024; Rocha et al,, 2024)

2. szuuled@iifunsiwasuuuasesdns

Bamey and Hesterty (2020) wa Korsen and Ingvaldsen (2022) seyisyvuuled@fiuenannasgminngae
Tumsiidunumeswesdnslfussgmuinguszasudddiiduniediodmiumsusulgszuumehnll

(Reengineering) warmsiUdguilasesdnstuguuuusing o 1ol 4 seeiv dail
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1) nsusuasussuunuidalidussuunudnluli@ (Automation) aadnsaziiienssuuledd
Heglininnuanseinuldegnndesi azmnmng anmuRenanvesdeya wavilinisinnu

a s

fusrAvsnmifintu wu msliusmstesiumesiuszuudumesidaveueundinduaztneuuanau
gaaniinaudmii (Front End) 1éun nsldunanwefufivaludtnauiiannsaannisldnseaiy
\ioannsudesfmeunsyan madaviianduowews wivetesdng uaninmInauauesenIsyinny
fvnsaunniu

2) maAsunlassziunszuumsURTRmu (Rationalization of Procedures) ilew1ssuunudnlusi
wldud sruvastheliueaiunmsmvesnszuumsUdinuiiliadessuienudssiionisty
Tunnnszuums iliesdnsdndudonfulssadoulifmnmsguiiosesiutunssuiunsvinul
Tiiusgansnmuazanunsoaudludymesvintunisufinnuld

3) MIPRNUUTEUUNUIM (Business Process Reengineering : BPR) WunsAamumaulul (Rethinking)
LA¥BNLUUNTFUMIVNIgaN T laiviavin (Radical Redesign) iorlunsusudssnanmuasmsuinishia
wazilUszAnsamanntu fenunaslunsdiiiung teaneilddeuanasunsvimildegsnaosi
Fammhweluladeing q fieeanldendesihnsuuddsummmsiiiiunusarUiuant uneu
lisdueeniuldinn Suserdlafifimsvinumileutunieddeufarraddetuderilinmeduium
svavE et (Susanto et al, 2019)

4) mawAsunsyuauia] (Paradiem Shifts) MsiUdsunszuwimidunsdsunnasiunssiu
gsnalidussuilmifiviuatedoradunsudsunanieiugnii duduaznsu3nms iesuuuy
msrdugsialaglaliidafatunseuuuAaiy drfuiadunmsudsuadussiurianeusnaoulau
visemsid sundasgulanuaznmdnual (Renovate) fidiadldmnumensumsonisusmsianisienn
wazdrudssgann widwnnaunsaviimsasuuvadddussesdnshezld s unauszlovineuuny
fganniuieaiu

o w

ﬁﬂﬁ?umiﬁﬂ?mhdwza%mzwla%ﬁ1‘7immzamLﬁaaﬁuaﬁgumiﬁ%ﬁmmiﬂ 9 Hudnszneuiiddy
yesnsrUIUMITauBsnag nivesesi nanuisidlulaniagtuserewan mauimsdansszuuledd
wuysanmalagldmsdamsmasiidussuimsiidumsusunuiiime Susumsiaunszuuledi
Fowenndestuusumeianngsiaiueswiandedslld mrumiuaeiannmsveszuuleduayssuuledi
AumsAsuasesdnstutadefisian vilivsuisnsmaneuasmathszuuleditlusse ndldbiineyselond
soosdnslufifisng q ludderelvazinaueidonuisitunguinisdamadanagnsdeasinuly

Tunsuimsdnnisseuuledfiuuuysannsisiussdvsnmd mivesding
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NEfN15IANTTLTINAYNIUALNAYNSNI5UINTIANTTI2UUlaFNUUUY IUINTST (Strategic
Management Theory and Integrated ICT Management Strategy)

1. M3IAN15BINagns

M3IANISTINaYNS (Strategy Management) DiAvmamsmmsiilafinsthaldluaenisnms
et eIy witlunegshaladnsdmldanuluinunsussendldbiananulaiuseuludunmsud el
wieviilsiesdnsanunsodundrlunnanmznsaiianansadsuadidnasanan vidlsilesumsuszndld
wazwnsvangluwingsivenaIrnssukaruInseg1anieeing (Evans, 2018)

nagws (Strategy) U184 WNusIU (Comprehensive Plan) ya9m3AniunsAnIvuafianig
yosmsnszTmuuLImaiimuaiieussqimine Tasnstinedeldiuseuuasqaiauludusing 4
uldusslomiuaruivangadesnislenvurdodndaiifiogiisuarsvlonauazndnidssgUasse
%ww‘fﬂ,ﬁmﬁmamﬁaﬂ%’vﬁ’ﬂ,ﬁazgiamLLasLﬂémLauimlé‘Luiwsma i’mﬁgmmaaLawuwjl,vdasﬁ’ulﬁ
ogafiuszavsnmanelimsneinsitfegetnsdiia (Susanto et al, 2019; Hoch & Brad, 2021)

osdnsfidmiegsiavaemielneviluasiinagnsey 3 sefu Usznause (1) nagnssesiuesdns

s 1Y 3

(Corporate Strategy) NagnSsEAUBIANTILYNAMUALAERUTIMTIEAUE@ANudAtyfunsA e

]

Tusrazen lnggainnsaniegsiafesdnsaunisaniunsuasn1sdnasminensiviliussnsnngean

1Y

nagnsszauasrnsazuwwmslunisimunnagnsseaugsia (2) nagnsszaugsia (Business Strategy)

)

a

NagnsseAUgINEgNivUAlAgEUTNIMLIBSINA (Business Unit Head) Faylviauddnyiunisudeti
YINUIE§IN T L alinulegsnvaunsanniunsiaeg1afivse@ns nnuazaonndoaiunisia
waringUszairvateing way (3) nagnsseAuntiii (Functional Strategy) NagvsseRuMnfaeAmun

q

Tt miomuisuunmumiiivnegsia wu msiu MIman wasvinennsuywd I@aﬂaqwﬂuszé’uﬁ
JAtUAULALANARBINUNAYNSTLAUTINILAZTLAVDIANT

NFLUIUNMIIANMTTINAENS (Strategic Management Process) T,ﬂaﬁulﬂﬂszﬂaué”aaéﬂgumauﬁyugwu
loun myAmswianmanden n1simuanaens MahnagvslUiuR waensniuruuayUssiunaens
WJudu (Lynch, 2018)

1) MIIATIERanmwInasi (Environment Analysis) 1313831 SWOT Analysis 1JUN53LATIE9
anmundeumeluidielinsugaudsuazqnsounaznmeusnssdnsitaglmauislenauazgUassa
sudenenmuwazanundenluiiunisuiadureseAnsyndd nsieTeianniIngenUsEnaume

1.1 m3nseianimuandennielu (interal) 9g9aelyinsnuiiegauds (Strength) uazqnegeu
(Weakness) Baiflunsinwuariinsietadonielusing 4 1wu msitu mspain n1sudn msfduay
M53dsuagian Msu3nisiagiu msudmsteya uazmsuimenineinsyana Wudy Jefuims

gspddivayanaiuyauduaransaunuing  vasewrnsifteamnsanunildselerinngauianiiey

wazwseunanlumuAlgmiealiesiuynseuvedasAns
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1.2 N1531AT1E9danINuwIna oNN18uen (External) azWansalieanulenia (Opportunity)

)
=

22
2
3
e
Lo
>
=
]
=}
on
pmid Y
(&)
Lo
=
o)
=
=
f2)]
(s}
e
o]
=
)
ge
2
é

SN
)}
)
Pl
g

e

=
an
o
5
See
)
=}
@
D
o)
o
s}
ee
Soa
N
s}
D
=
5}
ho)
De
(]
pid
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=
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=
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wardnangniawen 1IN uNUYeIRIAnTlagnse 1Y S5UTE YUYW B8 TRQAU AUYITY gna

' o A 1 2 v
waznguNaysylevunne 9 MfeItes iusu

2) mMsfnuanagns (Strategy Formulating) Wun1sundmunevesssdnsuasdayaiilaain
NTIATIIENINLINTOUNNLFNININUATIANIG NTBUAIINAR N15TIABIANST (Organizing or Staffing)
JoriuauiayislunisufianuielvosdnsaunsauinaensluuuRlasenadiusednsam

3) nstnagnslUU{UR (Strategy Implementing) Wuduneufiddgvainisdnnisdnagns
=y I3 o o a vaq v °o & o awva o v a a
Wemnilunmstununiualuujualvussauadiss lnsmaihnagnsluujuftuasdedinisiiansn
uazlmIunsegsseunsuigafuladerie o amansauasnideuiduaneanudndauazduman
YDINAYNSTTIANTIAATINTNGINT SPziIan uavAlddenmvunsan

4) M3AIUANKATUIEITUNagNS (Strategy Controlling and Evaluating) Wumsivuaineust
wazapsgruiiaidunuimslumsianasiUSeuifisunanisiiiunuivunsgiufidmuald lneazidu
n13AIUAN Aanu asvdeukazUseiliunalndulumunuimeiidesnismseld winununagws
Liaenndnstuaruduaseadesyinisiauivisusunagnsiiianumunzauivanimuind ou
Wisassanulaiseulunisugsdusely

wennl MTansiinagnsdeddvinvenagnslunisiasuanmsiesgiigsialignagns
V1953A3%UAR N13szylenIannnIsiasIeissnalagidiendsiasuiinnu anuudavmuinagns

)

P

e munisnsieasrnsasldusslevdnnlonanidan MsisukuuvaInsynnumduaamnmsilSsudisu

Y

'
a

U 1 (Y] . v (Y a 5% Y I Y o [ 1 .
NUALYITY (Benchmarking) qmvn&mﬁﬁmmsmﬂasmsmﬂwnwmmmﬁumumLL“U&LLﬂN (Leading)

Y
Tunsandunagnsviegsna durgsisgpamnssudndusedidusuiudfidwladnudenaneluasdng

.. v =2 b4 o £ a o ) Y o
wazneuen (Supervising) tnenseniinisanuvitmelunisiinagnslulduasiinweanududin

U A

Tumssliunagnslivssaunadnsaegedadu (Carvalho et al,, 2021)

[ o

deagulnenmsiumuhdnvaeddyrensdansdnagnsife nsdnnisdanagnsasidu

o

\IesiledhftyvesinuimanesinaiteuimsnilianinsaneuausswomuiaInskazNMTUAsULUA

YDIANNWINGBNEARITANITINTWRE TS IMazNENLaN NsUTMSEinagnsasidukazlinud Aty

o

nemsAnaulaganagys (Strategic Decision Making) filsiwileuriunsdndulalud nuardu mswmsuims

Banagnsavieorivemnanlusveremveterns augnddnddglunsdeduladnagnsifedin

a

(Leaden) vi® CEO thues Inpiamnzagnsbannizgindsidsia (Digital Leadership) (Phakamach et al, 2023)
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2. NAYNSN15UTMTIANTszuLlediiuuuysannis

sruule@iFanag nEwuUY 58MT (Integrated ICT System Strategy) 313INANINTEUUANTAUNPA
\Banagniganeds seuuledfiiunuuiulgeinguszasd nsrnumsaiunu wansasiuaznsuims
v3emuduiusiudandenvesesdnsiietrelildiuoulunisutadu (Laudon & Laudon, 2019)
fadunagndnmsuimsiamsssuuleduuuysannisegiimnumnefiniandififie nisdvuauumns

o

yesnagnidmsun1suImsinnsszuuledfinilinguszasdiilotmuidneninnisudaduvesesdns
vieliusranuingusrasdvensdnsegudussuy wundndosnagnnisuimsianisszuuledi
quyimmstﬁﬂ%ummmmaﬁwﬁm 2 Usgns laun (1) ussanauaiumalulad (Technology Driven)
nuede nMswawdnenmessszuuledflussAnssmensiduaseinausumalulagluszaunig o
eusnisnusruuledidunisnnsly way (2) wsawdndudunisinluldem (Application Driven)
e Masiuszuulediidurszdndu Enabling Agenda) vesesrng Wievlinsadiunureasdns
fiussavsnmuazUszandualasgadunnududdluyndiu

Phakamach et al. (2023) szyfisUszinunagnsnisuinmsdnnissyuuledfiwuuysannisdn
Wuvdnmsiiddalunsdiugsialaeily Genuimesuddugide nssansuTuagliszuuledi
mndandeumelunarmeuenesinsitoumanssudlediflilunsssnounsdnauls lnsasiedeiy
pumsnannelutazAeUseive miL“LJaSuLLUaﬂﬁﬁuﬂa“UaﬂQﬂﬁﬂ AT TTUUNMINTZNLRUAIDUT YRR
edasmisnuadsuulasueansliuazanuanunsnvosgusadu Kedinsegadesing q wand
assondndunmeenuendumsgsildmnunernmadeud fafusdaiesmenagmsmsuimednns
spuulediflevunAnyuas nausumsiiiiussie maidugsieadellaeviluanudesnsssuuledii
wuuysanmsidanlflunmsnausuannsoudsoonliidu 2 Yssuam 1Hun

1) svuvledinslussdns Fuduszuvledfififestostunsdniunusng 9 aeluesdng
UM Mamane sz MuyeaIng warlasadsesdng Wusy

2) szuulediinmeusnesdnsasiieateaiuledit 2 Usson laun (1) ledfiAuafudundon 1wy
sruularmaAsuuavninsdies Weniedguia npyaneseinaUszna waltimesszrnsuasdeny
wulduMaLAsEENa Yoy aunssenu A19195187L Aanu/aaianu antmuwinadesunianalulad
wagdadeilifendosiumsndnasnisnszanedud Wudu uay (2) loTfludansuvstunisgsia iy
ANFBINITNIIFILUGAAMNTTULALANTUATNYBINITUY ST UVBIUTEN HanFUFTRUTAR LI
Aonssudidiiuegludegiu wazmsnausnilusunan

MINeuHUNaE NS leBTkuUY 54IN13 (Integrated ICT Strategic Planning) e« wnuiiRedasiu
Fnsdnassninenssruuledfiiteliussg Tnqusrasdndnuasesdng ununagnsledfiasgnimundu
dmsuduimssdiugaitelfidummdumsuimsesdnsatelu lumsnasunagiiumsiiusunagys
iemsdamsnigludmivesdnsmdnneunisinviununagnsszuuledi Tnedet1sununagns

Y8952 UU e Nkanalanan N 2 Yallsnvaridennanelull
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dud 1 daudl 2

M ideriaduagiusia | | Jrseanmwindeunistdsyuuleduuuysanns

\ /

ununagnsszuuladi

LL‘U'U"EJ‘ IUINTT
(Integrated ICT Strategic

Uil 5 Ui 3

MsagUNaI WmneBenagns

Planning)

dui 4
ANTUSMITINNITUAZANAUNA I

AN 2 ununagnsseuuleBiuuuysanis

17;11'1: Phakamach et al. (2023)

I Aav o ¢ =

gauil 1 Anuaddeiminaziusiavesnuszuulediivesesdns lafl Idesiel (Vision) fe
ameuanveskunszuUledifiuansisnnudifaiifesnsuandaening uag fiusia (Mission) Ao
msfefidesiuiumsiievhlidevimiussaeudus

daudl 2 Aasgianmuandounsliszuuledfiuuuysannns (SWOT Analysis) u3oo199¢14
luLnaves McKinsey 7s Framework fiusznaudae Strategy, Structure, Systems, Staff, Skills, Style
uaz Super-ordinate Goals Fsazteliimsuanmnsaliuviaiewesesinsasunniii

dauil 3 Wwanudanagvs (Strategy Goals) Ao nagmsitelitimanesnagvsvidemaneiiesdng
FosmaliAn uazUsvauanudidalasnrumuiinihsnudenis matmuadvnednagns
Jaudud fyuavdosdenadasiunmsaiunuluesing

daudl 4 M3UTMsTANISUAZANSAAAILNAIY (Administration and Monitoring) WxunagMS
szUszavmudnianseludasdnisiauilasadansuinsdnnisuaznisinniunaiu Tnansld
mﬁmﬂ’ﬁmmiuazﬁa%’immuﬁﬂL%ﬁ]l:‘f]ummsﬁ (Key Performance Indicators : KPIs)

doufl 5 nsagunaa1y (Summary) 3 wdudrugaviiovesunuilduendsnudnvusuay
paUsznouvesnuTIisINudISavesesdnsiinnmshusunagvslulnuneliszoznaiiimun

ndnitosdnslémnusunagrsdifudlutunouselumadenisnistannssuulediinunsas
AIWRAUITZUY (System Development Life Cycle : SDLC) Tnsflnsdusznaudidgy lewn 1) n1siiug
wagLdanlasanis (Identification and Selection), 2) NS5 URULAYITIUNY (Initiation and Planning),
3) MTATIEN (Analysis), 4) n1seenuUy (Design), 5) mﬁmﬁ%uawmaauﬁmu (Implementation)

wag 6) N15U1593n®1 (Maintenance) MANAIAU

o
o

AadunagnsnIsuImsIanssruulednuuysuinisiueagdaldisluuulasaianedi

9 Y

(%Y

ellarduegiunmsussendlduaunagnsimunzauiulasaiwasuunuedodnsaig lnenagnsng
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Jzfod Myt mungnsmanslumsadunuuasinmsinmuegaiuszuu Smtadadodinsisy

waianielisruuinansesumsidununagsian s ingUsza ileysgemuduadilsosiades

LLazEQJLqu (Ekiz Kavukoglu & Isci, 2024; Alhassan et al., 2025)
ﬂ’]i'ﬁf\]msﬁﬂﬁ]ﬁﬁﬂiauLL“L!’Jﬁ(ﬁﬁmdg]l'mﬂ’]5LLGUIQSIQJJ‘IJLL@Sﬂﬂ3‘1]38QﬂﬁisﬁJiSUUlasﬁﬁﬁlﬁﬂigﬁﬂgﬂﬂw

sy o &

dwiuesAnsiy HANYIAITINIIVTIMENNITVINALNSNFURUS AUNSNNTUIRNTTIUAUNTBULUIAR
veadnumstuindeney lufidvenaninsovumaniduiusfulunavedluia 8 nesines
(Michael E. Porter) A1m519158 L1 9u®1IN818 881521357 (Harvard Business School) 15 8138111
“Porter’s Competitive Forces Model” wasimasldwalumaaiiionsgian1iznisudadusuand
Fanndl 3 Tnwesrdnsasyszavusmdndulunisud sty (Competitive Forces) Tudusng q léun
1) guassnanguvsiuselmifidngmann (Threat of Entry of New Competitors), 2) §1u19n15re30s
vos518¥adn19uAn (Bargaining Power of Suppliers), 3) 81u19n190 85099095 F ovTognén
(Bargaining Power of Buyers/Customers), 4) 154947458 1119790156119 9 luaingnamnssy
(Rivalry Among Existing Competitors) Lag 5) Q‘UaﬁﬂﬁLﬁmmﬂﬁuﬁm%au%‘miwmm (Threat of
Substitute Products/Services) Porter (2008) lituaguuuureanagnslunmsasnanulaieulunsudsy
wazfugaisuduresnniuszgndldlunisuimsiansesdnsuansdsnin 4

(g v

(1) nagnslunisiduirsmudunu (Cost Leadership Strategy) 83Ansasasfunlilaindud

U

W30UINsNAtuANiAnvegnAdidnuaeiugued19lsuaz A suInIsNsEUIUNSHARTUA

nsouinsuulidisunuigalugnamvnssy augu ssnad1Udndndlugjveseisniegieeaunin

a o £%

(Wal-Mart) aseiusiinsniegsiafuadlagtiieinagninisusmsdnnissyuulediiuuuysannmsunld

v
IS o

Tunsusmsadadunuasseuuinge inlvanansaaueusdualusaiiuwagatuayunsniidugsia

wUUTIALSI LS oenadadu

Audstuseln
(Potential Entrants)

. . N l quaTIAnguistuselml
OITINTIRTBOR (Treat of New Entrants)
(Bargaining Power of Suppliers) > P
Hane e = :{miaqmum'wﬂsau . .| nagnsmaitudridudunu
? guisiulugasunssu i{e AgulesEUUgAEANSSL | (RO RNARBMANTI | o cadership
(Suppliers) | > ) « N . (Differentiation Strategy)
(Industry Competitors) (Buyers) (Industry Wide) Strategy)
mIudsuszwinmagsio a"mwmsﬁasnwmﬁa
Ut Bz T AT (Bargaining Poner of Buyers) . ) L
(Treat of Products & Substitutes) T JUUBIUULANIZAIU nagnsnsiungudmang
o o = . (Focus Strategy)
waAAITLaZNISUSNITVIALNL (Particular Segment)
(Products & Substitutes)
=] I v v sL W i ¢ v 1 [N Y W
AN 3 LULAALIINANAULUNITLIIVU AN 4 ﬂﬁq%ﬁﬂ?iﬁi?ﬂﬂ’)’m ALUIYIUATUNTITUUITU
= =
Y1u1: Porter (2008) Y141: Porter (2008)
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(2) nagnsaiiamLLAngie (Differentiation Strategy) N13aSNAUAINITBUTNITVBIDIANT

v '
L a o = v a1

TidnwauelanwiuwazLana1991InTeeRuedu Tnsduivsousmatuenalidnuaziansdingudsiu

Y

v =

Lianunsnaenideunuuldlasie uazoraviliignérfafalududuasusmatuswioiiios dugu
U3t Buand unan1dn Bumeslnsd (Usemelne) vie HPE fifmunideriamifidaiau Edge to Cloud
(ms\Tousevesgunsaitolesing  wazdinisuszanananduitngssuunaind) uaziiausluinagsna
Tudnuauy Pay Per Use lanumaiisuuuunismesgunsainman fefugnémesaanseldougunsalsing 4
laidagumeidauas 1W@snines wileanudl in3evie sufseunaiadusig o lnsAnausnisduly
Tuguuvuaneaunisléauas Faild HPE Ussauanuduialunisdndugsionazldiussda

a o

Best ICT Service Provider Award vasUseinelne 2 U finsaiy

o

(3) nagnsidunguidinung (Focus Strategy) n1sidennatailmunedmsuduavseuinig
fifidnvaruauawdolinamanizd Surdgudsiosaudivosrihanmamanatn Tnenagnsiinagld
ﬂ’J’lllﬁLﬂiﬁmﬁ@ﬂ’i?ﬁiLLﬂjﬂ‘ﬂJuﬁﬂluﬁﬂuﬁuﬁ’]LLazU%ﬂ”li AU WIANT “ Patek Phillippe” @nganums
ATlEenss A Viuasty uaznuusedln sadssasud Rolls-Royce Mfufisanumgnauaznouland
unAsugszaulan s

lunarsewnaudsgadagdu Wnivinisaiuniseatanaievinulavensuuifnveinesines
LazlauensouNARlTFenI meuusmandusunagyis (Theory of Strategic Thrust) BsfnsadanTs
fuussndndusing 1 Tnsmsassnagnsuuuysanmslédualui (zhou et al, 2022; Kumar et al, 2023;
Peltier et al., 2024)

1) nagnsn19a319ANLANAIe (Differentiation Strategy) Ao AIWAUIUNeT 9z as1 9B uA
vidouinsvesmiliiinnuuanmsluanguimieanmnuldiusuiFesenuunnsiisvaguas fafoens
¥4 Albaba uay Navistar il nagnslunsiinsgiigndnildnuamnsvinudiofiduuy msnisnann
Consolidated Freightways Way Grab filinagnsmsananmaudsvesszuvooula

2) nagnsn1sduriidiiusial (Cost Leadership Strategy) Ao MIRauuneisznatedu

a v = v

HHAnAuAILarUTNIITIAE a1 TuIeN1s BNTIamYeanstiema el InrndudnsegnA1veuIEn

L] U
¥

Tumsandunuvieifiofisfuyuveagues 1wy Levitez Fumiture Ieldszuutiemediunanaiioansiuy
Tunsdntouazannsadufihdusaesines Wus

3) nagnsuinnssu (Innovation Strategy) Ao NsAumrumsludlunisvirgsfauazinliin
WannmsvesdufuazuIng ieenaviiliiAnmsynaaaiiduening (Unique Markets) dedsaliiiin

NM9UANULLUAIREINUINADNTEUIUNITNIINARLA TATIMUNBAUAINTOUTNNT AIIBE19TBY Samsung

Y a e ¥

HAndnanivinuefedudvaswadantuiayiuildnaensiunmsasisuinnssuausniviumueudomns

U

vasngugnmuagldnagnsnmsnaauuuduiusiugna (CRM) (Wu et al., 2024)
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4) nagnsAMURSLAUle (Growth Strategy) Aa N15YEEAIRINITHANFUAILAZUINITNTD
msvenemameenlugnaaieUszma nsadsdniasiuazuinsln o Avanvans wiemssndud
uaz3msfliAedostutsneiu Mo aes Amazon uag Albaba iveneminaasinudeuazeUndLAdy
(Applications) tieasunnunasyiulnedsdeosauielagu 1us

5) nagmasnaising (Alliance Strategy) Ao MIassmnuduiudideslasiuitusiinsvnagsiariugndn

o a

FiavnAudn quds uTnw uazuindu 4 armideulsavdrienarudinissisfians msdeianis
N133WAMU N1FATN “USenialionase” (Virtual Companies) #3eMsvindennasaiassdunsening
wmhegsRafuRudumenad fdegenguiusingsmdu Star Aliance Fudunietneusiing
aensluneusnuazvunelvgfigalulanilinineinsssuulediitasuieinmsnaauinnsnistu
sewindsena wagdieg1aves Apple way IBM Aidluiudiuiusininnelialauny (Great Partners
Bring Great Possibility) lumsndngunsaianivivuasioumesvusiudihifiuniiulavedansudstiagu

uaNaINtl Eze et al. (2023) uae Alhassan et al. (2025) Ieiiauensouniaguuuuansgu
dmunsiannesdnsiiioysganududaliasunnilasnisysannsssuulediinifvaidestu

P '3

M3dan1IALS FellesAuszneud1fg (Key Elements of ICT Framework) 7 3aUsznou Al

Y

1) mMsffiugua (Governance) nunefia nagns wwavng wdnn1s waswuIUfua Aluuuamnia

£% = a a

Tumsuimsdoyalediifigndes fiusyavina uazfunseudmiumsdndulagunsiamussuuledi
iy unussruuledidnagns mauimsanudes msdatedadng msnsmreaeuiauszavsam
uwuMsIANAYNS Msdamninenssyuuledi uarnsufuRanuderiiun uassuwuunmsdam Judu

2) wuiluazimelilad fifnt il (Emerging Trends and Technologies) anedls msfiansaniia
wulthuazmeluladfiiataulvl Saduamuimenaslenmadmiunisuimsiamsszuuszuuledi
uazVNeINT waznsdsueuunsszuuledilueunan 1wy Aedsan (Social Media) aunivilviuiazgunsnl
AamAoNfiane (Cloud Computing) waznsusnisesular \udu

3) s¥UUgIN 9T vrUazuoUnaLATU (Business Intelligence and Applications) visnefis N15AvUA
szvvrerdnsuazueUndinduildegludlagiusiudauuwliunisldaulusuan Wy nmsesniuy
waEAnNgeNLT MIUIgTnwiayNMIIANTSToiALIS MIIRTIEiNTEUINNTNeEINY MIYSANMSTIUIN
YoulALarTarimunveseniuag managoulazmslinuBgn uaznsuimsmaivasunas Wusdu

0) Tpssainaituguuesmalulad (nfrastructure and Technology) vianeis M3 wualassas1eiug L
yesginuriuaziaioviililunisliuinmsseuulediuvunaunan wu Tassafrauazanntnenssu
mMsfeansuavnisdanisedevie madmiudeyavuatng nsdnnisdunsngledi uasnisesnwuy

LLazﬁmmizuuamiauxqa Wudu (Qaffas et al., 2023)
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5) mm&iaﬁanmqqiﬁa}ﬁm”la%ﬁ (ICT Business Continuity) Mangiia nsfiansandsianssudisnidiums
iielfanusavimihiivdnuagliuimsssuulediildedaiussansnmeunszuiunmsdanisanug
Wy nsgAuTTUL NMInunug iy nsdisesdeya n1stiaesuuy Anwddeu nstAuteya
warnIsnevaueanidy ludu

6) AnuUaBAsiy (Security) vaneds nszuiunsundestoyauazssuuannisitna 14 daudas
Wamevserhanglaglilasueune wu nMsdanmsadiis mssusesugndes N150TIeeU N15ee
AnuAnTAALaEMsIRUALDY Tfsnnasafesumentn Auwndex 1esetnn waznsieans Wusu

7) msdanslasans (Project Management) minefia guiuumsmausuiiedaszifounsmuny
wagmsiansninensifielviussatmuneidunisiams Wy MsEudy Mseuay nsadunis
MSIIBU NMSATIVERY N13AIUAN kazn13UAlAsINTg lusiu

osrUszneumatansndunseudmiunsimunnagnsnsuimsiansssuuleduuuysannis

& v o '

1nedId1A YRR 0IdINAI199AUTENOUNINUATOINTOUIIUA A LA UNUS A ULaZAITN AT

peRUsznautudanuduiusivegtlsdoasdnslduasdniunisnunsovtiu Inglunisfd

fa1nsU

msthluldsesondennusuiievesynansluesdnsduddey

wwIRAN gaTUNsTANIsANS I e s AB s nsg AT uLAR (Knowledge Management
Concepts for Organizational Development for Excellence)

1. LUIAALATRIAYIENBUVBINITIANTTANS

“aug” e Yadudrdylunisadrsnnuldiuieulunisudsdust e e umszanug
LaTAILANNN5V8I89ANS (Knowledge and Competency) Tutdudunsneaineliiinaausleds
wazNISAUlAYEIAAINITUALTIAANAI 9 i’mﬁgdmsﬁ’muﬂﬁ,ﬁmui’mssuﬁmﬁaﬂdwejLLédﬂsﬁ’u’Lumam
fadnanfidn “aufdounasvesuinnssuuasuinnssunduuvawesniuslng 7 duies 91ndinan
%84 Peter Drucker 7131 Knowledge Worker also realizes, and rightly so, that the organization equally
depends on him” M%ﬁﬂuiz‘uumwgﬁﬂmimmﬁﬁzysuaqwﬂ’m’mﬁﬁmmiuazaqﬁﬂiﬁuLﬁWLﬁauﬁu
owinsazdasiiamendeniinaumeniinuiy (ﬁ”ﬂﬁfuaqﬁmmiﬁwLﬁw%‘wmﬂiﬁﬁmmﬁqﬂiuﬁ’mﬂaﬂ
Hagiuianansoldlunisarsdnenmnisudstuielmifnnnalfiuesu lussuuiasugialnl dedu
i3sdeaseuifnvinazyszgndiiied lultusslovinensaiunog1adsdu Peter Drucker naain
“msdanseufiludemddyresmsianminnunelussdnslsfisnngmmwannsa fdoyuninens
filnargeamluszuiyuloniimd simunlugdeuwisanug (Knowledge Society)” (Bashir et al, 2024)
nszUIUMIIANIIAINY (KM Process) fifiuszAvsamiinusznaudae (1) matstarmg (2) msada
wazhaIvnANg (3) MsdnifiunarTusan (@) mswewnswazaeven way (5) mathanusluldusslend

pgnaduszuu Inensyuiumsiiinvenediamiduseans nmmnmsadiunu msususlndiumsiasuwlad
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auuuresdurosluuazuuunanlay wazmstuiadouuiansaluesing msussgndldmadnmaenng
ThiuusslenifulsmiuddyresmaiunlilinamuingUssarvdnvesesdng dadunmsiamseanud
vi3o kM Fuduedosdofiesdnsuazyaainsannsnilulivsslonifiosnseiunmsufifnu s
MIUFUURNTEUIUNT WARASILAZUTNNT NMImeUALDInIFBINT MIUFulAsuTiruaR (Mindset)
warn1sfmuafiensesgsiafivAsunadly Sniaftotmuinisuiledgmogisadsassdsudy
nmaifiugae (Value Added) Iurgnén osdns wawdlidnlddmdeynngy venani msdanisanud
Duninhded q ddegianislunazaisusnesdnsuiimunduaiss (Domain) insatunsey
waztd1uunen19v119U §ﬂﬁ§§huwwwadaLa§muazUﬁinuﬁwmaanuvnqﬂzymw (Intellectual Capital)
fiftneluesdnsdeuaniudsusous itasraumsnl afsuidiiusidenlidussdnsiifimmndooms
Pewmdedsiunaziu fimsaisgrutoyaniiasuunuiiRsmiusuindundedyu saudamsduny
wmaLidamuazamsaszyfeisuuaiidudasely (aia et al, 2024: Restuputri et al,, 2024;
Chaudhary et al., 2025; Marvi et al., 2025)

2. asAUsznaUREIRUNSUIIMIBIANStaAuTuEA

aarUsznaudi ddnyfiazdaeliesdnsanunsaadrmanisanduauidudea Saudedy
wazanansnad e lduisumansueiuliiduigtuiarluewan nedinsdradsmuedeundn
Yo TI9TaRMN MU (Thailand Quality Award: TQA) Faluniaielfesdnsussqitmune
USudgmadns wasifindaauaunsolunsuddulifinnuasoudsduivesdnslussfuumnna
ieUsuusauazlilfundmadnsiiulnegnadsdu ssdnsildunsianuamuisnilasunssonsui
\JussAnsiunuusEiUUsEINA F39sUsznoudeiadefidrdny 7 fuuszneulusie (1) fihesdns
(2) M3tvuANagNs (3) MIVIMIINAIFURLS (@) M3ianamsaiduani (5) yaang (6) nssuiumsvineu
way (7) Naans (laia et al., 2024)

Hagtiunsidsunlamesiiafouindeusig q fannneluuas meuenihliesdnsansuvs
Fosimsususiemegraonnaessaiiles damsususvesesinsiiteaessuiuamimelusuan
NTUTMTTUAN 6]”Lé‘fﬁmsﬁ@umLﬁaﬁnvl,ﬂfgjm’aﬁ@umaaﬁﬂﬂﬁﬁﬁﬂamwmiv‘hmuqﬂ (High Performance
Organization: HPO) v sesdnsiiiudn davanefesinsiisimmudaveugs flannuannsalumsideuas
anunsasuiiefuusesnadiusna q leanaelukaznieuenesdnslamaedausssuesdnsdusianien
slvwiineiiantenswiu minoumnssduiusimmgmiusesadaaflumsiuedoussdnsludamii
Tnefidhmnevsegnsulunisvinuegiufeaiu Sunusesuiuan1inisaisng 4 sg1ednau (Hoch &
Brad, 2021) fmslemeianumsaiilasnsndmansenudemmhauanseudiunmpmeniliaansn
UjtRmstaussgauingUszasdlsiosnadiuszdvsamuasUszavina vneflanisnenindussdnsfifidnenm
msvhanugs Ssuuuumsiivlaegnsiiiendnual uaraninsaadimmdsduvesmainusmiluszzen

(Rangsungnoen et al., 2024)
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3. wudAnneafuTedtesdnsuisauuiéea

oafnsuismaude (Excellence Organization) vi3esdnsiidawssauras WWussdnsiduseavinm
lumsihnugauazaiimsiannanudnuasunyfiiamnsafiasuunasldnuanumsaifiasly
fmsdemsriuninnuetneiiis fimsuimsaumunagriiitelsilinanm Tnedihesdnssesdimsuimsnu
Toeflanuevguuasiirminaiisassanozimiesdnslugesdnsuvisganmls TnefJeuldinsiinses
wazduasizvdudsludussdnsuisnududealaednnseuguuuuesdnsiidanssausas (HPO)
494 Phakamach (2023) waz Alanazi (2024) 314 1flesannmanzivesdnsiildlunisdnu dadu
snsulvnjuardieuaseuruzal Swninsnaguladeddnludumaduodnsuisendude
Uszneudae (1) nsaadvmnedivime (2) ssdnsdarfonsinfidnau (3) msvimsaumunagns
yitsasdns (@) madenlediusing 4 inisesdns (5) esdnsiimuBavgugs uas (6) nwsthszuulediiuld
HurdosdlondnlunmsaiinseunisiBeuduaziivle

4. wurAmfBafUaNvAIzasinsuisA T uLEH

anmuandeureneusnuazmelussinsiifienuAsundasegsmeniian faduruidsuuas
finegemng daududou mansalaamiildenn sliesdnsing 4 famasguasenaluiiagtu
FeasudangnasaauazmuuImsiauiesdnsliidussdnsanssourgevionsdnsiiiiuide
(Excellence Organization) #adusingmuuaziunnisiiddnyiiawvilvsdnsUssauarudisaog1ed sy
Phakamach (2023) uax Alanazi (2024) l@nanasdnvaesdnsuieanuniudeddeseiddaysd
(1) msdeansenadame lnsesdnsdosidenndlunisieanstoyatnansing o sndainauluynszsy
sufeidnildemderiiedng 2 matwunideimidmiumunfiensmssuiugsielueunes
vo3Ans Tnedosamnsafiorairaussiunalalunsidusveminauynauluesdng (3) msdans
psdmuriensdamsauifiiunsnusesdeuiifoglussdnsdansyianstareegluiyana
vislonasuiannliidussvuiielivnaulussdnsanunsaiifisanuduasWannnuedndug’
iamﬁu’wﬁﬁﬁamlé’asmﬁﬂisﬁm%mw (@ anasasiumsufiRou Fadumsiuannadnuuslunsuanseen
fennudslauazsufiaveulunsviminfimsnudisanufivsweneunasnaueanuidiieliaudnsa
mumne (5) lnssaduesdng Wussuunmsisdedeasuazsunadsdutynildoureaunasnguey
shefuiievhnuswiusuussaynidmnevesesdns uag (6) msvhaouduii Fadunisie
wuusunsesalafulussuufndinisnatmnouasdnsufuanduidasuiunaonausiuuss
Wielsussquiimnaidatugarmdisa

n3aiAnw" (Case Studies)

PnunRauesvguiluaeiafind el fiansisemng suuuy uaenalrlumsuims
FamsesdnsasislmilasendonszundsmsiansiBsnagniuasmsdnnisanuiiannsatanssgndly
Huedosdiolumsvimsdanisssuuledfiluesdnslidusy A amuas sy Avdratiuanndu vatoil
wthiauensdlAnwdadufegwwesuituaresdnsiivszauanudiialunislinagndmsumsians
szuuledfuvuysanmslaglimstansenuifiysdanuduiasneasdonseluil

< = o S 7y Y ¥
ﬂaqmama’mmsmmssxwlawuwgswmﬂmﬂl%mmmmsmwg

samsiaadnsganududagniiliia

80T°8ed



Pagel09

M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

1. U3Enlywn wiamAsy 311in (China Telecommunication Ltd.)

Ulnn wianen $1in Wuuduumunisudauaznsdeansnelug faelilanhd) 2566-2567
elsusuussmsdiiumilasnsihszuuledfwuuysanmsntdlunmsdiiugsio msufuasuesdng
Taenagnéiidonldaziianunsmu (Robust) duiald (Relisable) wagtimnasdnsludrathegnasiuas
TngorfenalndumIdanIsBeanagnsNIuTMIIANssEuuleBihuuyY TS UAENTEUIUNSIANTSAINS
Tnoflosdusznauiiddty 8 g leud (1) M3Anwinusion1suesgsia (Meeting Business Needs),
(2) nMsidenidnefivangan (Most Appropriate Approach), (3) anuansaaiunisidnnmsteus
Oﬁchevabnhyl(4)ﬂ73u§a7ﬂ(ﬁ¢&xdabnkyl(5)ﬂﬂﬁa§ﬁﬂmaqa%a(ReaUsnﬂ,(6)ﬂﬁiu%w13nWﬁuJ§auuan
WaALLEES (Change and Risk Management), (7) ui’mmwmﬁmmsmmi (Innovative Knowledge
Management) uaz (8) n1sldnseuuwadanisiiiulnegsdsdu (Sustainable Growth Mindset) 1ugiu
(China Telecom, 2025)

N1399NLUUNAYNSN15UINITIAN1sseuLledfiuuuysannmisiagldnszuiunisdnnisaiiug
diensitmesdnagauduidediendosiusznauvionalnvia 8 ag1e namautumadiamsdans
mnuasielmivanaianmil 5 Aumsduiugsiavudwasmsdoasinsauunaugielilon maasy
naneidudirdunisvudaaznisdeanslugalvivedlanlunardusiags Taediyadmanisnain
gefignlulandusy 1 Tnediyad 314.56 Wuduneaans wagdiglduinsuinndn 400 &ueu Taenagns
finanunanunsanasmanulfogsnaunduiunalnnsiaunsyuuledfiuasueundindumnaisliloun

wiaray Wudimnseaiauaziasydulauauiadagiu

The Classics § % Customer
) Suppon
Knowledge Sharing ﬁ 1 & a :,~
and Retention ﬁé h,

N S { Selt-Service
@ @ 5 Onboarding
= and Learning
< ¥ ;\{\
e g a / x\ o
Idea Generation @ Regulatory Compliance s o
and Innovation and Preparedness - /
L Ity 5
The New Cool Ones —
Measurement | 3 \
and E'ﬂcacy l
Q, . ‘
Getting the Most out of 9 Content Assembly

a Digital Transformation and Customization

.W‘

A9 5 msu%mﬁmmﬁzwla%ﬁLmuysmmﬂ,mafl%’mzmuﬂ15%’mmsmm§maﬂmmmLaﬂau
#11: China Telecom (2025)
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2. U3E wasud duaans 311m (Airbus Industry Company)
U3¥W Airbus Industry LJuuSevinania3 eseudeiniretunazevlsunsalvemivglsllned

AL AYNABUIEW Boeing vasUszwAansgainsn ddminnulvadegidiewnas Ussinads e

B

Airbus Industry Juiduuienguaniad osTufifiselddusivassvedlan wazidudnanglsunsal
Susuwilaveslan Boeing Aerospace Support (AS) tluasdnsiiiiudrumisvesu3sv Airbus Industry
Faduifdnuazdmienieddu wanfasiuazuinmvdnues AS 1 6 s ldun Fmflneusuiiieadosiu
n13du Auerlnauasdeyafaunaia d1un1susulseliiuade (Modernization and Upgrade)
autdenUsazARKUAY AuNsatiuayu Contractor Logistics kagAuNsatiuayugnAnaany9yin
voawdnsasi AS fszvuntsdanisarudlnsutadu 3 duneu Tdun 1) msdumesdaruivesesdns
(Organization Knowledge Assets), 2) N13818louadAANI U1 BeANT (Knowledge Transfer) wax
3) 330lATIAs9D9ANT (Oreanization Structure) Fadunsdalassadrauasssuvnuiielseliiin
nsuanivdsuiSeuiuazaenenasdnnuidatunas iy

na1laeasyledn Airbus Industry @1unsaldguuuunisuimsdnnisseuuledMdenagns
AsBUARIMNENULUUYsANMEleasassduIanssiommsuliagiaue Snedalinmsldmsdamseng
lewmanduendnual ddinavilimssidunsvesiismannsaisaegldedwieilouilusyezvdann
wnmsahedestunnazaiuanudulnliusdmduegiannfin

3. Industrial and Commercial Bank of China Ltd. (ICBC)

ICBC Bank huantunsRusidumslulssmeduiivgfigaiulan laefimsamusnnnin 30 Usue
Tunivglsy awsn $Win wastorde WeRinsanandunindsuuazyadmanningmunninain
mslFUsmamamsRuiinaaanes i sumsmdled Ndvsuia MmsdanisAuning uasmsusziuse
artagiuegiuszana 200.46 Auduuim msuimssuimsiisuuuugsianaznseunisindiugua

[ £ o

Y
Y
A o 1 o & v v U9y Y U o a = a < v

Amdagnriimenazindudesdsudmbiidiiudanismsivisusdaimamalulad gusmsindudies
anduuleuigiionianisalazdanisuansenunuasygnawasdsnulaglduinnssumanalulad
nagnsszuuledivildsuniseenwuuniiiesulieduanuimemariluasioilunisaseszuuiig
winN33u (Innovation Ecosystem) waztnalulaguunlvaessuiais ICBC lnefiusziaudndny loun
1) MsUsunumenaauaulszaunisallusda 2) nsianudidyduimaluladadslvduinau

¢

way 3) NMIaseeudsiulaedninveunsegnaRvialiuaual ICBC Winuaussnudfeyuenagns
Tnidwsumalulagnisdeansteyanasiegnisldiaiediossuulodiuansianind 6 uay 7 asulanail
1) vnmgdn1sasu laud Tassadranug walulaginsevielvl winnssuansndn nsuinis

Joyav12e1s NsuUsgUiazn1sA
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2) wunliuddy leud mswAsuulamuugundumsiaiia (Digital Disruption) Maiiulemesdeya
ogamani3a msldndsnuilifintu nspualamata wegnsiewivesa

3) avmvinmeiidndny Tiua msademnusivlalumsmieusuledd msaduayunsdiansiu
dwuuimsle® malulafadisl maviuiasusumdsny waznsuusngsudeuiudanaden

8) uwAeuazunnsaaluel Iéun msufusumedaiuanuszaunisaioud madanisemnng
finsends maadearusufiofdndsdedunelusuas magaduieatumaluladuasutanssulml
walulagdided uazuseansammslandenu

MNUARLAEISURTATI I WA nd 12111 1CBC Bank anansausuaussournsdldugsnssu

mausmslansaduasinafuladududuniiovedan Ineluuasiuuniainisduiiddguesianis

wargINITEnIUssnAeg oLl Iuu

MAJOR GLOBAL TRENDS SHAPING ALL SUB-SECTORS OF ICT KEY INDUSTRY CHALLENGES IN THE EBRD REGION

DISRUPTION OF ALL SECTORS BY NEW s To ensure the readiness of the ICT
TECHNOLOGIES sector to adapt and benefit from

progress

To enhance access to finance for IT
ﬁ/ll RAPID DATA GROWTH service and new technology

companies

3 To introduce energy efficient
~ CLIMATE CHANGE technologies and upgrade ICT
infrastructure

O Tc
7N o narrow reglonal and social gaps in
N WIDENING OF DIGITAL DvIDES access to ICT services and skills

2t To Improve the policy, regulatory
@ (GLOBALISATION AND OUTSOURCING and governance environment and
2 market structures in the ICT sector

AT 6 ununagnssyuuled@iives ICBC Bank

fi: ICBC Bank (2025)

.7 -

00000060

RMB Depost Rate RMB Loan Rate FX Deposit Rate Weath Trade Fund Trade Bond Trade

Products & Services

E-banking Bank Card Personal Loan Personal Deposit Gilobal Market

Bill Asset Custody Commercial Draft Discounting Collection Service Bill Winner

Professional operation and more value-  SETpie and Convenient operatonal A convenient service for draft hoider 10 A ful package of products inciuding bils
added services. procedures. collect due commencial drats. custody

A 7 fegensidiaiesiloszuuledfives ICBC Bank
fiun: ICBC Bank (2025)
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MnmsTianzidoyauasnsdifnuniindnuimuanui nagnsmsuimadanisssuuledi
wuysanmsleglinmsiansanudiftomsiannesdnsgrmundudn wfedesiunagnindnvosesdns
uaridsslominensdulssfunaiganuduiadeiolul (Alanaz, 2029)

1) nsUszenin1siduinnssy (Innovative Applications) ninefis n1sUszynalduinnssy
wazmalulaBieatuayunagvdlasasaududeliiuosuesesding

2) 9175994n1548 97U (Competitive Weapons) nunefls szuuledfiazyielidueysves
NSUUITUYRIBIANT

3) nspUauMIABLIUAS (Changes in Processes) Vgl izwla%ﬁaﬁuayuﬂizmumimﬁauLL‘Uaa
magsiafiwlannnagnslidudeldvisulneiiditinnnudisaediedaan

1) fdeulvitusiingynansén (Links with Business Partners) nuneia szuulediiusudon
Tusinsnienisilaegaiivss@nsnmuazUseansua

5) nMsansuyu (Cost Reductions) vunefis seuuledianunsavinlissdnsnnudnaunsoandunu
Fiminensing q melulazneuenasdns

6) AUFUNUS VO AdeUazgnAn (Relationships with Suppliers and Customers) #3188
szuule@fiannsaldaiemuduiusvesifdsuargniiiioadssanfidsundas

7) wandasiuazuinnssalyal (New Products and Innovation) ey asdinsanansau3ude
msasususzuulediifingeaaiieainsdadusiwazuiansslmifidurnudomsvesmanaoe i

8) N19d519AIUAANANINNA1NITLYITU (Competitive Intelligence) wuneiie syuuladi
ansnaIALaaIANIeEIATlaeNTIUTIM M eideyaiiAsafundniaeiveanan guredu
LavanLIndoNiUAsuuyag

wananfdananaladnidi Wedin1snnunuiazatidunisesdnsgsiveg19iuds nsitdugua

o
a

warnsumssanisauled ifuezdnududeunnnd dulusnuazdanuddysessdnslugu
msdndulaaamu Fsoradinudesiuujifinisuazamisanovaussoguisneluildegnesns
(Adamides & Karacapilidis, 2020; Kumar et al., 2023) ﬁafumamLquﬂaawﬂa%ﬂImeﬁ@ms
mmsamﬁ,‘wmuu aliuselomifidayasy 3 Usems Tiud (1) weliladrudmnemagsiaaziianiy
aamﬂaaaﬂuemmsﬂ,‘mLLmuuummuiammmUiumﬂmﬂawmaqaﬂﬂﬂiamwmw (2) msfiszuuledi
annsaysanmseaduiluisazinun Jsazdreliianunsadnnisanimuindenlediildnamiedns
Tavdamalsimssmuanuiosnislumsuinisvesgninuaziinmufiselesgaiuiiioasranming
(Brand Loyalty) siolu uag (3) Msa¥amnuduiusiuiuniussyinsgsnauazunnledidedanugeiy

sonagmsledit iesnnifidulddudenddyimueiidusnlunszuiunmsuazmsiFoud
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vhwfiaatiannsoaguliin medanssuuledfifanagvsuuuysanmslagdnssuumsdanisanug
L“T;Jug"dLLU‘ULLa:ﬂs:mumwﬁﬂuﬂwﬂ%lﬂuﬂaqwﬁ‘ﬁuaamiﬁwmaaﬁﬂﬁjmmﬁ‘]waﬂ (Sulaiman et al,, 2021;
Korsen & Ingvaldsen, 2022; Bashir et al., 2024) lngaaserdousnansulunisaniunuainynaia
dallussdns lnslamzegnadafuimsidesdafiunimddnuesssuulodfinuuysannisesnauyiass

neudranansaivuawuleuelagldnszuiunsdanisanudinensussynaldiiinusslovigean

aac

AoRIANTTUNNTIATIEIsaaiwaAniuldeg A

unagd (Conclusion)

v

uneiinanisnagvdnstimsdanissruuleduuuysannisiasldnssuiunmsdanisarug
Wenmsannesdnsgaruniuda laefidemizuanniniuaueiauinisvesssuuledit szuuledi
Aumsidsuuasesdns msdanisifanagnd anumuneuaznseuLAnvessyy uleTMiBanagns
waAaAgfunsansauuar s ldly wnAnisitunsuimsesdnsiionnaduida
nsdifnwiesdnsiidnagnsnmsumsdanisssuuledinuuysanmsivssaunadauazuansiiiiiu
Warnnsvesnnadudn sawfensdfnuesdnsiifinisussgndlinagnénsuimsiansszuuledi

o

wuuysannsiumsaeenulaiuieulunisudsiugafisia

q

a

Nndayalumidennanmnazdunaldegisdniauii Welansyluduindeuinsiisuna
sgmndufeunnauy sdinsudsiuresnuUssmelundinsiasndudunssuailasuauaule

° v & s W ) & ° v 2 |
wazgniualilludmuneuazenseaansndnveaniswaunuszsmalaeialy vinliesdnssng
¥ U LY d{' v ] o ¥ 1 (v wa -:l' @ v v
Aossudmuiieliiegseauaraiunsavitauldedednlud® Inedlenulgmiaunsaudtamliies
wazuImsaulaies Meiliivelviussagayanunelaglifessesuidslunisandunuusasasuasiinig

= o Y a v

novauadlasdundusionmieinsvesgnAwiedFuuinaduddey Snisfuimsfesuimsnsdng
ThAnduesdnsfiudmsnueld (Self-Organizations) Imaé’mmmmﬁmﬁﬂaLLasG&Jui’lﬁLﬁdﬁﬁum’a
nsudstuisuusaar TG sdsfognaudunsnainuuuiainindedy ssdnsiiduiadanlng)
fmsusruuledviussinnang q nldlunsadunuuasuidaymlviiausnsuasiivsyadnsam
dduanmmsaitlagiuesdnsvieiansle q Amuindanmmsdiiugsieniinsuddugsesasiilidn
ssuule@iuamaliladislodagninnltiduesesdiolunsaemnuliiuseulumaudstuvasesdng
nsouuwAnAniUsTUUleE T nagvsazdelidlafimmiessudlediintisatuayugsisldedils
TaendegansounmnAniduiusiulunaveanesinesaolunalunsudsty Fsagldlunsdanisiu
wsandusauAUKarNITas AN liSsulunsudsly nannsddgresnmsaiiunagnsszuuledi
wuuysannsivszauradniianariesinslivgarulubeife msdamuasianilasadefiugy
uusUiiivue MsdenusunagvEivaNyafUUS UnTeswesdnssmAmsdaasumsiidus muesyAang

M muAkUNagNSANsezaenawUtladu 3 vtin Ao uiusvazen (A 5 U) unusveznans (1 89 5 U)
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wavunusverdy (v 1 7) daunsiuaukusuanudAyazeUaly 3 sile wWuii Ao ununagns
(WeIdevimd) vi3e Strategy Plan wuwium (Weuleuie) vise Master Plan uagunuu s (Beinguszasd)
vide Action Plan \Jusiu TnedesilsishiaadeSinauesammmussmadussdnsiiduamiuddy
(Schilling & Seuring, 2022; Provance et al., 2022; Rahmati & Jalilvand, 2024) uaﬂmﬂfg!’ PNATUANY
findmsnannsouanslisiulein nagnsmsudmsdanisszuulediuuuysannstaglinisinnisanag
wienstmuesdnsganududaduduussfudidyeg1d swralunsdnviuag i lUu§ U
ilelasuaussaurvidednennwesesdnslindeudmiunisudedusgaaiuas msaiianuldiie
namsutsiulunilangafdvia ogdlsfiniu osnszuulediivudgunsailediiving 4 fdnuuzves
maAsunasesmind uasdundu dedufuimsesinmnuismsagdodianug naeud nmaseiing
waznnziilunsadndusadnstilugimuneiitetaelsinisy foRaudunuusnluffnuiauins
vosszuuloTfuazguuuuiimsdnmsanuifiasundaslunuaniunsalvedan
Tumeugaineldnanisnsdifnuosdngding 4 Hanmasguazienvu Tufisesinigsnedilad
msnauunagslumaszuuledfiuliauivszauaudisanufnalmitugauduae vidlsiesdns

Annsseuiuuuiivssdvsnmuazneliinyssleviaadessinsiioddaruludmogiuiase
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ABSTRACT

In the digital era, online communication plays a crucial role in shaping consumer behavior.
Online influencer marketing has emerged as a key strategy for driving the tourism industry forward,
as online influencers can inspire and motivate travel decisions through various digital platforms
and social media channels such as Facebook, Instagram, YouTube, and TikTok. This article aims to
analyze the role of online influencers in influencing travel decision-making by drawing upon
and synthesizing the Elaboration Likelihood Model (ELM) alongside the Meaning Transfer Model
to explain the persuasive mechanisms of online influencers.

Furthermore, this paper discusses critical issues related to digital consumer behavior trends
and highlights that the effective use of online influencers can help build destination image,
stimulate motivation, and sustainably propel the tourism industry. The insights from this study
can be applied as strategic guidelines for designing tourism marketing campaigns that effectively

respond to the behavioral patterns of digital-era tourists.

Keywords: Online Influencers, Digital Marketing; Tourism Industry; Meaning Transfer Model;
Elaboration Likelihood Model (ELM)

Unin

o

TugalanAfaduaznisidsunugiasugiandvia aluladansaunauazieseiedumesiin

Laduniidnsnaed19dnd sron1sandugsialunndd srudsgaamnssunisvieaiiend wdunis

q

Tumawmseghavifeundgiunisudsduiiduduas natrvomginssuuilaaiivdeuulatognemas,

@

(Kotler, Bowen, & Makens, 2017) n1sdnnaluladfddiaurlddsdoidunagnsdrdglunisiiia

YAPNUANNITANIINTHUITU Taeanzegnedaiiowns oeiledaanseaulatiid eliunviaaiienaiunsa

Winfladayaldietneagnin Tiauss uazaenadesiuaniun1saiiagiu (Xiang & Gretzel, 2010) Tuu3unil

dedsnuoaulatl (Social Media) laimunduesmmaniiguslaaldlumsium uusth uasuanieudaya

' aa

WNertuundsviosiiel Ameng 337 uazdszaun1salnisiiiuniediuyana (Munar & Jacobsen, 2014)
Unviesiegulniliaud Ay duilon Nl uslnnaasnsWues w3e User-Generated Content (UGC)

Fegnuesidanudniefeuavarvioulssaunmsaiasannninfenlavanaing Useneumslaenss

o

(Ayeh, Au, & Law, 2013; Xiang & Gretzel, 2010) nMsuustulszaunisalinuunanwasualvialdidvcwa

o o

ponszuIuNsAnaulavestinvieuetegslitedfy

v

lunszuanisiasunlaswesdonavia anssdnswasoulau (Influencers) lonanedunalnddey

U

lunsanenenisessarldutniauAnvesiuilan gvssdnina (Influencers) indausiilon

Tuguuuu Storytelling Fsfimnundusssuwd 1ihdsine warasnanuidetelduinnindelavanaufia

unumvasinsednsnasaulatlunistuirdaunisieaiiswinudedva



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

(Garcia & Ferandez-Cavia, 2018; Marques & Silva, 2021) NANNSANWIV Djafarova ez Rushworth (2017)
FigAnaailsienalindaiuegduurihangnadvina (Influencers) innindiugivosyana
idodeanly (Celebrities) 1lpsaninssdnma (nfluencers) sindianuBeimaamesu lidiazdu
nMsvioufien 0115 Anmaw viomalulad wazannsaairsanugniuiugAnaailfogislnddn
(Freberg, Graham, McGaughey, & Freberg, 2011) finuan fauddenansatufinaiiensnaves
Qmam%wa (Influencers) Tufifin1snainfavia (Freberg et al., 2011; Djafarova & Rushworth, 2017)
oglsfny nuileneidadnifoatu nalnnslifhalavesnsedvina (influencers) Tuudunves
gnamnssIMsvieaiiediieged1sdnin lasiamznisuszyndld Elaboration Likelihood Model (ELM)
sf'fqLﬂuLLuaﬁmﬁwﬁ’@maﬁwﬁm%m’1miﬁ'amiﬁamﬁaa%msmismumﬂﬁmﬁwﬂwaasﬁ"u%ﬂm
Hugeadug laun dumsnans (Central Route) waztduvngsauuen (Peripheral Route) leaginsiiszuy
(Petty & Cacioppo, 1986) dienuiniiuwuafAn Meaning Transfer Model (McCracken, 1989) ax8stea5uns
fRnsanevienRnA ey nuelNENsBYETE (nfluencers) duusuiviseaavnetaemdlisgnsaunqy
Fromnil unanuinntuiieifiensinsdangivssiuiontuuulty unm nagns
waznansznuInAsldmsadvinaseulatluguziedesfionsnsnaniioduind sugnaimnssy
nMsveiisniudediva Insfidwneieiausuumiadanagnsuasdoiaueuugidaivnmsfiause
thluussgndldlsassluiumesfuseneunisuazmisnusunsvieaiise

o

AMAVNBUAZAUUANANITENTN "HilYBIdES (Celebrity) " iU "gnssdnwa (Influencer)"

vy <)

luuSunveanisnanddvia "Jilveides" (Celebrity) uag "In398nsHa" (Influencer) WWuyana
Adunumdidglunisasiinissuiuaznsedungfnssuuilan egralsinnu vaesnguidnvoue
wazunUIMLANAiueg 1 talRulasdiauvinEwaEN1SeSUNE AB

AfiTeides (Celebrity) vanedia yaraiidunidnhunniangramnssuduiia fiwn gsna vsensles

Yy

Wu Unuans ¥nies dniun wazidngsiadeds nsldyideidsslufanssunisduasunisnaie

U

fiynUszasdnaniiiofsganinuaulauazasninisendinsdudiegeninsmiunmansalfiuduns

(Russell, C. A., & Rasolofoarison, D., 2017) Tngunuimnanvesy 149 a1deslusrunisnaind il

va

(1) YrveusUA (Brand Ambassador) {udieidsdiiiluduuvemsdudilussezem asnarudeules

sEminsyARad ULUTUS o8 s okl 09 () i nauedud (Presenten) vimii1i Uniausdudilulawan
viieRanssumemsaaaiieatiesnisandy uay (3) flinsariuayu Endorsen) filfuazuusihndngiosd
Tnglilidusunuesuususiognadumsns usteiiumnuidedelvifududn

{nssdudna (nfluencen) vanefls yanafiadimuuazanuindefotuinuulanseulay
wnifienwansnsolunmsidudvmginssuvesFameiunsaiadonuasauduiusulndeaiife
audnvazddnlailiud "Srusudiama’ uidisiuds mnmiidedie (Trustworthiness), Amideivey
(Expertise), Waz A3ninAanala (Attractiveness) a1 utladoddayivinlinisd eansvosmanian

JUsednsan (Vrontis et al., 2021)

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda

Z¢198ed



Pagel23

M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

FsBvENa (nfluencen Siumumdrdaflumsnssnedoyafsafumsvieadesinumamiasueenla
WU Facebook, Instagram, YouTube uag TikTok lngenssgvsna (nfluencer) annsoadaievnitnaule
waznszduliiAnusstunalalunsiumals dhvieadieasindanidesuuar l#3uavsnannyszaunisol
ﬁé’mﬂﬁw%wa (Influencer) WUt uannnII I avaLUUR IR (e nmn URLae, 2565) #‘fawqwﬁ
Social Influence Theory a3unBIMmgAnssuvBsYARaaINIIUAsuLUAdld I elasudvEnaangdy
Tnernsedvizna (influencen sindumumlunsitaningRnmurudeyafidusi warlnddafudinusediu
(V53935 SULENS, 2567)

M19°99 1 ANuwanealudenagnsuasBvsnadeng AnssuEuIlne

UszihuSeuidisu KiyeIdee (Celebrity) BM398nSwa (Influencer)
. wWunisa$ansiuiluniig wWunisasuanuduiusuag
NAYVIENINITAAN oy A o
HudefALLaYI YN ALY DT DN UADUIUATIINET 99
g A AMnanwallasields AT QYLANIZA LA ANUTNATA
WVaNILv9 B ndna . " e
IINYAANTIUNEN VAR
nstlaIuT duluJunissuansmaiien L e n
Y Wunisdeasassmsiulsdeaiiive
UBSATHRG nlawa
y n Huslane1asuin Austnafiuwiliuietionnauy
STAUANLTDND ; p d . ¥
Wunslavanesslunsan Weoswnanudusssuvfvesiom

07 naNNITFAATIETITTUNSTULAEHAN W

uanand asfulddn anuuidefiovesunasteyadmanonisseusudoyaveafuslan
(Source Credibility Theory) %aﬁmﬁm%wa (Influencer) ﬂﬂgﬂmaa’iwﬁmmmL%ﬁaqaﬂd’]éﬁ%aﬁm
ilesndmnudeimemesunasiufamusiuiinmuegidlndda (fagm usudyayina, 2564)
Taasy {fide1doauarsmsadndna (Influencen) funumiluanansiulunisnain §i7edeali
msadsmssulunsnsihunmdnuaiuazanuifeidos vaurigmsadnina (influencen) Wumsains

Y a

AU afouarlduinimgAnssu uslaauIuaId e ganIga ukas U Ui us AUl Rnniu

inlimnniisnswaasulugafdvianguslaalinnudAyiuanudiieliowasUsvaunsaiidusies
pannauy

nMsRAIAkAZEIRINANUNITYIDNY?
nsaannnud ofdiaseulail (Social Media Marketing: SMM) fiunuindraglunisasis

wsstumalanazduaiunisiuna (Tuten, T. L, & Solomon, M. R, 2017) nagnsuanves (Social Media

Marketing: SMM) Tun1svieaifisausznaunae (1) nMsldroumudvinegala wu 3ale n1saienendn

U

wazanesdAnNmMEENnsa asmnvanlakansyiulitnvesiernauumaiunidls (2) nsld

unumvasinsednsnasaulatlunistuirdaunisieaiiswinudedva



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

I 4 atud 2 nINYIAY - FunA 2568 Vol. 4, No. 2, July — December 2025

wantUglavaeeulall Facebook Ads Wat Instagram Ads 71 mavuad 1munen1uaI10aula
wazngAnssuveauslan uag (3) n1sasrsujduiusiudfnniy laun n1snoumeuus wyslnad
viedaianssueauladtieadsmudiiusiuinvieaiien Wuarnindedeveauusud uasmsdndule
LAUNI9 (Tuten & Solomon, 2017) uwanwasusie o danvazianiglunisidrfngudivuney
waznsEdungAnssuvestinvieadiedlaunndaty tail

1) Facebook fAaiduunanwesuiiidnawgddunisadnazinwyuvussuladfmefioes
fdaasunsiidrusinvearflday 1wy Groups, Live Events wag Q&A (Palaniswamy, 2021) LuIAn
yuvuseulaviaonndastunguinunisdsnu (Social Capital Theory) flLfuunumueaaiodie
wazeudiiuslunsaseenalindauarausiufiosswinsau@n (Putnam, 2000) lumanisviesdien
nsasrusaulattiodenlssinvieainfumhsnuasgliuinsluguuuuilnddauazindede
a'amaiﬁmmé’mﬁuéisagmaiwdwa{{ﬁiﬂmmxLwiuﬁﬁmmﬁummmﬁu (Muniz & O’Guinn, 2001)
UenNnil Facebook Sallalenalsfiiansdeansaesng (Twoway Communication) sywinsesdnsieadien
futnvieadien kunsmeuldanudndiu msdevenan wazianssunu-neulunas Seenndosiu

v v v 6

Wi Dialogic Communication Theory 7i Lﬁumiai’mmmauwummuiéfmauuamﬁumm@ﬂﬁumqmsmi
(Kent & Taylor, 1998; Sashi, 2012) n1siufdunusainanyivanauliwiusuiazanuianinag
lun1sandulaaunisualuguueinisnain@dia Facebook Ads funumdidglunisiinue
naudmnelasgawiugmunginssunazanuaulavesiuilaa lngedendannis Segmentation,
Targeting and Positioning (STP) fitnelasdnsrieaiisrdsansiinsdanguitmneuasifislonaluns
Lﬂﬁauﬁaﬁlmﬁuﬂ’ﬂﬁaﬂLﬁafaﬁa (Tuten & Solomon, 2017; Kotler & Keller, 2016) Facebook §atu

v

FoamedAtydmiunisaisnnuduiusiarausniuiugnAn (Relationship Marketing & Customer
Engagement) ImaJL%ﬁuﬁiﬁﬁﬁiﬂﬂlﬁuaﬂLﬂﬁlaummﬁmﬁu Suilelszaunisal wazlasunismeundu
09910157 Tedamasiermasininduazeufimelodeuususuazemneatena

2) Instagramn \Juunannesuiifianulanwvessdmanlugumsiauereumusnun ez 3nle
Alenuemesnuuaziinunings lneffunumardglumsduaiuusaiunalauaznsadnmdnvaluusus
(Brand Imagery) Kuiliaesiiviannyane iy Stories, Reels waznmslduenuiinegnafiuszansam Lﬁaﬂizé}:u
T lduAanisiidiusuarainsassdidomilaonadostulsraunisaluazaudosnisaius
(Casalé et al, 2019; MDPI, 2022) wurAnfidenndosfuunuimves Instagram lunisdeansiiunni
anunsaesungldlagdrsdaannnguiinissuriuam (Visual Persuasion Theory) 3952130 amdifnenm

Tun1slininalangenindonusssuni WednNAmaINITanIeAuANIanLavas1aANFuRuS

v
=

nsesualiuuulaeg19siaiawazdnda (Phillips B. J., 2004) uenaini amdwimihiiludenans
lunisaneneniiassnuarauAmMdiauii¥oulesiuiinuvesy Suais dwmaliiianiseeusu

waNsneuauemgRnssuiduulwellomininaus memail Instagram Juluedesdioninsangs

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda
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aa o [ L4

dmsumsnanalugaddvia lnemzlunquiuilaagulninlvanudidgyiuanuaisanuiarensuaism

o

M LaueARUUANI M MENwaluniazanansaai e tetlwne sl dinalaenswionInsEA Y
wsegslauaznszuiunisindulavesiuilanegrafiusz@nsamuazdsduluuiunvesnsviesiien

wazmsuslnadeesulataniagiu

q

3) TikTok LHufioAvafiaunsnaiansnssduanuaulawuuiufuasnsisnidosiudeinodu
(Instant Engagement and Storytelling) IﬂaLﬁumsﬁwLau'efiﬁiaguﬁmmsamsﬁummaﬂaLLasmimﬂ
maqﬁmﬂmummé’ju 5] (Condeé Nast Traveler, 2024; Reuters, 2024) n15¥11971UU849 TikTok @ansaasuiele
FuvguinisUsznanateyauuusInEl (Dual Process Theory) Faugnnsuszananadoyaueyyd
pondu 2 wuu Ao NsAneeeTIAEL (System 1) LaznnsAneenel wina (System 2) (Kahneman, 2011)

Faloduuu TikTok T9UselevianssuunMsAnRUUTING T Woas9nsnavauamIeaIsuaing 19iuiiule

N

nszduusigtlanaznsdndulanuuliidesfinuin (impulsive decision-making) SnnilauunAndfyde
vinuinsia3es (Narative Transportation Theory) fiesunein Weffuugniiadngidessiamiunisianises
fiunaula (Storytelling) axifinnniy “n1sinRnfiuidess” (Transportation) Jsviiliinnnsiudsuulas
TustauaRuagngAinssy (Green & Brock, 2000) wANLURLYY #VisitDubai fiNaNKa1UA WA DUl
AuRs uarersual annsaniganvaulavesruiaraswssiunalaliiianisdumsldegnasng,
uazLNINATY

4) TripAdvisor luguzunasmesuitesuladiiddylugnamnssumsvieaiien aunsaesungls
KunseuvuRvevanefiiuanuinidedeveatomiinangldas (User-Generated Content: UGC)
wan1silausiuvesuruluilaa nisldunaniesy TripAdvisor dawalviuslaalasundngiumsdn

(Social Proof) 9nSiaraviuuvainvans Jetivananuliwiueunasiasuas1amnusiulalunsdndula

'
a

@onanUNYIoN) NN MO IWINTAN 9 aestlUsz@vSan (Cialdini, 1984; Zeng & Genitsen, 2014)

wanaNil N1snTIImadazviouninumaniigenndesivuszaunisalasvesldau dualviin
AN lalazm et us omsdeaulatiu mMuLUIAn Expectation-Confirmation Theory (Oliver, 1980)
TripAdvisor gwihmihidugusueeulatiiassliygsan (Collective Intelligence) wagn1suanilaeu

Tayaeinseninainvieaiied duasuadianuiideiiovestayanaraulinslalussuulasiy

v o oA

(Abbeysinghe et al., 2018; Zeng & Gerritsen, 2014) AUWAINUAIBUDITIILAZATINDUAUNTALIU

faeliguslaaSouiieukazUseiliunadondns q laduu neuavdndulafiune il mslasieh

'
a

unumue TripAdvisor hiliiudisenuddguemnsinnsuazguaiiomiianngldlumaniesueoula

1Y

Wiosnwnsgiuauindedesasaulysida duduladedrdyndnasengfinssunisdndula

o

a o

vastinviewiyIlugafdva
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M13199 2 nagns SMM, unannesunld uaznginssunisindulavesinvieaien

Nagns SMM uwanwasu AoumUAfidA  waAnssunsdindula
eWOM TripAdvisor, Google g lER5 Fuswaziiansan
Reviews
Idlonaumnun YouTube, TikTok Falevieadien, Viog  Anuaulanazinnsan
lawaidmung  Facebook Ads, Instagram uantUaluslum, Nsatazinaula
Ads duaniiey
NIRNAIAKI Instagram, TikTok AouudINYARaTl  3uiuazaiiemiuaile
HN39BVENA fidoide

(Influencer)

ADUNUALUU Facebook, Instagram na, Q&A, lalan nsenaulanaziidiu

Tanau 3

U7 HaaNNsFUATIEIITTIUNSTUlAERAN W

ATUIMNNATATIZN

NNINATATIERNUI A azUnanne Tule@palinedunumuasanyasianzluninseou
woRnssuvesinvioufietegaiideddny 1ne Instagram ua TikTok vuiifiduundsadreussiumala
uaznszAuMmNFoINEALMS luuais?l Facebook way TripAdvisor saiuluiimaieiuadimmnindede
wagemuivlslunszuaumsindulavesinvieaiien matilaunumuasnmaiRlanzveusazunaswas
Faduialaddnluniseanuuunagns Social Media Marketing 7ifisgAnSnadiviugnaimnssy
msvisafienlugaidvia dnvisaitelutlagiuilsumondeyaifissediafon uddfananudniy
vo93u mnufAnvasguru TudinsiuiuasUszaunisaifildunisdeneskuieviiadralag
Flda1ua3a (User-Generated Content) Sstiniaiuanuindefionazannaiuiliviusvlunsdaduls
(Zeng & Gerritsen, 2014) Ussiiuiiaonndasiuuuinn Influencer Marketing ﬁLﬁuuwmmmﬁmaamﬁwa
(Influencer) Tumiﬁqm%’ayjauazLLusﬂﬂamuﬁ'ﬁaﬂLﬁaaw%aﬁmwm 5 989l UsTANS AN (Hays,
Page, & Buhalis, 2013) i’JmV‘?ﬂ Content Marketing ﬁLﬁumimﬁmgaqmmW@Jﬂ WY 3618 UNAIY
waznmeefiaausetunale Jedmasionsildiusiuuasigatvionfisanguidimanelsogidings
(Khamitov & Lee, 2019) uazaenndasiuuuidn nsdeasuuvindeuinluguuuudidnnsednd
v Electronic Word of Mouth (eWOM) Zsvsnefis msuaniudsuteya Uszaunisal videanudniiiu
ﬁzm"msg:‘u%lﬂﬂm'wmj'awwﬁﬁﬁ’a (Hennig-Thurau et al., 2004; Litvin, Goldsmith, & Pan, 2008)
Tnslangluuumeimsvisaiien faduudnsiiidnvasianziulszaunsal (Experiential Product)
msdndulavestinvioadiorddiwnliufiagiien User-Generated Content (UGC) fmpunsuuunanwosy

lggaiify wazdeyaannydldnuaiainnitdennulavuiwuun wis (Filier & McLeay, 2014)

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda
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Tnelawny Facebook finnalanwiuluguziedesdiefiduaiumsiidiusivesliam sefiiaosiaiuayy
ﬂ'ﬁa%m;muaaulaﬂl,l,azmiﬁlamiaaqmqﬁﬁﬂizﬁwﬁmw ﬂgﬂugmmu Groups, Live Events Lagnsnauld
wuuSealsl uenantl masmuangaivaneriu Facebook Ads agnusiughelimsdeandanmanain
amNsaneUALRIRT AR SRy YRR aEnaN S InAlieE1nsye dealilAnmnuyniuuasailinga
Tunusuduieganunsuatenis feiaganaaibintueunazativayunsdadulafiume (Tuten &
Solomon, 2017; Palaniswamy, 2021) Tugauves Instagram unanlasuiiiunumedalunisdaesy
mMsasandnuninedns (Social Identity Theory) Ineratemalvigldnuaunsatiauauasussussaumsnl
nsdunsiiagfousinunazarududuvisvesngudien nsaiueoumudiinmdnualiiauan
wazdefivensunisi Jelnaeerasudasonszurunsirdulanasussgdelunmsiumeesinvieadioagilul
(Palaniswamy, 2021) Yauri TikTok I@mL@iuﬁaaé’aﬂa%%’uﬁLﬁumiﬂmualﬁammmmwmuimawwqﬂﬂa
(Interest-Based Algorithm) 18 ostanaiidengudmansessdivsrdnsaudddasaion
szl Annuladuinidn nagnsnisld Micro-influencers uu TikTok Fuidunismanauuu
Influencer Marketing 7 nssndsuaznoulandwnAnssuduilanlugafdsialdogaduszansua
wag TripAdvisor vimthilduunanrlesuiiieeuladiifunumdrdnylusmue Travel 2.0 Community
Tneafuayumsindulavesinvieadivninudeyauasdiaiiinangldanuaza (User-Generated Content)
Falrudetienazasenuiila anarundedunszuiunmsiadulaiums (Zeng & Genitsen, 2014)
AnuvanvaeveE et usuiitaiaut el uslnaainsaFsuiisuuasUsudusadondng
1§AgeTu Snvadaasuadeguruduilnadisrutuuandeudoyauasussaunisaiogeraii o
(Abbeysinghe et al., 2018)

Tagasy manauunumvssunane ilsdsaiifeiitdnvuruaguifiunnseiu lddesdu
Frumsasrassiumels mulinde serugmiuiundgudwane asouliduiamudiiussuing
s9win3 Digital Marketing funszusumsanaulasunisvioadien s’ﬁﬂlﬂﬁﬁi’ﬁmagj IBILAMTUTENEUNUS
uagsimihiidunalnddnlunisaiiets “wssgelaniely” dhunsasedadnuaiuazissiuniala

way “ANUTRiuIINANEURN” NUNSERATHRM AT TENgIUN1dRN TnslangegnsBluusunves

'
=

eWOM (Electronic Word of Mouth) Zsléinanennluwnunatswesnisitutinnginssuiuslanegaing

o '

Heduindounisindulaiiumslugafdviaegaiussdnsnmuasdadu

s

4 aa v a a v Y ' a ' P '
UNUINUBIEBNR a"UENQVls\??JVlﬁwaGIUﬂ'ﬁIUSJu']'?LIQLLazE‘NLﬂiﬂﬂqiﬂa\‘ﬂﬂﬂ?ﬂizua‘lw&l

av o Y =

TugplanAinifiaseghandvadiununuimediann vaveluladansaumenazdunesidale

<

nanerdunalndrAgyiituindeussitlunndi lnelanzanamnssunisvioniienideandgiunisu g

o al

wazngAnssuvesinveuieaiuisunlasednsniias mslddeadviaddlladuiisuniodiedoans

updwihmthidunddAylunisnssaredeuatnans adrsnmdnual wezdeulossvaunisalssning

Y

Unvisaiiewieiues dnvieaielugaddviaamnsauduuszaunisal 337 uesilemilassuiienuies

unumvasinsednsnasaulatlunistuirdaunisieaiiswinudedva
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(User-Generated Content: UGC) l@iatisinemy @eteyamaniitdvswasenisdndulavestinvisaiieangudu

v a <

aeilded sy (naaan ulatayang, 2564; Ayeh, Au, & Law, 2013) LﬁEJGUE);JuaLﬂ‘u%’]ﬂ’i’ml{i’sLLﬂSLL‘Wi'ﬂiS‘-U’]EJ
1#niravane gnsdnsna (nfluencen) vudessulavldnaraifumdsddylunisadiusaiuaale
wazfmusficmMsnsiumsssiau winwildndwesnsidFesdinin ns3iudein waznisuisiy
Usyaunis5aiase Lﬁaa%ﬁﬁmmmL%aﬁaLLazmthﬁLﬁumjmrﬁammu (Hays, Page, & Buhalis, 2013;
Singh et al,, 2023) Iﬂw‘fmﬁwﬁLﬂuﬁﬂwmqm’mﬁmLﬁuﬁsdaﬂﬂqﬂﬂﬁzLLaﬂ1§via&LﬁaaLLastﬂizﬁumwé’ﬂmi
vosgaveUaenililanuuddu

nalnmslidutilavesvsdvina (nfluencer) ansnsaesunglditinuneg g Elaboration Likelihood
Model (ELM) w81 Petty waz Cacioppo (1986) duiauein msldudnilafedulddeadumadn Ae
duyansfansaneeaings (Central Route) iunszurumsltutinlavoswyudiuanadumaman
Igun 1) unamsfinnsanedesdnda (Central Route) waz 2) Wdumnssouwen (Peripheral Route)
feaoudunisasiiouivszduauldlauazanuddlalunsssinanaasfiunnisturesd Suans
Tnefitladosmuusagdasagmnuansnsalunmsuszananaduiaimuadunsd duusumsamsvieadien
WEun19n15915108198n8 (Central Route) SiniAnt uidlonguitivane wu dnvieaiioagulmsl

TWanuaulaegreasedaluilemngnsdvdna (influencen daue lnslameidlallemiulideyaidadn

'
a

Aeafugananeuanena Wy anudduresiuiivieadion Ussaunsaimeiaussan vieRanssuiinsaty
Aflenvastiiany donndemivepedetiouazaenadostuauamedygyviorruidevowuans
favannsalugnmsnasundasimueivienginsalussesemly fetravu gnsdvnaiindaaoumus
FHnsiiumadeyinusssund wiendoyaatuayuiivaiunansenuvesnisvienisauuud iy
pnfidvnagwengumnefilinuddyiuusaiuianeden Tnenguiasussdiudomiomnna
T¥msAnienei uazdaduladenidumsmuildunsiutiiiudums Central Route Tuvnanduriu
vnguansiusagdlaviennuansalumsuszinananm eneduasinudumaseuuen (Periheral Route)
Tngordedaduiasy Wy amnudonvesnssdving amnumsnuvesnIwee vsseIniafivIuily

= '

viesurugAnmuuazeenlad deufarlineliAnnsvdsuudasimuailudedn uwifamnsa
a¥uaudssivlansgnsedunsiuiuusudlussdundlddeiu nsldudilalugaddsia Tasiane
Tuasnsvieadien gnsadvswadsimihiidudinardunsdenlsdoyaiiuniefioduoisual
arwiAnveanduntiine iutsaendunienisliudrlungul ELM fsannsnaduadiaanafia
dounasvioniien uaztngdiiAangAnssunisifumeauanluineige def$uarsasldimaua
uazMsilszideyang1saziden uazidumanisiiansaneg ey (Peripheral Route) B93uans
andulalagenduarsual anuidn vsenmanualveddeans (Barbe & Neuburger, 2021; Hamzah &

lbrahim, 2022) luuunmsviesiien dnvieaiigruenguin@nundeyainn wWisuiieudeyaegesousu

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda
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yauzfivanguenagnisgasienwasuazaladnisiauesiiunfsgavesmsadniwa (influencer)
vudedsnuoaulay uaznagnsvesinssdndna (nfluencen lunslifuhilanazdaaiunisvioaiien
Usznausae 3 dfddey lawn Brand Advocacy nmsilunszuanidesliuusuiniogavunsvalenis
auamdnualdsanuasndndusaLmsnan Trustworthiness v eaminindedie Wnrieadienaudetie
fuuriiiunanuazlilavanawduly way Authenticity n3omnuiduvasust 1iemitanain
Usraunsaiassvadismnulindanasussiumalaliganuldnnninislavanlnenss uenainil
wiadAn15ia13 04 (Storytelling) Huawge 3ale LLasLﬁfamﬁL%'amiaqmimiﬂ’q‘daaiﬁﬁaﬂmu
Wnpuansuaziiausadunialalaeg1ediused@niaim (Hamzah & lbrahim, 2022) Msidusiu
(Engagement) 11 N1IMBUABLLILA N1530 QA %3oms Live an Wudniadeiitasadrsanundenles
sEiaEMsBvEna (Influencen) uazgfinay uaziiinlonalumslifuialaliiAsmaAnssumaiiuma
wilen unumvesdedsausoulatiuasinsdvana (nfluencen l¥dsuisnsdeasuaznisnann
naviendiealuegsduds madilanalnwaznagnsvaniiadunaguaddlumsiaungaann ssu
nmsvieuiisalidulnegedadulugadda ieamnsnadranisiiuinlowardaaiunisveden
Fsmevdingaleiin-19 wednssuduslnedimsusuasues iy tilugmaiiulames Micoinfluencers
uaz Nano-nfluencers dsusfazdlAamalusedvlsinnnin winduasnsaairsrmgniuuazanalingda

a

funguitmangldegnadnds (Costa, 2021) nsutsnguenssdudna (Influencer) nuseAudndna
anansouenléidu 4 sedu Tdun (1) Mega Influencers fRnnumdnduiuly suduyanaaissme
vioAussszAulan (2) Macro Influencers fAnnundnuauiisdruny sidanudsngluamviany
(3) Micro Influencers {f@Annumnaniuieuauny fqaiuianuaislouazdnsinisfidiusugs
uaz (4) Nano Influencers §Anmundnsosisiuau edanulnddadugfnnuetiusiais fegr
UNUINUBY Micro-Influencers LﬁUﬂﬁJﬂJﬂiMiﬂ’S%%Wa (Influencers) ﬁﬂ’;’]@JL‘Tj“EJ’J‘U’lzyiummmww
wu mslidedda TikTok ileduaiunisvisaiien § Micro-influencers ldnaneidugnssdnsna
nadenneouladi Junumdrdglunisd enlosdoyauazadrausetuaialadiunisvosiien
Micro-Influencers uffduuagiiosninngu Macro ¥3e Mega Influencers widsfiwanindimiionindie
Anuduius suniuniiudungugAnnuvsounundy dufnainnisdeansiiduduies Whieine
wazdln11u934laa (Lou & Yuan, 2019) Snwaziyiliaeumusuns Micro-Influencers sinayviauds
Usraunmsai¥inaseiilndiAssiugfnnasnaniimslavanuuunsduasen Balaban, D. C, & Mustatea,

aa o 1

A. M., 2019) wazdoRdviaegne TikTok Wuniduunannosuiamnsanyuasuunumvesvssdnina

'
)

(Influencers) ¥83nNq¥ Micro-Influencers laag13daau yaudsves TikTok ag7in1sunausinledu

a v

MianuAnai1eassfge nnuadeannseduanuaula $ud8aneiiudnIesvIeNdnAuADULIUA

Tidhdsaulauiaziigannuliduin (Ferreira & Kabadayi, 2023) Liiafaenisasnanisiuiiagnisaing

unumvasinsednsnasaulatlunistuirdaunisieaiiswinudedva
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domnumneiinvieaiisrulval Tasiawizngu Generation Z uag Millennials Tesild TikTok tiedum
wsatunnale senadengarnedatens indndumaiiums vieusisihiuemauasAenssuriesiu
1u§ULLUU17imss?j’U ufamy uwasandesmildegwiala (Gozal, T, & Tunjunesar, H. K., 2024) ?aﬁﬁ@y
femoumuRTes Micro-nfluencers i TKTok lullaifswasTaenuiiviosdiaviniu uidadumsdnenen
iovmnTluia3e Authentic Content viaitiemiiiauesdlauandusssumd Mnuamsinyives Audrezet,
de Kerviler & Moulard (2018) #u31 Authenticity Yo v1598v5na (Influencen) flasAusznaumian 3 au leun
1) ue3eha (Genuineness) fie MsuansnuAiuiase llauads 2) anudusivesiaes (Uniqueness)
o n15ad1erewnus 7 Siendnval wae 3) Audenad o (Consistency) A oAIILANFUAII
TunsdeansmounuimuuuInaiy Msdreneademiiuiess Inefinaandedeiinalnonss
somsuivesAamuientummnindefiovesnssdviina (nfluencen wasdlanudaiusornadiduddny
funsnavaussesuslnafoLUsuAiinssBvdna (Influencer) aduayudsmsaiu :1nnsAnwies

v a a

Casalo, Flavian way Ibanez-Sanchez (2019) Wua1 Perceived Authenticity #38n135U3 1MW 5985 Wa

Y U

a aaa

(Influencen) fimuaidlalumsunauaiiondu dwadsuindennulinda (Trust uagiimundiia
voufRamuiifsognisdnina feauduiusdinanisninalasasiroianusnallunsdedudn
LLazU%miﬁﬁwsaﬁmﬁwa (Influencer) Wi@UeDENTALIY %agaﬁaama”aaﬁumamﬁ%’waﬂ Ki, Cuevas,
Chong wag Lim (2020) AifinwHIuN1SVIAaBIuULHAANESY Instagram lagnuIdAan1uiliulliy
fazdedefnsdvinainanioonianrumsslunsanuasdauainaselunisdoms innigiads

ANANBALAUIZY AUEN LN Ve LT 9uU I Ya T §IdINalAYRTINON1TTUSA1UAINLT 829y

U

(Perceived Expertise) A3111 1.3 8818 (Trustworthiness) haz @y voIuAGNATIN (Attractiveness)
wonanil Slinuinduilaalinnuddyiu “anuaenrdasssmnsanurensdvsna (nfluencer)

fuilemidnaus” Fedioifuduusdrdglunisuszfiuanuindedeveainsdnina (Influencer)

'
o w =

wardldnsnasanisinduladeanusinedurtarusnisniiauenudessulatsgelived Ay Fedwa

£

a

famanaziwilduveinszuansvioniiedntuindeulaggmsdviona (nfluencer) vudesd

o

7Na TikTok
finszuafiudsuuiatesamadrunginssuvesinvioadisafinisidsuniatedasing defdvals
nanefunalnudnlumsduiedsunuiliiuasnszuanisvieailen Tnslawzumanwasy TikTok Fslamusiu
TufumsthiaueimedurinugUuuunaenesiinsssunand dosuallfosnedivssainm nuitoves
GlobalData (2024) FWiidhui VssnlveResudunidludugamnetmenmasiignnanifannigauu TkTok
Tnsugsuiinfiingadesiunisveaiionlne 1wy #idienlne, #ChiangMaiTrip uay #nzlald deealdnww

20 UIINNIT 2 Wud1udnelunaiieswisd aanunisalisanaiasnouliiudndwean1saeans

o

H1U Micro-Influencers Faudiazddnuugfnnuluszauliawin wiaunsoasadvsnadannuidn

o o

G5
HedAgy (Lou & Yuan, 2019; Balaban, D. C,,

waznsiunalandswad ongAnssuvasinvieniiealdognedl

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda
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& Mustatea, A. M. (2019) Micro-Influencers uu TikTok ﬁﬁmwiﬂumimamﬁamﬁL%Sﬂdﬂ Micro Storytelling
Faannaunmadeulm desnund wadanisdasoidsensual uaznsiauszaunisalduyaaa
o unswFULARNG S (Ferreira & Kabadayi, 2023) Ukuumstauaiuidamuaunsolunsnssduersue]
vouuilisans s iulsdudaysyaunsalvionilendenues SsdemaliiAn Engagement ga liidinasu
msnalan uansruAnil wsiAle eewlusnmideyalldasdunsamisdiunig Micro-nfluencers
Tufminses i Savon Swinuigoweu uazduneays faminasugsond ldaadomitasiion
Sndnuaiviosduispmosdiui fuinaliveansd fafistunintesas 40 neluszosiaiies 6 Hou
(Influencer Marketing Hub, 2025) adgatlifsanmsinaueiiiomiidenndesiu Brand Personality
YoseMmNETaea Wy MeviealonTasssunA Sausssy viemmdsy JweieEumddunsithinle
wazas1ausaiunalaliunnguitiwine (Marques & Sitva, 2021; Lou & Yuan, 2019) nagnémsieansves
Micro-Influencers fagviaunuaAni3as electronic Word of Mouth (eWOM) Ssmanefisnisuaniuasu
Uszaunsalanguslaagguilanluguuuudia tneanzlungu Gen Z ilvianuddnyiuaubea
anidetie uasnmadnfsiemnnninslasandmndeduuuin Wemindelag Micro-Influencers
Faluladifsad ot olideya wadainminfiasieniulinga (Trustworthiness) anen
wazAangANUaualunsindulafunswefuslaa (Marques & Silva, 2021) wonANE Influencers
gaflunuimdu "{udnaunung" (Meaning-Makers) K1un15a1evonnMAImMITAUETIH 01500]
wazUszaunisalfidonleaduganuneUatenne nssurunsfananaenndeatuLuiAn Meaning
Transfer Model 484 McCracken (1989) §aoSunginannamanganyanaiifisnsnaaunsaaieven
Tudsuusudnioanuiivieadienlsegadiusz@nsam anufldrusimvearuniunisaeuiuud uvs
vielfiFsuasiiamediieaty demaliin “ssuviinmidon” Aimatngs uasanunsnvenegnszua Viral
finsenddluBsnismann Tasmeluiufivuunriegursuilliveldsuauaulaindeu nanlavasy

£

Micro-Influencers v TikTok laflsifuiissfinounsioyansvioadion usluiduindeuiismensivg
uaradausstumalaosnednds yonadliudsuumemsdoasmnmslasandmndad lugmaandoes
wuufuyuesssy fevenanudutiesiu wavaseneduiusmensualiudnvieailelussMuiiands
othauriass Sotsmuniidudaasulimaeadelugaidviannsaiulnlfetnediusariiaumang
uenINNEMsBYENa (Influencenazimmmumumamsilusunsvisafioanazasaussiumaloudn
U MYRIEMsBvENa (Influencen Swenglignisdaaiumsvisaiieanssualmifidunmaimadny
uazdsnden {nssdvdna (influencer) annsafvuauuiliweamsiiunsguuuulnldogiedings
W Mavieuiieneg sy (Sustainable Tourism) M3vieaiisauuuiiutn (Slow Tourism) uagmsviailen
WWanagyAe (Adventure Tourism) %whaﬁmasiaqmammimiaaLﬁaﬂul,%agﬂﬁﬁu (Kilipiri et al., 2020)

fegnau lunsewd Sustainable Tourism Influencers aNeNaAL58951IVBINITHAUNIN b LIF L INF Y

unumvasinsednsnasaulatlunistuirdaunisieaiiswinudedva
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HuUszaunsadinlulavamd ildnasnunyuidou n1sdaaSundndugiyusy wasn1sanNanseny

faszuuling vinliinvesfisinseudninnisiiunisanuisaidudruniaveanisasrauselevdleiu

v
= =2

F9PuLAzsTIUTR (Doe, 2021) lufifiwes Slow Tourism MstAUMlHaNTusUTausssuoE9anT
nanewdudandonadend fwssdvdna (nfluencen anemonruiflevdenuaziSoaaniediuindia
gurioady WelERnmaniuiuaiivesnsvieadiediliiissiu dmsu Adventure Tourism Influencers
Iiasrsusadumalalifaundiagyimedadidavesaues kumsiiauaidumadutdusudou
maweidelugisnsdn viensUuntiwnfiudsarainmeussanusnnuess s Bessumdri
Liigsuavanusstuaiala wideadrangAnssunisviea vaguuuulnifi fuasolasugha
LazgRaMnIITiBsiiu (Loureiro et al, 2020)881lsfinm msiaauiivilananeitilasaannsiusium
Y835 N348N5Na (Influencer) 819n0lWLAnT YN Overtourism AuUlUgAMULEER danansznuy
sodaundonuayinTinvesmuuTiosiu nsduaiumameaiienaguaunauasmstiaueadonival o
Fuduumefiddalumsannanseyudau (Freberg et al, 2011) H398vi31a (Influencer) Tunumendsy
Tumsnszneseldigssniaviesiu Suduasiuszneumsnedesiingnuesiruaunsonaedugamng
lFsuaruden imdhussdomidementszaunsalodwidavuumanesuooulal feensedu
Tiasugiagiusnidulnedsdedu Tusuran unumvesmssdnina (influencer) azdanaian
wazvengveualUnoufunsuansRsuLawesgRavnTsuMsvieaiitluszdulan (FemeniaSerra &
Gretzel, 2020)

naufiiiieadesivunumvasinsednina (influencer)

%ﬁﬂquwﬁ‘ﬁaﬁmUwqaﬂﬁmaﬂﬁamm Influencers l¢iAfe Parasocial Interaction Theory
Faosuredsmmduiudiadousisseninafruiuyanaiiideideamie Influencers fAnnmsTnsiau
A Angniituity Influencers ufluraduaisnniraslifufdius fulnenss enusFndenlsadui
AUy vIeUszaunsaift Influencers LL‘u'q{juﬁwasiamiéfmﬁulwaqﬁ%ummﬁu (Balaban, D. C., &

Mustatea, A. M. (2019)

M19199 3 nuinistiuidlawasunuinvesimsdninaseuladlugnamnssurieaien

L) suaLLdn

N6 1. Wunmansiansanee wangs (Central Route) - 1wimna Yoy uasvang umnvmi iy
Elaboration  gSuansspslusqdauazamuansalumsiinseiveys 2. Wunemsiansaneg 191y
Likelihood  (Peripheral Route) - 1¥Uades0s 1y nmdnualvewjdeans ensual uagn1siiaue

Model (ELM)  aula wsnedugSuansniusaqalamvizeldannsausvsnanatoyalaegsings

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda
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M15°99 3 nuinisliutidlawazunuinvesimsdninaseuladlugnamnssurieaie (se)

Velih Fgazden
J 1. Mega Influencers — fifAnanumnnnadn 1 dueu SnidumswiSowausa T8vsnags
ITONY 4 a4 o v v
e e - HAAUUIYDABRINIINGNBU 2. Macro Influencers — dmaA1 100,000 - 1 auay
HN398ENa

(Influencer)
AUTTAY

answa

Iindudidemnamieyreaanssarlugnamingsusig g 3. Micro Influencers — S Ann
10,000 - 100,000 AU HauUNTedegunsizinulnddadunquidinuie
4. Nano Influencers - fi@an1utiogn31 10,000 AU LWUNITH 0A1TIANIENGY

=

(Niche Market) tazdl Engagement &4

NAYNSYD
Influencers
Tunsdaasy

ANSVBAUNE

1. Storytelling - a3 a3 e milideslssiulszaumsaldniuitelyigAasmsaniiansw
2. Visual Content Marketing - Tdnmareuazimlennnmaaiefsganiuaila

3. User-Generated Content (UGC) - n3e6 UlviE Annuuas Uszaunsaluazid s
AUABLLYIUA 4. Exclusive Promotions & Giveaways — 4nLANLUE LAY LHU dauan
Tuslud'u nfefAanssuiian 5. Collaboration with Brands & Destinations —

YUTIUAUNURg UL 159SY UseanunsUUMiaas19RaumUATUaule

UNUINL

NAYNSYD

Influencers Tu

AN

v

1. a51511550F (Brand Awareness) — vinlwaauiviosiionduii{dnlursning
2. NFEHUANUADINITLAUN (Inspiration & Motivation) - I%ﬂaumuﬁﬁmﬁq@jm
iionszulviAamuesiniaume 3. lasunmndodie (Trust & Credibility) -
Thlnanuszaumssitihoifinausiulalifuinveaiien 4. fiudasnisaes
kagyanv1e (Conversion & Sales Impact) — duasuniseddsausy fundaadu
uazuRninvioaienninu Affiiate Marketing v3esviaduan 5. atuayunsviondien
wuUisfu (Sustainable Tourism Advocacy) - ngfunsvieuisndeeyintuas

ANSAUNI9DE19TINAN

07 HaaNNIsFUATIEIITTIUNSTULRERAN K

v & a s v a a 1 a A =)
ALY UNUIMTINagNSVaEnTdnsna (Influencer) lunsvieaiien Liesuidudanas

TunsnseredeyaiierfiugavuneUatgnie urdadlunumidenagnsluyuteanisnainnisvieie)

ldwn Brand Advocacy (N3t unszuanifesliuusudwieganuraualenie) fvsidnina

(Influencer) @3150928@5 9N NANWAITIA AR VAN UTIVIDdLTiBY 1309 28NaNAULANLUYNITRAA

N1uNshkUItuUsyaunsal Trustworthiness (AU BRB) Unviauiiensnlinud e anuAIwuzln

Yo N3BVENa (Influencer) Nilaudsslanarlifidnuwagvenislavaniawiull uag Authenticity

(Anuduvasid) AouwmudiunUszaunisalassaelianunvesiiealdsunissusludauan

wazas1awsealalitiu dnidiunie (Kilipir, E., et. al,, 2020)
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o o =

Tulaniideyaifiumsegisniswnsdvdna (nfluencen Iénaerdusiuusdfayivieduing ou
gamnssuNsendier winfunuimislugiunisadissaduniala nseduliiAanaiuma
uazduaiunndnwalvesgaviieUaienie nquuaziuadanagnsiifsadesiuinsedning
(influencen) wandlsiirtuitamudaiussewitnninfudfnmudunsmdannniiiae madilaunum
Laz35n3ld Influencers agdivszansamdadunguadidglunsiaungnamnssuriond o,

TaulnlugARdvia

dsduazaiusena
nsiaegTaienalulaiivalddmaionsiudsunamosgnamnssunise i
ogaiiuddny Tnotanngludunsdeasmanismanadifianunanwosuesulatiduvdn suilug
MsifinumuMYes “GssdvEna (nfluencers)snanenfunalnddalunsTduinimgiinssunsidiuma
vestinviafisrlugadagiiu iudemnsseniensg1a Instagram, YouTube, TikTok wag Facebook
(g g madiivs, 2565) Tnonsdoansuinuinssdvizna (Influencer) anunsairdsngantimangld
oteiusyAninm kumsdiaveideomiiadisassd fanudusssumnd uarasioudsvaunsalads
Y9 [UINIT 31NNITFUATIBNITIUNTIU WUIENTIBNTNE (Influencer) Hunumlunisiduiala
tinviesflesansnalnddy 16un nqwl Elaboration Likelihood Model (Petty & Cacioppo, 1986)
Feesurenszuiunsidutilanuduniamdn (Central Route) uaziduniises (Peripheral Route)
wazLUIAANTIAAIALEDYN (Content Marketing) fitfunisasrsameanlituguslnaiudomidamnm
Taens14 Influencers iunagnsvdnamisniiunisiidausiu (Engagement) uagadranudusiug
sseveniuinvieafienldodnediusyavanin (Hollebeek & Macky, 2018) i) waTiaild fusgrauninans
Teiun Ms3hegansslunsan msdevessiunmaisuaziflofiasa uagnsliusuiinfimungay
Wiafiunsueadiuuarnsihiuenanni nansinwudisudieuunuimues “Qﬁ%aﬁm (Celebrity)”
way “fnsedvEna (nfluencer)” wuinfiadesnguanunsaairausegelaunguilnaldegafidodide
wadauuanadludanagns laedideidosduunliudunisairsnisiuilunaniiwasamdnval
Adumanis luvazfignsdviwaidnvazaalnddafunguidmneuasiiauaansalunsioans
Adussmdnazdmmnidediennnnitlusziudaanmsedusesmiuinaa Meaning Transfer Model
299 McCracken (1989) fziwa%mawmmmﬁ”’aamﬂq'ﬂugmwidwmm “AMAINIITRIUTTIU
NNYARAGLUTUS uazanuususgiuslanludnuaiseiu nanfe fideidesinazasiounmdnual
Tuseiuannanseliadydnue] aaefidnsidvdnaaunsadrenenrumnedidonndosiuiausssudeos

Y
v

Tavldlad visenguianznsliegndindauasnsaunnit Mndedunuiing aevieulidudsenudndu
finnsnaeddiamsinsandenliyanasunuulunisdoasmenismanegnadinagms Tnosild
Uadudagy laun AnumnIganveInInanyal ANNEINITaluNITas19ANNEUNUS wagdnanin
TumsevennuAveLUTUsiag1Ta3e nMsnaunaunsligiTodeasmiumsadvinans1 sauna
Tussunitvangan Sadumnmaomfuiazdumsiviuasenulinga Sushedaasuussininm
yosnsaeansmsnananavialifinnagegelugaavnssunsvioadieaiinisursiugdlugatiagiu
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Uadevasgnsedvswa Uszinnvaaiiionn NAANSAOWANTTUVDY
(Influencer Attributes) (Content Characteristics) tnvieailen
" munndedie (Credibility) » (domillideyaidein (Tourist Behavioral
" audeaviey (Expertise) (Central Route) tiutaya Outcomes)
" yadnnImkazcAINANYal fiduuseloniieaiy " gsfuduazanuauls
(Persona & Branding) anuiivioadien (Awar;ness & Interest)
" yfduRusTudRn v donilinmEnuaiuazersuel = seeduladunig
(Engagement) 1undn (Peripheral Route) (Travel Decision-Making)
Lﬁummaz\mm Pnagan " euddlandualuinse
uaznITwadey

(Revisit Intention)

" msvensiawasnsuusteya
(Electronic Word-of-Mouth -
eWOM)

AN 1 NSBULUIAAIINATANY

nsaunuaAnaNnIsAnelunnl 1 uansesiusznaundnvenisinuil wieuanuduius
svii1a Jad8204 Influencers Yssianvaaiiom waznadnsHengAnsautnviouiien Tsnsouuudn
fiau1a1nn13Anuias 9l 61959370 Elaboration Likelihood Model (ELM) uazuuan137a9
Influencer Marketing lunianisviesdien Tneutseondu 3 esrdsznoundn Toun (1) Yadeves
Influencers (Influencer Attributes) Usznausae araniwdedie (Credibility) mmﬁm‘mm (Expertise)
YAANAMUAZNINEN YAl (Persona & Branding) WagUduiusiudfnmniu (Engagement) (2) Useian
waaiiiomn (Content Characteristics) Usznaudas Liemillsifeyaidsdn (Central Route) iudaya
AdulsleviAnfuaniuiiviondien wu $3al50usw unumaiiunis wagsudszana uay evilly
A manwaiwaversualidundn (Peripheral Route) Wi maisy Ausdn uasnsvuadeon wu Jale
USIENA NNEE Instagram wae (3) ke nsrangRnssuvastinvieaiien (Tourist Behavioral Outcomes)
Usgneume misuiiaraiuaula (Awareness & Interest) M3sindulaifiunia (Travel Decision-Making)
Ausslanduarldu3nse (Revisit Intention) wagnsuenauazn st Tesa (Electronic Word-of-Mouth -
eWOM)

nSOUIARTBSUIEIY Influencer Marketing dswasievginssuvesinvioaiisarunszuiums
Trhutirlaaewuuamees Elaboration Likelihood Model (ELM) vntinviaadienlésudoyai Wuusslewd
wazazden 90 Influencers (FumMsinIsadadn - Central Route) wanunflwnlduiiaziansandoya
sgnitunarldidutafendnlunsdedulafiuns viemninvieuiieald$y Li":amﬁni:ﬁ:umimi

AL WIBANMUTEN (FUN19TTURWIAY - Peripheral Route) Winwenagnliaalviaums

unumvasinsednsnasaulatlunistuirdaunisieaiiswinudedva
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WSIENIERAVTOANTANN 91T Fageadumannsnawadsemsinduladumsesninvionden
Tneungiu auautAves Influencers uazgUnuuvaon fiunausuonani waldulnives
Virtual Influencers waz Al-Driven Marketing ri1d s 3nflunumdnday & siasfinisfinwmansgnu
seAnudeiiu wasnginsamestinvieailrlusuian (Petty, R. E., & Brinol, P., 2018)

derFeuiisuivaAdeneunii wuinmsld Influencers Tunsdaiesumsvieadiendiuualii
faonadosiuuuAasunsranAavia Tnssideves Smith et al. (2020) 52431 Influencers @11150
iinnssuiuusuduasdsrasenginssuguslanldednadussansam egslsAniu suidoneunth
sufufigranmnssuuniusazauigulnauslan luvagiinsinuilumensveuiiodmsegluriadusi
LazfBININSANTANT W uR s uransEUTT IR AT adbTidsastenullindlaventnvieudien
e Influencers (Loureiro S M. et al, 2020) Influencers ﬁ‘ummwﬁﬁﬁqﬂumﬁdLa'%mmi‘viml,ﬁ‘c’n
Taglénagnsnsnannddviaifuszavsnin madenld Influencers sgnamngauasnsatiunsidas
wazad g edeliiuanuiivieadisuazssiofiAedes sgdlsinm Ssdamudndulunsnu
Windudentunansenuszesemuazinliumsidmeluladlml q lunssananisvieadien wislamnse
USunagnildednivszanianuazanandasiunginssuvesinveaiisafiudsullanasaiia
(Na Nakhon, S., 2022)

Jarauaunuy

tarauonuzdmiuduaznaunisisndion Sdedelutl (1) nislddussdudna (Influencer)
agafiuszansnw Taeiden Influencers fivmnzanfuuusud asiansandadesing 9 wu ngudwvine
alodnisiiaue wazaunindedeves Influencers Litolidenadasfunndnwaivesgsfavioniie

(2) a¥reanusaudiaszezen ununagld Influencers TulAalaszozdu N1Tas19AMNENNUSTIS 98U

|
o [

ansntasaisanudentu uasanudnideuvsudly (3) Wudamiifguaimuazaauasila
dnvteaiirliaruddyiulszaunisaifiuiade fedu msaduayuls Influencers fneveni3essna
fnsdlunsanuaziinnuanats (@) MWdeyademzitilesana nsliiedeslolinnevideyaiiieusziiiu
Usz@nSnmaesuauily 19U 9n31n198d2U591 (Engagement Rate) LLazﬁj”mwmiLLUaaLfluqﬂﬁﬂ
(Conversion Rate) Ag9aelvianinsausunagnslimunzauld wag (5) daaiunisiidiusiuvesdanniu
nsldnagns 1wy waNey UGC (User-Generated Content) veRianssus wiugfAnsmaanynsaifisinissus
uansuliAsnsusidemogunsuas

Horauauuneulovne i odauaiunsly influencers Tunmsnananisvieadi e siuszansnm
et esmsfiosandidunrsnisteislul (1) afusyunfineusuuaziami Influencers
Frunisvisaiion masguazienyuaIsmulUsunsuaUTNEmMIY Influencers Lt alfinAdudla

WNefuNsnaIaNM Ve uaznIsNaAanMIAMAIN (2) MVUANNASTIULaTIUINISU URN AU

unumvasnsednsnaseaulatlunisduindounsve wiieinudenda
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msHuumslunsly Influencers egsfia3osssy 1wy msliawmedoyaiisafunisativayunisnisiiy
wagn1suanidsenislideyaiiduiamieiiuais (3) duasuariusaudiossning Influencers
funAmsvisaiien mstmuiaIetisanusmiloszning Influencers, §3Aaviondien uazmieny
MAsganIntsfinUs A nnvesiaugnisnain uag (4) mslémaluladiaiiinyszansnm
nswnaluladlvg 9 1Wu Al wag Big Data uldsamfunagns Influencer Marketing a13nsatieiiis
AnuwuglunsimuengudmunewasUseiliunansenuvaauauala

winsldmsadviswa (nfluencers) lumsaaasumsvioadisnazldumnuionogiaunsvans
wardndngiuniaivinisfuduisusednsanlunisnsedungAnssudniead saeg 19daiau
winamAdelutlaigiudsndiverinuasUssiuddniimslisunmsinuiiududiieveneveunmnudle
uaziindnenImesnsmannk 1 Influencers Tugmavinssunsviondien Insiwzagiebesuiiudidty

Amsbinuanla I (1) Hansenuszese1IveINInaInEIugnsBnsna (nfluencer) Muidedaulveg

' ¥ a

Jajaniuianadnslussezdu 1wy Msiuduugidvuvsegenueiuindwasuyn1snan e

b

Re

a

FaansAneiaizantwansenuiiiadulussezen Wy MsassnuAnalulusus (orand loyalty)

¥
aad !

uaengAnssumsvieaiiondn danaifelulftesdeduivamuuasiannnagnsmsteasiidsdunniu
(2) sumnsinasEMIsnaREnYieaflen MsAinwinansyUYes Influencers Ssv1nnsitaseludsdingd
ﬁmmLLmﬂsmanNHuﬂejuﬁﬂﬁadLﬁaamaxﬂsxmw i Shvioadiendeausssy (Cultural Tourists),
ﬁfﬂviauﬁmﬁmmgﬁ& (Adventure Tourists), n3oWnvioaiieasswi ﬁﬁmmé’aammamiagﬂa
waneeiy MsdlavsuniaraNudassEvesazngurt e liEUITaeNLUULANYNITIAIN
IFoghausiuduazivszavsnauniu (3) mﬁ%’i’jzyzyﬂﬂizﬁwﬁﬁﬁmm%’u%aumn%uuamamzwwia
gaanssunsviendlerlugaRdviafimeluladinisiaunegidivgnds szuudiyamsshug (Artificial
Intelligence: A Ifidnandunumandnlunanvansnedauvesgnamnssu lnslamzlunansvioadien
Fafrdasraufunadsunlandddasaisnnmeluladsieiosfifanududounnnd sy o1
sTUUNTIATIETeyaru1alvg) (Big Data Analytics), maﬁauﬁ’maam?aa (Machine Leamning),
NMTUTENIBNANTIYI5TINYR (Natural Language Processing) Wy Al li9a519a556 (Generative Al) fi
1) anududiounos Al kasanuannsaiiisdu Al filarududounntuliifsusannsoienesitoya
BangAnsamesinvieudisaluseiuyana (Individualized Insight) lsfegnsusiug uidiannsoaanisnl
wnlifumadums ahslinadaesanunisaimsieaiien uaziamuieiesdiodeansiifinnandusy e
1NTU 19 Virtual Assistants, Chatbots, 1i3eusingzita Virtual Influencers fianansaldneufutinviaaiion
IfuuuiBealnl 2) mansenulauindogaamnssunmsvieadies sunisnaia Al Baglinisdeasma
nsmaadimmianzyana (Personalization) waziiuszAvEnmgsiu densiausiiomilaenadesty

ANABINTT ANLTBU UAZNGANTIHYRIIUIIAADE UG ATUNITIANITWALILHUNTIBAUTIEN
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welulad Al afuayunsuImMIdansszuuIesiin maesunes uazmsuImsgnAn Bl Uszneuns
auNsonBUALEINLABINS IR B NI NG IAEATYA AuUsEauNSall L Al awsoasialszaunisel
{Faléinau (Interactive Experiences) fifsgauaziinnuming 1wu ssuuiuphanuiiviesilonaiouass,
nsdraeadumasiumalulad VR/AR Gadroiiinnssgddalunisiiumis 3) mnuimeuasdedain
4) Tomawes Virtual Influencers Tumsld Al fuganiidusuuuumavszgndld Al flanisiufie “gnadvizna
\eilouae (Virtual Influencers)” defidnonmlunsdudenanssumsnaiaviondien esnawnsa
auunmdnuaiuazidonldogeiuszansain uardoanstunguitmneriuyadnanizen
ldsunmseenuuulnedanediu sdsanunsaaiaiomedwiaiiios Inglaisiasedediinvosmyud

' A e & A ° = ) ° o v
WU a1 @aufl wieanversualiudusesdnduiieUssidudneninuasnisuludssendld

' v
Y =2 v

lugnamnssuviesieiegiuninzan Walasuadeauinandwarsoun1udWu naenauimu

WWINNNIAAIARUENTIBNENG (Influencer) NgenndesiungAnssuUsLAALARIYaLaINAlulad

Adsunlangrasinisa
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