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Factor’s Marketing Mix and Consumer Behavior Influencing the
Selection of KBank Home Loan Services in Bangkok

1, 2

Peerawish Em-on and Supasan Preedawiphat

50
10-20

0.0
66.00 (R2 = 0.660) 0.05

Uy U a0y uidaupsd @b iwéi gxoyai®R O, U g&y Op

Abstract

The objectives of this research were for behavioral marketing mix factor, deciding factor and to study
the marketing mix factors influencing the selection of Kasikotnbank home loan services in Bangkok. The
research results, it was found that the type of housing that is applying for a loan is a condominium, the
amount of land that is requested for a loan is not more than 50 square wah, the reason for using the
service is that it is a bank that provides housing loans, self is the one who decides to use the service, the
repayment period is between 10-20 years, use a branch office near home, no co-borrower, use the payment
method by direct debit from your bank account, no loans with other banks.  Those who use the service

1 E-mail peerawish.em.on@gmail.com
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pay attention to the marketing mix factors that influence the overall service selection at a high level. Sex,
age, education, monthly income, family size, loan amount, type of housing loan applied for and branches
requesting credit, reasons for using Kasikotnbank home equity loan service, loan repayment period for using
a loan with Kasikotnbank and residential area with the decision to choose the service. There was a
statistically significant difference at the 0.05. For the service aspect and process has the relationship could
be predicted by 66.00 percent (R? = 0.660) with a statistical significance at the 0.05.

,FZXPSET 0.BSLFUJOHO®.JY 0$SPOTVNFREB#HFIBWJ

1.
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2564
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3.2
(Mixed Methods Research) (Quantitative Research)
(Survey Research) (Questionnaire)
(Qualitative Research) (In-depth Interview)
33
331 (Quantitative Research)
311
175574 , 2563)
(Daniel, 1995) 322
(Multi-Stage Random Sampling)
3.1.2 (Qualitative Research)
(Judgmental or Purposive Sampling)
20 1
20 (In-Depth Interview)
34
34.1 (Quantitative Research)
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(Questionnaire)

4
4
34.2 (Qualitative Research)
(In-depth Interview)
345
2
1) 2
2)
35
35.1 (Frequency)
(Percentage) (Mean) (Standard Deviation)
t-test  One Way ANOVA
(Regression Analysis) 0.05
5. ontent Analysis
352 (C Analysis)
(Analytic Induction)
(Triangulation)
4,
4.1

20-30
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0.05
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0.05
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0.05
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0.05
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66.00 (R? = 0.660)

0.05
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0.05

(2559)
(2562)
0.05
(2562)
3
66.00 (R? = 0.660) 0.05
(2562)
0.05 1
. (2564). - 6 A )
https://www.bangkokbiznews.com/news/detail/955053
. (2564).
() . . 5(1),175-

187,
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. (2562).

- (2560).

- (2563).
- (2560),
.(2559)
- (2562).

.(2560{

- (2554),

(2558).

8(2),390-399.

(Instagram)

Daniel, W.W. (1995). Parasitic Disease. (3" Ed). New York: Springer-Veriag.
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Managerial Environment and Components of One Stop Service of
The Office of Atoms for Peace, Thailand

1 2

Peeranan Wongrat and Ruchirat Patanathabutr

50

34

ANEALY: BIINaeUNI9NITINNIT, 09FUTENEUNITUENIS, USMITITRasD o 9aLie)

Abstract

The article is presented about the managerial environment and components of One Stop Service of
The Office of Atoms for Peace, Thailand. In terms of the qualitative research method, the inductive method,
from the research of 50 papers, and the semi-structured interview method were used. The results of the
study found an opportunity from rules and government policies to support the use of technology in
facilitating access to services and determining the service component was founded, which was found to be
defined as 34 observable variables. This will be used for Exploratory Factor Analysis (EFA) research and
making quidelines for a one stop service of the Offices of Atoms for Peace, Thailand.

Keyword: Management Environment, Service components, One Stop Service

1 : 40002
Email: wpeeranan@kkumail.com
2 Email: pruchi@kku.ac.th

1516



10

( , 2554)
( , . 2560)
e-License
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2.1
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Analysis) 6
5
(Porter, 1980) SWOT
Analysis (Strengths) (Weakness) (Opportunities) (Threats)

(Budiman, Tarigan, Mardhatillah, Sembiring, & Teddy, 2018)
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The Study of Factor affecting The Rate of Return of Fixed Income Funds and
Gold Funds.

1 2

Pattira khumpoung and Wanrapee Banchuenvijit

1 10

(Multiple Regression Analysis) (Ordinary Least Squares:
OLS) 1) BONDUS10Y 2)
EX RATE 3) SPOTGOLD
1) BONDUSLY 2) WTI 3) SET

AIEIALY: BNTINANDUUNY, NOIYUTINATIAITV, NOIUTINYEIA)

Abstract

The objective of this study was to study the factors affecting rate of return on fixed income funds
and gold funds. The dependent variables used retumn of fixed income funds and gold funds. The
independent variables such as 1-year US government bond yield, 10-year US government bond yield, world
oil prices, world gold price, the exchange rate of Thai baht to US dollar and SET Index. The study was
conducted by using multiple regression analysis with ordinary least squares method (OLS). The results
found that 1) BONDUS10Y in the opposite direction on Fixed income funds 2) EX _RATE in the opposite
direction on gold funds and 3) SPOTGOLD in the opposite direction on Fixed income and gold funds. Factors
that did not affect were 1) BONDUSLY 2) WTI 3) SET had no statistically significant effect.

Keywords: Rate of Return, Fixed Income Funds, Gold Funds

L : 10290 email: Pattira khumpoung@outlook.com
2 . 10290
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24.6%

Covid-19

25 - 15% 15,000

(Global Bond Fund)

13,000
spot gold
(2564)

(Return)

2563

(Flexible Bond Fund)

2563
25.1%

10
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L (unsystematic risk)

(Systematic Risk)
(Fixed Income Fund)
(Gold Fund)
99.99%  99.50%
(2563)
()
1 3
. 2557 . .2562
Model)
()
()
()
(2563)
(NAV)
(NAV)

(NAV)
(NAV)

10

(Multiple Regression
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(NAV)

(NAV)
(2558)

. .2553 . 2558

3
0.05
(2557)
.. 2555
(Correlation Analysis)
4
SPDRGold  London PM
4
PSDB Qil London PM
(2557)
(Multiple Regression Analysis)
6 (Government Bond)
(2554)
2 . .2552 3l
2554 (Ordinary Least Squares: OLS)
2).
3). NYMEX
3.
4 ( 4

2564) 8 SCBFP, KPLAN1, BFIXED, KTFIX1Y3Y
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SCBGOLD, KGDRMF, BGOLD, KTGOLD

www.bot.or.th, www.setsmart.com, www.wealthmagik.com

statistics)

2563 -

2564

(Ordinary Least Squares: OLS)

10

Www.investing.com,

(Descriptive

(Multiple Regression Analysis)

(Correlation Analysis)
(Heteroskedasticity)
(Autocorrelation) (Coefficient)
Adjusted R-squared
4,
1 (Descriptive Statistics)

Variable Mean Median Maximum Minimum SD.
BONDUSLY 0.3517 -1.0900 745100 -61.8500 17.7524
BONDS10Y 03115 -0.7250 36.9100 -33.5300 9.8108
WTI 05213 0.7050 31.7500 -29.3100 8.3489
SPOTGOLD 0.1644 0.3400 10.6300 -9.4200 2.5993
EX_RATE 0.0976 0.0000 2.9900 -2.4600 0.9455
SET 0.0842 0.1450 7.8300 -17.2700 3.0215
SCBFP 0.0213 0.0400 0.2800 -0.6100 0.1254
KPLAN1 0.0201 0.0350 0.2800 -0.4200 0.1028
BFIXED 0.0100 0.0200 0.2700 -0.4200 0.0927
KTFIX1Y3Y 0.0226 0.0300 0.5800 -0.7300 0.1429
SCBGOLD 0.2528 04100 7.7400 -5.4200 2.0256
KGDRMF 0.1563 0.3950 8.0800 -6.0400 2.2037
BGOLD 0.2404 0.3900 7.7300 -5.3500 1.9955
KTGOLD 0.1709 0.3450 7.7100 -5.2600 2.0781
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(Independent Variable)

10

(Dependent Variable) 7451 %
-61.85 % 17.75% BONDUSLY
058 % -0.73 % 0.14
% KTFIX1Y3Y
8.08 % --6.04 % 2.20% KGDRMF
2 (Unit Root Test)

Variable P-Value Result
BONDUSLY 6.879e-029 Stationary
BONDS10Y 6.879e-029 Stationary
WTI 0.0004202 Stationary
SPOTGOLD 4.228e-008 Stationary
EX RATE 3.257e-016 Stationary
SET 2.177e-007 Stationary
SCBFP 1.306e-006 Stationary
KPLAN1 8.945e-005 Stationary
BFIXED 8.629e-006 Stationary
KTFIX1Y3Y 3.834e-017 Stationary
SCBGOLD 6.982e-008 Stationary
KGDRMF 2.217e-026 Stationary
BGOLD 3.061e-008 Stationary
KT-GOLD 1.052e-026 Stationary

(Unit Root Test) Augmented Dickey-Fuller Test (ADF)

(Stationary)

0.05
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3 (Correlation Matrix )

BONDS1Y BONDUSI0Y — WTI SPOTGOLD EX_RATE SET

1.0000 0.3052 0.2086 -0.0613 -0.0371 0.1613 BONDUSLY
1.0000 0.1866 -0.3358 -0.1072 0.2143 BONDUS10Y

1.0000 0.0781 -0.2396 04102 WTI
1.0000 -0.4012 0.2266 SPOTGOLD

1.0000 -0.3072 EX_RATE
1.0000 SET
080 +0.80
Multicollinearity
(Multiple Regression Analysis) (Ordinary Least Squares: OLS)

4 Multiple Regression Analysis (Ordinary Least Squares: OLS)

HAC standard errors ~ HC3 Jackknife

i SCBFP KPLAN1 BFIXED KTFIX1Y3Y
Aravie Coefficient (Prob.)
BONDUS1Y 0.00119 (0.2044) 0.00039 (05737) 0.00060 (05703)  0.00093 (0.4934)
BONDSL10Y «  0.00291 (0.0337
20.00372 (0.0075)  -0.00289 (0.0363) **( ) o003 (0.0997) *
WTI 0.00039 (0.4064) 0.00039 (08170)  -0.00025 (0.9141) 000041 (0.9022)
SPOTGOLD 1250 4 000" 0.01203 0.02313
0.01252 (0.0080)  0.00994 (0.0022) (00043 (0.0038) ™
EX_RATE 002249(02629) 000430 (0.7776)  -0.01230(0.4993)  -0.00762(0.7626)
SET 000300288 (0.4768) 000305309 (0.4425)  0.00305077 (0.6872) ~ 0.00614892 (0.6447)
P-value(F) 8.87e-06 0.001828 0.000169 0.008199
Adjusted 0.226893 0.145008 0.287151 0.347619

R-Squared (22.6893%) (14.5008%) (28.7151%) (34.7619%)
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5 Multiple Regression Analysis (Ordinary Least Squares: OLS)
HAC standard errors ~ HC3 Jackknife
SCBGOLD KGDRMF BGOLD KTGOLD
Variable
Coefficient (Prob.)
BONDUS1Y -0.00249 (0.3944) -0.00166 (0.8896) -0.00396 (0.7221) -0.01721 (0.1585)
BONDS10Y -0.00475 (0.8260) -0.00958 (0.5877) -0.00743 (0.6661) -0.01556 (0.5264)
WTI -0.00643 (0.7606) -0.00486 (0.8155) -0.00240 (0.9112) 0.03869 (0.1569)
*kk 066116 *k%k N
SPOTGOLD  0.67803 (<0.0001) (<0000 0.66690 (<0.0001) 013554 (0.1593)
EX RATE  0.70479 (0.0006) ***  -0.13531 (0.4838)  0.70209 (0.0004)***  -0.46923 (0.0618)*
SET -0.06398 (0.3559) -0.039934 (0.5614) -0.06330 (0.3514) 0.01708 (0.8271)
P-value(F) 4.88e-16 142e-23 8.24e-17 0.172363
Adjusted 0.629446 0.633626 0.639307 0.030657
R-Squared (62.9446%) (63.3626%) (63.9307%) (3.0657%)
10 (BONDUSL0Y),
(SPOTGOLD) (EX_RATE)
3
1 (BONDUSLY), (W),
(SET)
3
1) SCBFP 2) KPLAN1 3) BFIXED 4) KTFIX1Y3Y
Adjusted R-Squared 22.6893%, 14.5008%, 28.7151%
34.7619% 1) SCBGOLD 2) KGDRMF 3) BGOLD 4) KTGOLD
Adjusted R-Squared 62.9446%, 63.3626%, 63.9307%
3.0657% P-Value 0.05 HO
H1
KTGOLD P-Value 0.05

HO

H1
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Multiple
Regression Analysis Ordinary Least Squares: OLS
. .2563 . .2564
1 10
(BONDUS10Y)
(2557) (2558) 2.
(SPOTGOLD)
L. (SPOTGOLD) 2.
(EX_RATE)
(2554) (2557) (2563)

1 (BONDUSLY)
(SET) 3

19 .

10

(WT)

. 2563

3 BONDUS10Y,SPOTGOLD, EX_RATE

RMF
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. (2562). mmvasuvasessvdsImnaianannsneunssemalng uas snsmaniuaeuSuns

AUszine Aikaneyanigasuyasnesusmen lulssmalne ( ).

. (2558). TasemnasugiianidumanosnTHanoURIUNEIYUS IATIFITATUALNDINUTINATT

159U U1 T00UFUTUFMNUTIUTYUN TV IEVUILAILU.

. (2554). tesevrumswenaiiinansenudeyanmiseasuyeinasusmesslulsanalne.

. (2557). thaseiiinanosnsmanauunveInesyusInTIaIwil nsdinyInaau
samamduluasovessuinswidvdvimlvguazyuinnanlulsemealne.
,
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U4l 6 1 - 2557,
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)

. (2564). s9a9mee. ( ) https://www.huasengheng.com/.
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Factors Affecting the Investment Unit Value of the Foreign Investment Fund
in the case Dividend and Non-dividend Payment

1 2

Phattaramin Zinzo and Pornwan Nunthaphad

2561
2565 29
(Multiple Regressions)

AIaAey: neanusuniasulusausyne, yammuieadny, 9Ieautuag

Abstract

The objective of this research was to study the factors affecting the investment unit value of Foreign
Investment Fund in case dividend payment and no dividend payment. The monthly secondary data were
used from August 2018 until February 2022 for 29 funds were tested using multiple linear regression analysis
(MLR). According to the results of this study, Thailand consumer price index (CPI), Thailand policy interest
rate (PR) and Inflation (INF) positively affected on the Investment Unit Value of Foreign Investment Fund in
case no dividend payment. And Thailand consumer price index (CPI), Bank of Thailand policy interest rate
(PR) and currency exchange rate between Thai Baht and US Dollar (THB_USD) positively affected on the
Investment Unit Value of Foreign Investment Fund in case dividend payment and Qil price were not
statistically significant,

Keywords: Foreign Investment Fund, Net Asset Value, Dividends

1 . 10900 email: phattaramin.zi@ku.th
2 . 10900
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aulsvase (X)

todemaasughonnan aulsau (v)
1. #ii5191§U35 1A (Customer Price Index) YAAINUIFAINUVDINDINUI N
3 é’ 1 v
2. 9@]51@@?“1]ﬂuIﬂU']EJ‘ﬁu']ﬂ']ilLW\jﬂiZLﬂﬁll‘ﬂﬂ aﬂﬂuiu@hﬂﬂﬁglﬂﬁﬁﬁﬂﬁﬁjlﬂl'lﬁlﬁu
—> q
(PR) Tunanaz lunedulunaves

3. daswanlasuiuumaeasamiansy e e e

VIENHANNTNITANMINDINU
(Exchange rates : THB/USD)
34 e 1@ (una)

4. 9931910 (INF)

5. 5111135Y (OIL)

1
2.
2.1
2.1.1 (Net Asset Value: NAV)
(Valuation)
Mark to Market
(John Maynard Keynes, 1936) (Marginal Efficiency
of Capital)
(Rate of Interest)
(Liquidity Preference) (Quantity of
Money)
212
‘ (Diversification)’ (Harry
Markowitz, 1990)
80% ‘ ’ 2
1.Feeder Fund (Master
Fund)
2. Fund of Funds
1
2.2.3 ( , 2559)
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(Dividend irrelevance theory)

Modigliani and Miller M-M Theory
2,
(The bird in the hang theory) Gordon, M.
J.(1993)  Lintner, J. (1962)
3.
(Tax preference theory) Litzenberger, R. H. and Ramaswamy,
K. (1979)
2.2.4 (2548)
2 1
(Dividend)
( ) 2. (Capital Gain)
(NAV )
2.2.5 ( , 2543) )
(Base Year)
2.2.6 (Foreign Exchange Rates)

(Foreign Exchange Market)
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2563 )

10

2.2
(2548)
DUBAI
.. 2537 .. 2547
Johnansen-Juselius (1990) Enple and Granger 12
DUBAI 1
Engle and Granger 12
DUBAI 1
(2550)
14 5
5 .. 2545-2549
.. 2545 .. 2550
Johansen-Juselius
14
(2554)
2548 .. 2548 .. 2553 150
(MP)
(INF) (INT) (OIL)
(M2)
(EXE)
(2564)
3
1 .. 2553 4 . . 2562 40
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(Multiple Linear Regression)

3
(CPI)
(PI)
(MPC)
3
31
(Secondary data)
2565 43
( ) 29 52
3
2

3.2

1 (Descriptive Analysis)

2. (Quantitative Analysis)

(Multiple Linear Regression)

4

(Secondary Data)

0.01

(Time-series data)
2561
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1
1
()
25 12.487 1.078
4 11.064 0.398
1
12487 |/ 11.064  /
0.398 1.078
2
.. 2561 .. 2565
(Multiple Regression)
4.1) 5
(Multiple Regression)
(Multicollinearity) 5
(Customer Price Index) (Exchange rates : THB/USD)
(Interest rate) (OIL) (INF) (Correlation
Coefficients) 0.8
Multicollinearity
(Unit Root Test) Augmented Dickey-Fuller (ADF)
(PR) (INF) Stationary Level
Prob 0.01 Non-stationary 1st Difference
(OIL) (CPI) (THB_USD)
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1.7762

10

Stationary 1st Difference 0.01 Autocorrelation
Durbin-Watson (D.W.) 2 091257 118203
Durbin-Watson statistic 005 n=43 k=5 dL =1.2378 du =
HO Autocorrelation Autocorrelation
(Autoregressive) 1 AR(Y) Durbin-Watson 184884  1.94433
HO Autocorrelation Heteroskedasticity
Prob. F 2 00812 07084 Prob. Chi-Square 01380 05477
0.05
Heteroskedasticity
4.2)
()
.. 2561 .. 2565
(Multiple Regression) 2
1)

Variable Coefficient Std. Error t-statistic P-value
DLOG(CPI) 0.64639 0.33580 1.92494 0.0626**
DLOG(THB_USD) -0.22750 0.36021 -0.63159 053190
DLOG(PR) 0.15204 0.02878 528296 0.0000*

INF 0.01671 0.00948 1.76126 0.0872*
DLOG(OIL) 0.00770 0.02762 0.27880 0.78210
Constant 0.00366 0.00689 053075 0.59900
R-squared = 0.464746 -
_ Prob (F-statistic) = 0.001922
Adjust R-squared = 0.354547
* show the P-value is significance level at 0.01
** show the P-value is significance level at 0.10
()
(Multiple Regression) t-statistic
0.05
(CPI)
(PR) (INF) R-squared 0.46474
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46.47 5353 Adjusted
R-squared 0.35454

NAVFCG = 000366 + 0.64639* DLOG(CPI) -0.22750* DLOG(THB_USD) +0.15204DLOG(PR)
+ 0.01671*INF + 0.00770*DLOG(OIL)

2)

Variable Coefficient Std. Error t-statistic P-value
DLOG(CPI) 042342 0.23935 1.76901 0.0859**
DLOG(THB_USD) -0.33155 0.17006 -1.94652 0.0595**
DLOG(PR) 0.07143 0.03100 2.30394 0.0275*
INF 0.02421 0.00444 545532 0.0000*
DLOG(OIL) 0.01781 0.01289 1.38456 0.17520
Constant 0.00104 0.16114 409821 0.88760
R-squared = 0.704564 o
s Raquaed = 064373 Prob (F-statistic) = 0.00000

* show the P-value is significance level at 0.01
** show the P-value is significance level at 0.10

( ) (Multiple
Regression) t-statistic

0.05
(CPI) (THB_USD)
(PR) R-squared 0.70456

70.45 29.55
Adjusted R-squared 0.64374

NAVFD = 000104 + 0.42342*DLOG(CP) -0.33155*DLOG(THB_USD) +0.07143DLOG(PR)
+00.024214INF + 0.01781*DLOG(OIL)
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43)

17

()
. .2561 . .2565
(Multiple Regression)
0.01 11
)
11 (
(CPI)
(CPI) 1
042342
(2550),
(PR)
(PR)

10

0.01

0.10
0.64639

(2560)

0.05

0.07143
0.15204
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(THB_USD)
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(Freeze Dried)
Marketing mix influencing on buying decision of product freeze dried fruit in
Bangkok

1 2

Phattraphon Sueaphet and Anuchat Chamchong

(Freeze Dried )
400 , , ,
Independent-Sample T-Test,

(p<0.05)

(p<0.05)
(p<0.05)

ARy Halisanse, Ussvinsmans, wgdnssuguslan, diusyauniamsnain, nsvuaumsiaduls

ABSTRACT

The sample group was person who bought freeze dried fruit product. A set of questionnaires were used for
data collection a sample of 400 people analyzed the data and analyzed by using Frequency, Percentage,
Mean, Standard Deviation, Independent-Sample T-Test , One-Way Anova and Multiple Regression Analysis.
The results of the research showed that importance personal factors to buying decision of product. The results
also revealed that the differences of age, education, occupation and monthly income were effect to buying
decision of product freeze dried fruit in Bangkok that significantly (p<0.05) . Moreover, The results showed the
differences consumer behavior factors that effect to the differences of respondents themselves to buying
decision of product freeze dried fruit in Bangkok (p<0.05). According to the differences of price effect to buying
decision of product freeze dried fruit in Bangkok insignificantly(p<0.05)

Keywords: Freeze dried fruit, Demographics, Consumer Behavior, Marketing Mix, Decision-Making Process
1 : 10400 email: phattraphonS@hotmail.com
2 : 10400 email: anuchat_cha@utcc.ac.th
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A Survey on Factors Contributing to Debt Accounts of Bank for
Agriculture and Agricultural Cooperatives in Ban Klong Le Community,
Dusit Sub-district, Thamphannara District Nakhon Si Thammarat Province

1

Patravadee Sittirak

30

50,0 )
63.33
56,67 3)
1667 4)
73.33
50

maegy: Tadenisneuil , suInIsiNen SNy SUazannIalnITiNYs

Abstract
A Survey on Factors Influencing Indebtedness of Customers of Bank for Agriculture and Agricultural
Cooperatives in Ban Khlong Le, Dusit Sub-district, Tham Phannara District, Nakhon Si Thammarat Province
has an objective to seek factors influencing indebtedness of customers of Bank for Agriculture and
Agricultural Cooperatives in Ban Khlong Le. The researcher collected data using a survey questionnaire,
with a total of 30 participants. The collected data were analyzed to generate percentage, mean, and
standard deviation. The results indicated four chief factors. The first one was needs for fundamental

1 , 80280
email: 6111312021@nstru.ac.th
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essentials; the frequencies went to education fees of their children (50.0%), followed by medical fees
(significantly high). The second factor was economy. Regression of economy resulted in unemployment
leading to a higher rate of indebtedness (represented by 63.3% of participants), followed by a decrease in
purchasing demand of agricultural products, which caused the loss to the farming process (reported by
56.67% of participants). The third one is social factor. This refers to the personal needs for an outstanding
figure and public acknowledgement (46.67% of participants). The last factor was government’s policies,
which enthralled most of the participants (73.33%) to make a loan free of interest. The following incentive
was the government’s offer for emergency loans (reported by 50.0% of participants).

Keywords: indebtedness factors, Bank for Agriculture and Agricultural Cooperatives
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Mean | Standard Deviation
1. 1 3.33 10 |3333| 19 | 6333 0 0.00 0 0.00 30 | 340 0.70
2. 0 0.00 10 |3333| 19 | 6333 1 333 0 0.00 30 | 330 0.58
3 2 6.67 13 | 4333 | 10 | 3333 5 16.67 0 0.00 30 | 340 0.84
4, 15 50.0 8 26.67 4 13.33 2 6.67 1 3.33 30 | 413 1.09
5, 2 6.67 2 6.67 24 | 80.00 2 6.67 0 0.00 30 | 317 0.67
L 19 | 6333 | 11 | 3667 0 0.00 0 0.00 0 0.00 30 | 463 081
2. 8 2667 | 20 6.67 2 6.67 0 0.00 0 0.00 30 | 420 0.67
3. 17 | 5667 | 13 | 4333 0 0.00 0 0.00 0 0.00 30 | 457 0.57
Mean | Standard Deviation
L 2 6.67 9 3000 | 14 | 46,67 4 13.33 1 3.33 30 | 323 0.97
2. 0 0.00 8 2667 | 18 | 60.00 3 10.00 1 3.33 30 | 310 0.73
L 22 | 73.33 4 13.33 4 13.33 0 0.00 0 0.00 30 | 460 0.96
2. 7 2333 | 16 | 5333 7 23.33 0 0.00 0 0.00 30 | 400 0.77
3. 15 | 5000 | 11 | 3667 4 13.33 0 0.00 0 0.00 30 | 437 0.75
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crowd funding
Factors Determination on Crowd Funding of Community Business Unit

1 2

Phutip Boongerd and Pattaragit Netiniyom

crowd funding
403
Reward Crowd Funding Schefft
Crowd Funding
10
crowd funding
crowd funding

AIaATY: crowd funding, I@1MAYUYY, ADITUNITIS UL TY

Abstract

The study of personal characteristics to the determinant of crowd funding for local community
business unit. The study aims to survey the product, price, placement and government effects on crowd
funding success. The sample of 403 show that there is no difference on the feed back due to location of
the sample but the age range is significantly influence on sample behavior. The reason could be crowd
funding is new to the sample, which reflects to their smaller discount amount with only one third. The
crowd funding could be very useful to Thai government, considering on their fiscal status due to the covid
19 pandemic.

Keywords: crowd funding, local community business unit, community financial institution

L . : 10900 email: phuthip@gmail.com
2 : 10900
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- 19
Marketing Mix and Purchase Behavior Affecting the Buying Decision
Alcohol Disinfectant Products after the End of the COVID-19 outbreak in
Bangkok

1 2

Puri Buapradit and Anuchat Chamchong

- 19

400

managy - masaadlade , Javenussrnsamans , TagaiulseannIsmainuingg

Abstract
The purpose of this research was to study the marketing mix and purchasing decision behavior

alcohol disinfectant products After the end of the COVID-19 outbreak in Bangkok. to study marketing factors
that affect purchasing decisions of Alcoholproducts of consumers in Bangkok. The sample consisted of 400
people and analyzed the data with a packaged program. The results of the study of factors affecting the
purchasing decision of alcohol disinfectant products of consumers in the province. Bangkok were found

L . 10400 email: ppurib@ymail.com
2 . 10400
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that the demographic factors, namely , occupation and income, affecting the buying decision Alcohol
Products of consumers in the province Bangkok.The marketing mix factors (7Ps) affecting the buying decision
of alcohol disinfectant products of consumers in the province Bangkok, including Product and marketing
mix factors, price, marketing promotion distribution channel physical characteristics, personnel
characteristics, and processes Has no effect on consumers' decision to purchase alcohol disinfection
products in Bangkok.

Keywords: buying decision, demographic factors, marketing mix (7Ps),

-19

. .2562
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19 (7Ps)
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Multiple technology factors of marketing mix affecting a choice of consumer
of Mala Dimsum through Grab in Phuket
1 2

Manassawin Choowong and Jaratchwahn Jantarat

385

maRg) - thvgsernsmans, Tavgaiulssaunnnswais, Javenisgeusumalulad, n1sanduls

Abstract

This study aims to study Multiple technology factors of marketing mix affecting a choice of
consumer of Mala Dimsum through Grab (food delivery application ) in Phuket by conducting a survey of
385 online questionnaires. Demographic factors Different. Age, occupation and status influence decisions
about Mala dim sum through the Grab application As for the marketing mix factor, the research found
that the price factor Process and Physical Evidence And for the technology acceptance factor, it was
found that Perceived Usefulness, Perceived Ease of Use and Perceived Credibility Affecting consumers'

decision to use Ma Dim Sum via Grab Application Phuket

Keywords : Demographic factors, Marketing Mix factors, Technology Acceptanc
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Shopee Application GenXYZ
Online Marketing Mix Factors and Technology Acceptance Affecting to
Purchase Decision through Shopee Application of X Y Z
1

2 3

Rajeewan Singtong, Wisanu Luenglaor, and Sawaros Srisutto

Shopee Application GenXYZ
Generation 129 387
(Multiple regression analysis) Gen X

Shopee Application Gen X
GenY

Shopee Application GenY Gen Z

Shopee
Application Gen Z

maAgy: auszaunnseamesulall, nmsseusumalulad, nsindulade, Gen X Gen Y Gen Z

Abstract

This research aims to study the factors of online marketing mix and technology acceptance in making
purchase decisions via Shopee Application among Gen X Y Z groups by using an online questionnaire to collect
sample data. There are 129 people per generation, a total of 387 people, to be collected for sample group. The
data was input and analyzed by using statistical program. The multiple regression was used to test the hypothesis.
The results found that at some factors in the online marketing mix; product and place, and one factor of technology
acceptance; perceived ease of use affect the purchase decision via Shopee Application of the Gen X group. For
Gen Y, it was found that there were some factors in the online marketing mix; product, promotion and privacy, as
well as the factor of technology acceptance; perceive usefulness and perceived ease of use affect the decisions

1 : 10400 email: rajeewan.kk@gmail.com
2 : 10400 email wisanu_l@yahoo.com
3 . 10400 email drsawarosu@gmail.com
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making via Shopee Application of Gen Y. In the case of Gen Z, there are some online marketing mix factors; product
place promotion and all the factors of technology acceptance; perceived usefulness, perceived ease of use, and
perceived credibility affects the decisions making via Shopee Application of Gen Z

Keywords: Online marketing mix, Technology acceptance, Purchase decisions, Gen X Gen Y Gen Z.
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(Standard Deviation) (Multiple regression analysis)
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Factors Influencing Satisfaction in Choosing Bubble Tea Consumption

1 2

Rangsarit Silprasert and Asst. Prof. Dr.Pranee Eamlaorpakdee

409
SPSS

AIEIAY: AIUAINWELR, FIUUsEaNnNnITAaIn, WehnIsunI1ITe

Abstract

The objectives of this research are to study service marketing mix influencing satisfaction in choosing
bubble tea consumption and to study behaviors influencing satisfaction in choosing bubble tea
consumption. Questionnaires were used as a tool to collect data from 409 consumers in Thailand. Data
were analyzed, processed with the SPSS statistical program so that operators can apply results of this study
for making plans, improving, developing and expanding the bubble tea shop business in the future. The
results showed that factors influencing satisfaction in choosing bubble tea consumption consisted of (1)
demography, age, occupation, income, and status affect the satisfaction of consumption of bubble tea
differently; (2) service marketing mix in the aspect of product and marketing promotion affect the
satisfaction of consumption of bubble tea; (3) behavior regarding frequency of purchasing bubble tea has
different effects on the satisfaction of bubble tea consumption.

Keywords: satisfaction, marketing mix, buying behavior

L : 10400 email: rangsarit4@gmail.com
2 . 10400
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Effect of marketing mix factors on purchasing decision of cannabis-
containing food and beverage products in Bangkok

1

Lucksnaphat Mengtrakul and Anuchat chaumchong

400

AIEIAGY: dulszaNnIINIINaIn, N1TanaulIYe, Ay,

Abstract

This article investigates the factors of marketing mix that influence the purchase decision of cannabis-
containing food and heverage products in Bangkok to determine the purchasing decision of cannabis-
containing food and beverage products consumer, to study the factors affecting the decision to buy food
and beverage products that contain ingredients consumer cannabis classified by personal factors and to
study the factors of marketing mix that affect the decision to buy food products 400 consumers of cannabis-
containing beverages. This study utilized the descriptive statistics, inferential statistics, and regression
analysis. The results demonstrated that different demographic factors indicated the identical purchasing
decisions, while analyzing the regression equation, it was found that the four marketing mixes had a
statistically significant effect on the decision to purchase food and beverage products containing cannabis
plantations in Bangkok.

Keywords: Marketing Mix, Purchase Decision, Cannabis

L : 10290 email: yingyongrakdee@yahoo.com
) . 10400 email: theerakorn_udo@utcc.ac.th
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Unstandardized Standardized
Model Coefficients Coefficients
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B Error Beta t o
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Santa Fe Steak
The Effect of Service Quality and Brand Image on Brand Loyalty
A Case Study of Santa Fe Steak Restaurants in Bangkok

1 2

Leelakan Inake and Nuttapon Punpugdee

Santa Fe Steak
Santa Fe Steak
412
(Multiple regression)

5
5.7

AIFIALY: AANINNITUTNIT, NINSNYAATIFUR, APIUANAIUATIFUA)

Abstract
The objective of this research was to examine the effect of service quality and brand image on brand

loyalty in the case of Santa Fe Steak in Bangkok. The population of this study was a group of customers
who lived or worked in Bangkok and have dined at Santa Fe Steak restaurant in Bangkok. The sample of
this study consisted of four hundred and twelve (412) customers. Data was analyzed using descriptive
statistics and inferential statistics in a form of multiple regression analysis. The study revealed that all five
dimensions of service quality, including reliability, responsiveness, assurance, empathy, and tangibility, as
well as brand image explained 75.7% of variation in brand loyalty.

Keywords: Service quality, Brand image, Brand loyalty
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Factors influencing customer purchase decision
oncat licking snacks in Bangkok

1 2

Vonglatda Vongnakhone and Jaratchwahn Jantarat

P’s (6W1H)
(Questionnaire Research)
400 26 -35
15,000-30,000 1

Shopee 50-100

(P'S) 5
0.05

AISIALY: YUAUNUEY L, NYANTIUEUSINAZ, AIuUseaun19nI13AaIN(7P’S) 3, Msinauladed

Abstract

This independent study aimed to study demographic characteristics. 7 P's marketing mix factors and
behavioral science factors (6W1H) influencing the purchasing decision of cat licking snacks consumers in
Bangkok.This research is a quantitative survey research. by using a questionnaire (Questionnaire Research)
for data collection from a sample of 400 cat owners living in Bangkok. Most of the people are female, aged
26 -35 years, have monthly income. 15,000-30,000 baht Has a career as an employee of a private company,
single status, currently has 1 cat. Most consumers do not discuss cat licking snacks with anyone. The recipe
for cat licking snacks that | choose to buy is low sodium formula Good for kidney health. The main reasons
why consumers buy cat licking snacks are: value and benefit. My favorite way to buy products is through

1 . 10400 email: Vonglatda.vnk@gmail.com
2 : 10400
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online channels like Shopee. The average cost of buying cat licking snacks per time is 50-100 baht. The
frequency of buying cat licking snacks is once every 2-3 months, As for the influential people in buying cat
licking snacks are Social media. In addition, different marital status influenced the purchasing decision of
consumers in Bangkok differently. And in terms of the factors of marketing mix (7P'S), there are 5 factors
that influence the decision to buy cat licking snacks of consumers in Bangkok, namely product, price,
distribution channel, process of giving. services and physical components at the significant level of 0.05

Keywords: Cat licking snacks1, Consumer Behavior2, Service Market Mix (7P°S) 3, Purchase Decision 4

L
11
Euromonitor International (2018)
2556 2.8 4
2 6
COvID-19
5-10% PET Expo Thailand 2022
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(7P BW 1H 2
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2. (7Ps)
3.
2.
2.1
(2538,  41-42) (Demographic)
2.2 (Marketing Mix)
Kotler (1997, p. 92) (Marketing Mix)
4 (4Ps) (Product)

(Price) (Place) (Promotion)

3 (People) (Physical Evidence) (Process)

IPs
2.3
(2559)
6Ws  1H Who What

Why When Where Who participate ~ How

1647



24

-

WA
-01Y
51818
-
913N

SHDUMNANTE

(v} d
fadamudlssrnsmans

o a4
\mmuummam

~

/ d?uﬂi%iﬂl‘ﬂ1ﬂﬂ1§ﬂn1ﬂ \

v A o @
-ATUNAANTUN

v
-ATUIIAN

-Auynans

-MUTBIMIMITAT MY

Suguaiumsaaa

ﬁ'mnizmumﬂumi

—

\11}{1 35
-

-6W 1H

\-

Jademunganssu

J

4%

10

o o & = Y a
ﬂ1iﬂﬂﬁu1ﬂ°}5'ﬂ‘uuﬂ!m?}mﬂﬂ]ﬂﬂE_!llﬁiﬂﬂ

GLuHJﬂﬂEQL‘VlWiJWWNﬂi

(Quantitative Research)
(Questionnaire)

385
15

(Quota Sampling)
Offline 100

(Convenience Sampling)

300

17
(Purposive Sampling)

95%

Facebook Fanpage

(Survey Research)
Taro Yamane
+/- 5%

400

Offline Online .

16-17
Online

1648



(Mean)

Regression)
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A study of Brand Awareness and Brand Influencer that influence
Purchasing Decisions of luxury brand products of the Generation Y in
Bangkok

1 2

Wacharamon Nuttaphoonwat and Laddawan Lekmat

1) (Brand Awareness)
(Brand Influencer)
2)

(Brand Awareness)
(Brand Influencer)
0.05

AIFIAY: NTSUFNTIFUAY, WOAnTIUEUTLne, HlavEnanensIaum, n1sdnaulade

Abstract
The objectives of this studies were, 1) to studies brand awareness, brand influencer affecting purchase
decision the brand name products of the Y generation in Bangkok. And 2) to studies correlation of brand
awareness, brand influencer, and purchase decision the brand name products of the generation Y in
Bangkok. Using purposive sampling techniques. The research instruments were questionnaires. The data
analysis and statistic were percentage, mean, standard deviation, and multiple regression analysis.

L : 10400 email: daowacharamon@gmail.com
2 : 10400
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The research results showed that, the factors of brand awareness, brand influencer, and purchase decision
the brand name products of the generation Y in Bangkok. And found that factor of brand awareness in the
most population had opinions to the factors of brand awareness, brand influencer, and purchase decision
the brand name products in high agree level. And the hypothesis testing results showed that, the factors
of brand awareness and brand influencer affecting purchase decision the brand name products of the
generation Y in Bangkok, statistically significant at 0.05

Keywords: Brand awareness, Consumer Behavior, Brand Influencer, Purchase Decision

L
( ) (Luxury Brand) 2559
5 71%
63% 61% 59% 57% 5
21% 17% 14%
10% 10%
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Celine, Givenchy, Burberry ~ Yves Saint Laurent (TopRankThailand, 2565)
15
Dirsehan & Kurtulus (2018) (Brand Awareness)

2557)
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3.2

(Closed-end Questionnaire)

3.3
(Snowball Sampling Technique) 2523 - 2540
21
2564 - 20 2565
3.4
L
(Descriptive Statistics)
(Frequency) (Percentage)
2.
(Mean) (Standard Deviation)
3.
(Multiple Regression Analysis)
4,
1, 80.8%
19.3% 24-30 68.3% 2%
435% 15,000 - 30,000 49.5%
2.
188 47%

1 186 46.5% 5,000 - 30,000
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(Brand Influencer)

210 52.5% 154 38.5%
212 26%  Dior 238 19.7% /
208 52%
4,
1 (Brand Awareness)
1 (ANOVA)
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 18.970 1 18.970 78.498 0000
Residual 96.182 398 242
Total 115.152 399
T-Value  sig. 0.000 p-value
0.05 1
(Brand Awareness)
1
2 (Brand Influencer)
2 (ANOVA)
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 13232 1 13232 51.670 | .000P
Residual 101.920 398 256
Total 115.152 399
T-Value  sig. 0.000 p-value
0.05 2
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ABC
Factors Influencing Brand Advocacy via Online Digital and the Relationship
between Brand Advocacy via Online Digital and Word of Mouth
Communication of Cooperate Brand ABC, Limited, Udon Thani Province

1 2

Vachirawit Nachalam and Tipvanna Ngarmsak

ABC 120 4
5 4
4 16 Likert Scale 5 2 11
(Promoters) 16.7

AITIAYY: HaduayunsIFum, AnuTedulunsIdue, n15asenanvallusug, AINISNANAUNTIFUA,NTS

Foarsuuy

Abstract
This study aimed to study the factors influencing brand advocacy via online digital and the relationship
between brand advocacy via online digital and word of mouth communication of Cooperate Brand ABC,
Limited, Udon Thani Province Questionnaires with 120 samples were used to measure the influencing
factors which were brand trust of 4 items, customer brand identification of 5 items and brand loyalty of 4
items and brand advocacy via online digital of 4 dimensions 16 items, all with 5 levels of Likert scale.

1 . 40002
2 . 40002
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Questionnaires also measured two items of word-of-mouth communication with 11 level scale. Results find
that for the word-of-mouth communication, there is only 16.7 % of Promoters. The results also find that
brand trust, customer brand identification and brand loyalty are significantly related to brand advocacy via
online. The brand advocacy via online is also significantly related to the word-of-mouth communication.

Keywords: brand advocacy, brand trust, customer brand identification, brand loyalty, word of mouth

communication

L
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( , 2563)
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2, (Brand defence) ' L L

3. (Brand positivity)
4 (Positive virtual visual cues)
212
(2553)
2.13
Lake (2010) (Word of Mouth-WOM)
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2
Pearson Correlation 1 .760** 661** 504** 858+* 328+*
Sig. (2-tailed) <001 <001 <001 <001 <001
N 120 120 120 120 120 120
Pearson Correlation | .760** 1 690 567+ 907 393+
Sig. (2-tailed) <001 <001 <001 <001 <001
N 120 120 120 120 120 120
Pearson Correlation 661** 690** 1 A88+* 855** 371
Sig. (2-tailed) <001 <001 <001 <001 <001
N 120 120 120 120 120 120
Pearson Correlation 504 567+ 488+ 1 126 257
Sig. (2-tailed) <001 <001 <001 <001 0,005
N 120 120 120 120 120 120
Pearson Correlation 858+* 907** .855** 126%* 1 403+*
Sig. (2-tailed) <001 <001 <001 <001 <001
N 120 120 120 120 120 120
Pearson Correlation | .328** 393 371 257 403" 1
Sig. (2-tailed) <001 <001 <001 0.005 <001
N 120 120 120 120 120 120
2
(Multicollinearity)
(Multiple Regression Analysis)
3 (Simple Linear Regression)
ABC
Unstandardized Standardized Sig.
Coefficients Coefficients
B Std. Error Beta Sig
1085 1.350 423
1.713 358 403 <001
R R2 Adjust R2 R=43R2 =162 Adjust R2 = 155 F = 22.850
VIF = 1 Durhin-Watson = 2.062
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Day Spa Health & Spa
the factors of marketing mix affecting decision-making to receive services.
A case study of Day Spa at Ban Na Thong Health & Spa Co., Ltd

Day
Spa Health & Spa 1
2. 3
Day spa Health & Spa 405
31-40
30,001 - 45,000
1/ -
13.01-15.00 .
3
Significant a 005
Day spa Health & Spa
: Day spa, , :

Abstract

This research was study the factors of marketing mix affecting decision-making to receive services. A
case study of Day Spa at Ban Na Thong Health & Spa Co., Ltd. The objectives are as follows: (1) to study
the demographic structure influencing decision making. Service (2) behavioral factors of service users
Influence on service decision (3) to study the marketing mix that influences service decision. The study
sample consisted of 405 participants in day spa treatment at Ban Nathong Health & Spa by using a
questionnaire collection method. Most of those who use the service are female, in the age range between
31-40 years old, their education is in the bachelor's degree. Most of them are private companies, their
income between 30,001 - 45,000 baht, marital status, behavioral, most of the people who come to use
the service once/month, on and Saturday-Sunday and public holidays and the service during 1 p.m. - 3
p.m., most of them received the service alone. Most of them use Thai massage service. And they use the
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spa service because of relaxation and stress relief. Marketing mix factors The results of the analysis revealed
that there are 3 factors that have a Significant value less than a at 0.05, namely, promotion factors, market
physical factors The service process factor, while the others are the product factor. price factor, Location
factor and personnel factors has no influence on decision-making in choosing to use day spa services at
Ban Na Thong Health & Spa Co., Ltd.

Keywords: Day spa, Health & Spa, Behavioral, Decision, Marketing mix
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t-test for Equality of Means
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The Marketing mixes, consumer behavior and motivation factors affecting the
consumer’s purchasing decision of Ketojenic.

1 2

Wannisa Somboon and Supasan Preedawipat

(7P’S)
Keto's Facebook group 400

AIFIAY: d1usrann9nInaIn, wansuguslan, usegls, msdadulade

Abstract

The propose of this independence study is study the factors influencing the consumer’s purchasing
decision of Ketojenic. Including independent marketing mix 7Ps, consumer behavior, and motivation factors
and dependent variable is consumer decision. The sample group used in this independence study consisted
of 400 people with Keto's Facebook group. The tool used to collect data was an online questionnaire.
Results showed that market mixs (7P’ S) factors, influencing the purchase decision of Ketojenic is product
and physical evidence. The motivation factors including reasonable motivation, emotional motivation
influencing the purchasing decision of consuming Ketojenic. And consumer behaviors including the where
and reason to buy influencing the purchase decision of Ketojenic.

Keyword: Marketing Mixs 7Ps, Consumer behavior, Motivation, Consumer decision

1 . 10400 email: Wannisasonboon1995@gmail.com
2 : 10400
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Managerial Environment and Marketing Component of Korea Restaurants

in Udon Thani Municipality Area Udon Thani Province
1 2

Watsika Kanawiwat and Ruchirat Patanathabutr

Covid-19

34

Abstract

This article is presented about the management environment and marketing component of Korean
restaurants in Udon Thani Municipality Area Udon Thani Province. In term of management analysis,
documentary research, and semi-structure interview were used. The results found that in opportunity was
discovered that government policy has the potential to help the country's economy. Technology has
evolved to make ordering food and operating the restaurant. People have behaviors that adapt to new
normal and with the number of Korean restaurants in Udon Thani is still a small number, so there is still a
chance to compete in this market. In terms of threats, one of the issues found is the unpredictable outbreak
of COVID-19. Consumers' purchasing power has not recovered. Additionally, consumers have a wider range
of food options. Therefore, it is a part that still needs to be vigilant. In term of Marketing Component of
The Korea Restaurant found 34 observable variables, which will be applied in the Exploratory Factor
Analysis (EFA) research and determine the marketing guidelines of Korean restaurants in the study area.

Keywords: Korea food restaurant, Managerial Environment, marketing components, Semi-Structured

Interview

1 . 40002
email: Watsika_ka@kkumail.com
2 email: pruchi@kku.ac.th
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Analysis rate of return and risk of investment in Market for Alternative
Investment (mai)

1 2

Worrawit Chitpattanakul and Dr.Thitapon Ousawat

(mai) (Overvalued) (CAPM)
mali, 8 mai 101
31 ..60-28 . .65 mal
0.50% mai 5
CAPM 25 44
32

o o o o v ¢ & o ° A =7 A
AINIAEY: AAINVANTINE oL Lo ZQ, uuvaI1aes CAPM, 1m791103719A35984 U1, 57@7@\7/‘73774@?5@3!771!, 77A7

N AEEY

Abstract

The objectives of this study are to study rate of return and risk of Market for Alternative Investment (mai)
and find overvalued stock and undervalued stock by CAPM. Data which is used in this study are mai index,
8 mai industry index, 101 Securities listed in mai from 31 March 2017 - 28 February 2022. The results
showed the return rate of mai is 0.50% per month. There are 5 mai industry index has a higher rate of
return than mai are Technology, Service, Consumer Product, Argo & Food Industry, Property & Construction.
In terms of CAPM, the results showed that 25 stocks are Undervalued, 44 stocks are Overvalued and 32
Stock are Fair Valued.

Keywords: mai, CAPM, Overvalued, Undervalued, Fair Valued
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6.62%
6.12%
2 CAPM
3 mal

CAPM
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CAPM CAPM
ABICO META
JCKH PPS
KASET PROUD
TACC PSG
TMILL SMART
X0 TAPAC
ALPHAX THANA
BGT PSTC
ECF SEAOIL
EFORL SR
HPT STOWER
JUBILE TAKUNI
MOONG TPCH
NPK TRT
TMC UMS
ACAP UPA
AF AKP
ARA ARIP
BROOK ATP30
GCAP AUCT
LIT BOL
CHO CMO
CHOW DV8
CIG FSMART
COLOR FVC
CPR HARN
FPI HEMP
KCM KOOL
MBAX LDC
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CAPM CAPM
NDR MORE
PDG NBC
PIMO NCL
PIW NEWS
PPM NINE
RWI 070
SALEE PHOL
SANKO PICO
SWe QLT
™ RP
MW SPA
UBIS TNDT
UEC TNH
UKEM TNP
UREKA D
YUASA i
ARROW WINNER
BSM IRCP
DIMET PLANET
HYDRO SIMAT
I5P SPVI
K
2
mai 59 mai 42
CAPM (Undervalued)
95 (Overvalued)
A4 32
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1.06% 0.88% 0.61%
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0.14% 0.09%
(mai) Jensen’s Alpha
mai 7
mai 42
CAPM
25
44
1
mal 1. 2.
ma
2.
3

mai
0.58%
mai
(2562)
(SET)

59
mal
(Undervalued)
(Overvalued)
32

mai

(Undervalued) 25
(Overvalued) 44
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0.31%

1719



10

- (2564). ( 1),

. (2561). snsmanovunuuazarmdesveinisasyulungusnnsneg SETHD.

133(105), 164-174.

. (2559). msvszdusaTmaneuunazaFesvesiannsndlunainuannswe 1oy 1o lo lagld

uyUTIa99 3 Uageves Fama-French.

1720



34

17

|

nufAnwzos

e}

mafmaiRanaadeumaniadans SmniziFquam |

g 1
misTinssidaoadeunisuon msdins e daadeuniolu

TA PESTEL 102 5 Forces Model TAb Business Functions Analysis
T T
T

| madingEd SWoT I

r

nufinunzesi 2: ImediFaqunm

| nidmenm |
+
| mafuneiFeng |

!

@nlidunalduosoamlizneunsaniagristmenauasindsaity

41

- maAnuzzesi 3 namnsny el

[GUTELLTEET
- . o a4
AnAmiudenaAlsznounsami e suezing 0aiu

4

| Finrzrinadal 1379 ¢ v Factor Analysis : EFA)

1

| oafilsznoundn 34 eafiliznou |

l B pa—

| N1IITANANOA (Brainstorm) ‘

i

p o
‘ TR S———— B

o _ )
gndviiibzaumselumilfrinfuemunzinisadn

SMEs

PESTEL Analysis

10

1734



AAUT
AIUINDOU
Alena

(2564)

SMEs
-19

AIEUATIA

2.58

-19

4
SMES
(2563)
-19
(2564)
(2563)
(African Swine fever. ASF)
(2565)
1.25

2565

10

-19

1735



42

58

34

10

17

35

3l

30

29

21

21

26

26

26

26

23

23

22

22

22

22

22

22

20

20

19

19

19

18

18

18

18

18

1736




10

18

18

18

18

34

(2559)

(2562)

(2562)

(2563)

(2559)

(2560)

(2564)

(2550)

(2564)

1737



10

11

12

13

14

15

16

17

Facebook

18

19

20

(2561)

(2562)

21

22

464
(2562)
(2559)
(2564)
(2559)
(2559)
(2561)
(2560)
(2564)
(2559)
/

(2550)

10

4.26

Social Network

(2564)

1738



10

23

(2559)
24
(2561)
25, Wi-Fi
(2560)
Wi-F
26
(2560) Generation X Generation Y
21
(2563)
28
(2564)

29 (2564)
30

(2560)
31

(2556)

32

(2564)
33 Facebook Line

(2559)

1739



(2558)

34

34

(2562)

-19

10

1740



Fulsfuna’ld dunlsdaunald

fmamasznduiuidoyavesin

. 4 4
IANADTHITUAZLATE AL

danlaur

e
-
mInaad e i . RN - N
uazinTesdnuvn e _

\ J - ad o
e L S E——
\\

4 3

W\ 3

\ ANUATAYOIDTHITUBZINTOIAN
\j

melunaininazen ‘

minnuisanwazen Foulon

a A
fthoudammiiganu

o T TN
Dmsousuminnuseuliiinisudand)

fnsusha

vimsedigndsaniuth

|

\

\

mﬁmmﬁnwuuw

\
\

T Taveruunu —

_—

T~

Dgnunidam

o vy
UANUUUYOND

fivimsdepmstinim

|4

Tpmansissiuiivanvme

\ WingRuiitgunmm firnuuaeadalunlivinmg
MUy R0 |
ad -

ﬂwﬁl“'ﬂﬂ"‘““‘

Frufussmman S

Doyadomunridnsondamu

uoziloeaTilianfavnanzaoaTitia

Y
P d gy a
ImsTiwesgniiunelfudnnis

. 2561,
After You, , 11(2), 180-181.
. 2560.

649-657).
. 2564, Covid.
https.//www.ditp.go.th/contents_attach/732403/732403.pdf 25 2564,
. 2562, 2562. .
https.//www.dbd.go.th/download/document file/Statisic/2562/T26/726 201902.pdf 27
2564,

. 2560.

. 2562.

1741


https://www.ditp.go.th/contents_attach/732403/732403.pdf
https://www.dbd.go.th/download/document_file/Statisic/2562/T26/T26_201902.pdf%2027%20%E0%B8%98%E0%B8%B1%E0%B8%99%E0%B8%A7%E0%B8%B2%E0%B8%84%E0%B8%A1%202564
https://www.dbd.go.th/download/document_file/Statisic/2562/T26/T26_201902.pdf%2027%20%E0%B8%98%E0%B8%B1%E0%B8%99%E0%B8%A7%E0%B8%B2%E0%B8%84%E0%B8%A1%202564

. 2562.
. 2564,

. 2562.
. 2558,

. 2558,
. 2563,
. 2564,
87-93,
. 2559,

. 2560.
. (2560).
Niche

. 2558.

. 2560.

Jdf 4 2565.

- (2563).
2564,

. 2559,

10

13(3); 80-85.

20:
20.(  2085-2089).

Modern Restaurant.

10(2); 262-268.

= Strategic planning & management.

. 2564,
Covid-19. 7(3): 77-85.

: http://www.dsdw2016.dsdw.go.th/doc_pr/ndc_2560-2561/PDF/8468e/

112 (2): 146-159

1742


http://www.dsdw2016.dsdw.go.th/doc_pr/ndc_2560-2561/PDF/8468e/%E0%B8%A3%E0%B8%A7%E0%B8%A1.pdf
http://www.dsdw2016.dsdw.go.th/doc_pr/ndc_2560-2561/PDF/8468e/%E0%B8%A3%E0%B8%A7%E0%B8%A1.pdf

10

. 2554,
. 34 (130); 14-35,

. 2556.
, . 1(2): 323-328.
. 2559,
, , , . 2564,
8(3):
408-422.
. 2564. Full Service 65 : .
https://kasikornresearch.com/th/analysis/k-social-media/Pages/Restaurant-FB-24-11-21.aspx, 3
2565.
. 2564, .
https://www.gsbresearch.or.th/gsb/published-works/8866/, 6 2565.
. 2565. 2565.
. https://shorturl.asia/gQOvC, 10 2565.
. 2563. ETDA Gen -Y 40%
-19, : https.//www.etda.or.th/th/https/www-etda-or-th/th/newsevents/pr-
news/Online-Food-Delivery-Survey-2020.aspx?feed=cb66f430-5546-4dd8-b279-3827e88d154b, 3
2565.

. 2563

https.//warning.acfs.go.th/webupload/m_magazine/8/62/file_download/dd63236dfa56d0e429h173e
0269f2ec9.pdf, 12 2564,
. 2564, SMEs (Quick Study)
. https://www.sme.go.th/upload/mod_download/download-
20210909160132.pdf , 22 2564..
. 2560.

. 2561,

. 2555,

Porter, M.E. 1990. The Competitive Advantage of Nations. Boston: Harvard Business School Press. Scott,

J. 2006. Documentary Research. London: Sage.

1743


https://kasikornresearch.com/th/analysis/k-social-media/Pages/Restaurant-FB-24-11-21.aspx
https://shorturl.asia/gQOvC
https://www.etda.or.th/th/https/www-etda-or-th/th/newsevents/pr-news/Online-Food-Delivery-Survey-2020.aspx?feed=cb66f430-5546-4dd8-b279-3827e88d154b
https://www.etda.or.th/th/https/www-etda-or-th/th/newsevents/pr-news/Online-Food-Delivery-Survey-2020.aspx?feed=cb66f430-5546-4dd8-b279-3827e88d154b



