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Abstract

This study aims to identify and analyze the factors affecting unsmoked rubber sheet prices
using a 60-month dataset from 2014 to 2018 and applying the Ordinary Least Squares (OLS) method.
The variables examined include crude oil prices, exchange rates, rubber export quantities, crude
palm oil prices, synthetic rubber prices, Thai rubber supply quantities, and Thai GDP. The findings
indicate that crude oil prices, crude palm oil prices, and the quantity of Thai rubber supply have a
significant impact on rubber sheet prices, with crude oil and Thai rubber supply showing a positive
relationship, while Thai GDP exhibits a negative effect. The study’s contributions provide valuable
insights that can guide policymakers, industry stakeholders, and businesses in making informed

decisions regarding rubber prices.

Keywords: Unsmoked Rubber Sheet Price, Supply of Thai Rubber, Ordinary Least Square Method
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1. Introduction

Rubber is one of the products that Thailand relies on and serves as an economic plant

supporting both farmers and industrial sectors. Rubber plays three important roles in the Thai

economy: fostering economic growth through job creation, distributing income to farmers, and

increasing farmers' income (Ratikhunuphakorn, 2019). It is estimated that growing rubber helps

support 6 million farmers, and rubber itself is used in various industrial sectors, such as tire

manufacturing and medical instruments.

Table 1: Rubber Cultivation

2009 2010 2011
Total Amount of Rubber Cultivated 3,090,280 3,051,781 3,348,897
Area (Rai) 17,254,317 18,095,028 18,461,231

Productivity Per Rai Per K.G. 266 253 262
Availability to Cultivate (Rai) 11,600,447 12,072,873 12,765,636

(Source: National Statistics Office, n.d.)
Note:
1. "Rai"is a traditional Thai unit of area commonly used in Thailand to measure land, particularly agricultural land. It

is still widely used in Thailand alongside the metric system.

2. 1 Rai= 1,600 Square meters (m?)
3. 1 Rai=0.16 hectares (ha)
4. 1 Rai =0.395 acres

Throughout the historical periods of rubber cultivation in Thailand, there has been an

increase in rubber planting, which corresponds to an increase in supply. In other words, more farmers

rely on rubber production for their livelihood. However, historically, rubber prices have fluctuated.

Table 2: Price of Unsmoked Rubber Sheet (Baht)

Year Price %YoY Year Price %YoY
2008 77.86 2009 57.77 26%
2010 104.49 80% 2011 129.96 24%
2012 91.07 30% 2013 75.55 17%
2014 55.53 26% 2015 45.88 17%
2016 50.37 10% 2017 58.63 16%
2018 41.83 29% 2019 42.99 3%
2020 44.48 3% 2021 54.02 21%
2022 53.46 1% 2023 46.50 13%
2024 70.35 51%

(Source: Rubber Authority of Thailand, 2024)
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Due to the fluctuation in rubber prices, they have remained unstable for decades. However,
as seen in Table 1 compared to Table 2, rubber prices have unexpectedly risen despite a noticeable
increase in supply and continue to drop after 2011 (National Statistics Office, n.d.; Rubber Authority
of Thailand, 2024).

1.1 Statement of the Problem

Despite this, numerous rubber products enter the market simultaneously, causing rubber
prices to decrease. The supply of rubber is very high, leading to an oversupply situation. However,
production costs for rubber have not decreased, creating problems for farmers. As a result,
government agencies must intervene in the rubber market through various policies deemed
appropriate for the current situation. The primary goal is to help farmers sell their rubber products
at higher prices and increase their income. Since 2000, the government has focused on limiting rubber
production due to overproduction issues. Policies have controlled rubber plantations to no more
than 12 million rai per year to reduce production levels, while continuing efforts to improve quality
(Siripongtugsin, 2019). Nevertheless, despite the initial promotion of rubber production by the
government, oversupply issues arose due to excessive domestic supply compared to demand,
leading to a drastic decline in rubber prices. Consequently, small farmers who highly depend on
income from selling rubber, they would fall into indebtedness (Nicod et al., 2020).

In early 2019, as author’s observation finds that the gsovernment plays a crucial role in
the natural rubber industry, primarily through guaranteed prices and subsidies for rubber farmers.
The government guarantees prices for three main types of natural rubber: Additionally, the
government provides subsidies for rubber production and supports working capital. Projects are also
established to promote the use of rubber in processing and manufacturing to reduce dependence
on exports, mitigate rubber price fluctuations, and alleviate farmer hardships. Despite these efforts,
both domestic and global rubber prices continue to trend downwards. The decline began when
market demand failed to match the increasing number of suppliers (farmers), and prices continued
to fall despite the surge in rubber production.

Rubber prices correlate closely with oil prices (Siripongtugsin, 2019). Many industries
switch to synthetic rubber or polymers when oil prices rise, while they revert to natural rubber when
oil prices are lower. Farmers, however, face challenges in adjusting their rubber cultivation plans

without adequate information and knowledge of market trends.

1.2 Research Objectives
The research objective of this study is to identify and analyze the factors influencing the
price of unsmoked rubber sheets in Thailand, utilizing a 60-month (5 years) dataset and examining

variables such as crude oil price, exchange rate, rubber export quantity, crude palm oil price,

Volumel Issue2 (July — December 2024) | U7 1 atiufi 2 (nsnIax - SunAw 2567) 7



Journal of Innovative Management and Business Administration (JIMBA)

NIETUIANTIUMIIANTWALUINITING A Inendesvdigiae

synthetic rubber price, Thai rubber supply quantity, and Gross Domestic Product (GDP) through the
application of the Ordinary Least Squares (OLS) method with logarithmic transformations to compare
percentage changes. Understanding these determinants will help policymakers, industry
stakeholders, and businesses involved in the rubber market to make informed decisions, implement
effective strategies, and anticipate market fluctuations, additionally leading to more stable and

predictable rubber sheet pricing.

2. Literature Reviews
Many scholars study the movement of the rubber based on various factors. Some factors are
not included in one study, but another study does it. Author, therefore, categorize literature reviews

based on each factor.

2.1 Crude Palm Oil Price

According to Tangtavornchaikul (2018), economic factors influencing the price of smoked
rubber sheets include the price of crude palm oil. The t-statistic value in his econometric model
indicates that the crude palm oil price is statistically significant in determining the price of smoked
rubber sheets. Also, Tangtavornchaikul (2018) highlights that the prices of crude palm oil and block
rubber are positively correlated. This means that an increase in both crude palm oil and block rubber
prices results in higher prices for smoked rubber sheets. Indeed, the prices of smoked rubber sheets
at the Central Market in Hat Yai have shown an increase accordingly. Also, Kumar et al. (2021) point

out that crude oil price affects foreign exchange rate and domestic natural rubber price.

2.2 Synthetic Rubber Price

Researchers generally agree on the relationship involving synthetic rubber, which directly
affects the price of natural rubber. Lamchaek (2013) demonstrated that the volume of synthetic
rubber exports can influence natural rubber prices because suppliers tend to accept the lowest price
available. According to Hasbrouck and Schwartz (1988), Hasbrouck (1995), and Gresse (2010), synthetic
rubber exhibits similar price movements to domestic rubber prices because the production of
synthetic rubber requires natural rubber as a raw material. Therefore, an increase in natural rubber
prices typically results in a decrease in synthetic rubber prices. However, Assanee (2011) argued that
natural rubber and synthetic rubber are substitute goods utilized across various industries. The quality
of products often depends on the raw materials used, whether natural rubber or synthetic rubber.
In countries with high GDP or strong purchasing power, there exists a positive relationship between
the demand for natural rubber and synthetic rubber. Moreover, if natural rubber prices rise, synthetic
rubber prices also tend to increase. The change in rubber market price could affect the quantity in

production of natural and synthetic rubber price (Ramli et al., 2019; Sungkaew, 2024)
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2.3 Exchange Rate
The exchange rate plays a dominant role in the economy which involves in terms of the

trade sector between countries. The exchange rate and the price of rubber are in a strong negative
relationship (Sadali, 2013). Cavalcanti, Mohaddes, and Raissi (2015) explained that when the exchange
rate increases, the price of the commodity will accrue. As a result, it will push up the expansion rate.
Tangketsiri and Srisuttisaard (2016) illustrate that when Thai Baht appreciates, the price of rubber and
other commodities will rise, making the amount and value of the export to fall. Basri, Jaafar, Hapka,
and Muhamat (2018) indicated the same direction as a previous scholar that the currency exchange
rate is statistically significant negative in relation to rubber price. The author also enhanced that the
fluctuation of rubber price volatility can be caused by the movement of the currency. However,
there is one investigation indicated that there is an insignificant relationship with the exchange rate
and rubber but not significant in terms of the quantity export of natural rubber (Laili, Huey, and
Harun, 2017).

2.4 Crude Oil Price

Several researchers have established a significant relationship between crude oil prices

and natural rubber prices. Raju (2016) investigated how the sharp decline in crude oil prices leads to
a decrease in synthetic rubber prices, thereby affecting domestic rubber prices. The study
emphasized that the price of natural rubber is influenced by the co-integration of domestic and
international markets, particularly in response to fluctuations in crude oil prices. Similarly, Khin,
Mohamed, and Hameed (2013) conducted research on the impact of changes in world crude oil
prices on the natural rubber industry in Malaysia, using Vector Error Correlation analysis. Their findings
indicated a significant positive relationship between crude oil prices and natural rubber prices. The
study highlighted that crude oil serves as a major raw material for synthetic rubber production, and
thus all three prices—crude oil, natural rubber, and synthetic rubber—are highly correlated and
move in tandem. Additionally, Vinayan, Prasad, and Anuradha (2019) examined the effects of crude
oil price changes on the natural rubber industry in India. Their research, employing regression analysis,
revealed that increases in crude oil prices have a direct impact on the price, production, and
consumption of natural rubber. The article underscored the strong correlation between natural
rubber prices and synthetic rubber prices, which are derived from crude oil. These studies collectively
demonstrate the interconnectedness and impact of crude oil price fluctuations on the natural rubber
market, both domestically and internationally.

However, some studies indicate an insignificant relationship between crude oil prices and the
price of natural rubber. Basri, Hapka, Jaafar, and Muhamat (2018) conducted research on the
determinants of natural rubber prices in Malaysia, analyzing the impact of rubber demand, supply,

currency exchange rates, and crude oil prices using regression analysis. Their findings revealed that
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crude oil prices do not significantly influence natural rubber prices in Malaysia. Similarly,
Tangtavornchaikul (2018) found no relationship between crude oil prices and the price of smoked
sheet No.3 in Thailand in his study on the economic factors affecting rubber prices. This suggests
that, in Thailand's context, crude oil prices do not play a significant role in determining the price of
smoked sheet rubber. These studies highlight divergent findings regarding the influence of crude oil
prices on natural rubber prices, indicating that regional factors and market dynamics may vary in their

impact on the rubber industry.

2.5 Quantity of Export

According to Chemat (n.d.), the concept of export refers to the process of selling and
sending goods from one country to another. Export activities contribute to the flow of expenditures
into the enterprise sector. Moreover, the aggregate expenditure increases due to exports of goods
and services, leading to an increase in national income. When net exports are positive, aggregate
expenditure rises, which in turn tends to increase national income and employment. It was found
that the quantity of exports has a negative relationship with rubber prices, and this relationship is
statistically significant. This indicates that changes in export quantities can impact the prices of rubber

products significantly (Chemat, n.d.; Sungkaew, (2024).

2.6 Supply

According to Laili, Huey, & Harun (2017), their study identifies factors influencing the world
supply of natural rubber, focusing on the exchange rate and interest rates. They found that
production volume, domestic consumption, and exchange rates significantly impact the export
quantity of natural rubber in Malaysia, thereby influencing global supply. Similarly, Basri, Jaafar, &
Hapka (2018) investigated the demand and supply dynamics of natural rubber, along with the effects
of currency exchange rates and crude oil prices on the global rubber market. They concluded that
the cost of production plays a crucial role in determining the world supply of natural rubber.
Increases in production costs lead to decreased supply, while decreases in production costs lead to
increased supply. Fluctuations in exchange rates and currency values affect global trade in rubber
products. In addition, Sungkaew (2024) points out that the volume of rubber stock, both domestically
and internationally, has the most significant impact on domestic natural rubber prices. Additionally,
the domestic price is heavily influenced by both domestic and international buyer markets. Empirical
analysis suggests that Thailand's rubber market operates as a buyer's market (monopsony). Despite
being the largest global producer of rubber, Thailand remains largely dependent on foreign markets.
In addition, Phisitsupakul (2016) noted that despite increasing demand for natural rubber, the
availability of synthetic rubber as a cheaper substitute has affected consumer choices, leading to

decreased demand for natural rubber and subsequently lower prices. Chowacharaensuk (2019)
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highligshted that an increase in domestic rubber production indicates higher demand within the
economy, leading to increased prices for natural rubber products like smoked rubber or block rubber.
These studies collectively underscore the complex interplay of factors influencing natural rubber

prices and supply dynamics in global markets.

2.7 Gross Domestic Products (GDP)

One study on the factors affecting Thai natural rubber price by Chawananon (2014), the
GDP of foreign GDP has a positive relationship to the rubber price. Also, the GDP variable is a significant
factor. Manachotipong (2012) analyzed the demand elasticity for Thailand's exported rubber products
and the income (GDP) elasticity of demand among trade partners. Using the instrumental variable
estimation method with panel data from January 2001 to July 2012, the study found that the demand
elasticity for exported rubber products was relatively low, indicating that a 1 percent increase in
rubber prices would lead to less than a 1 percent decrease in demand. However, the income
elasticity related to GDP among trade partners, particularly in the automotive industry, was high. As
GDP rises, economic growth benefits industries like automotive, leading to increased demand for
rubber, especially in tire production. Conversely, a 1 percent decrease in trade partners' GDP would
result in @ more than 1 percent decrease in rubber demand from Thailand. This underscores the
importance of considering GDP fluctuations in trade partner countries when developing export

policies for rubber.
3. Methodology

3.1 Model Specification
The model illustrating below is derived from several research conducted by previous
scholars. The model is to determine the factors influencing the unsmoked rubber sheet price. The

explanation for deriving each variable is illustrated in Table 3 with expectation of sign.

The estimation equation formulated for analysis is shown by:

Yi = ﬁl + ﬁzxi +ﬂ3 x; + ﬁ4xi + ...+ Ui _________________________________________________________ (1)
where,
Dependent Variable Y = Price of rubber THB)
Independent Variable Xy = Crude oil price UsD)

X, = Exchange rate

X5 = Quantity of exported rubber Kilogram)
X4 = Crude Palm oil price THB)

Xs = Synthetic rubber price THB)

Xe = Quantity of Rubber Supply Ton)

X7 = Thai GDP usD)

i = period
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3.2 Research procedure

The method employed in this study is quantitative, utilizing secondary time-series data

in the form of monthly observations from 2014 to 2018, totaling 60 months before Covid-19. The
study focuses on one dependent variable, the price of unsmoked rubber sheets at the Central Market
in Hat Yai, and seven independent variables: (1) crude oil prices, (2) exchange rates, (3) palm oil
prices, (4) export rates, (5) synthetic rubber prices, (6) Thai rubber supply, and (7) Thai GDP. One
reason to choose Thai GDP instead of foreign GDP is that export reflects the foreign demand, and it
is a part of foreign GDP. However, Thai rubbery supply is measured by quantity, and Thai GDP refers
to the current Thai economic situation. Data cleaning is essential for regression analysis using the

Ordinary Least Squares (OLS) method. Additionally, logarithmic transformations are applied to all

variables to facilitate the comparison of percentage changes, as the data comprises various units and

some variables have large values. This approach aids in interpreting changes across different units

effectively. Therefore, the model is structured to compare changes in percentage terms.

Y = ﬁl + lnﬁle +lnﬁ3 X3 + lnﬁ4X3 + ..+ U

Table 3: Expected Signs

Determinant

Citation

Expected

Sign

1. Crude oil

price

Raju (2016) examines the dramatic decrease in crude oil prices would lead
the decline in the price of the synthetic price. Khin, Mohamed, and Hameed
(2013) the significant positive relationship between crude oil price and natural
rubber prices. Vinayan, Prasad, and Anuradha (2019) point out that natural
rubber price goes up when the crude oil price raises. However, Basri, Hapka,
Jaafar, and Muhamat (2019) argue that crude oil price reflects an insignificant

encouraging factor in natural rubber price.

(+)/)

2.Exchange

rate

Sadali (2013) illustrates that the exchange rate and the price of rubber are in
a strong negative relationship. Cavalcanti, Mohaddes, and Raissi (2015) found
that when the exchange rate is depreciated, the price of the commodity will
also rise. Srisuttisaard (2016) illustrate that when Thai Baht appreciates, the
price of rubber and other commodities will rise to cause the amount and
value of the export to fall. Basri, Jaafar, and Hapka (2018) explain that the
currency exchange rate is statistically significant negative in relation to rubber
price. Laili, Huey, and Harun (2017) find that there is an insignificant
relationship with exchange rate and rubber but not significant in terms of the

quantity export of natural rubber.

(+)
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Determinant Citation Expected
Sign
3.Quantity Chemat (n.d.) says the export also makes the flow of expenditure will be )

of Exported  flowed into the enterprise sector. Moreover, the aggregate expenditure will
Rubber raise because the export of goods and services, and therefore the national
income will also increase. If net exports in a positive state, the aggregate
expenditure will also increase. Then it will tend to raise the national income
and employment. Sungkaew (2024) says volume of rubber stock, both
domestically and internationally, has the most significant impact on domestic

natural rubber prices.

4.Crude Tangtavornchaikul (2018) investigates that when the price of crude palm )
Palm oil increases, farmers try to plant more palm trees than rubber trees. Also, Kumar
price et al. (2021) conclude that crude oil price could influence domestic rubber

price.

5.Synthetic ~ Lamchaek (2013) demonstrates that the amount of exporting of synthetic (+)/()
rubber price rubber can affect to the natural rubber price because the suppliers take the

lowest price. However, Hasbrouck and Schwartz (1988), Hasbrouck (1995) and

Gresse (2010), the synthetic rubber has the similar movements as the

domestic rubber prices because the production process of synthetic rubber

has to use the natural rubber to produce. Assanee (2011) pointed out that

natural rubber and synthetic rubber are substitute goods.

6.Thai Basri, Jaafar & Hapka (2018) study demand and supply of natural rubber and )
Supply of the currency exchange rate and crude oil price that may be affected to the
Rubbers world supply of rubber market with the natural price behavior. In conclude,

the world supply of natural rubber depends on the high or low cost of

production.

7. GDP Chawananon (2014) says the GDP of foreign GDP has a positive relationship (+)

to the rubber price.

4. Results and Discussion

4.1 Results
The descriptive statistic table 4 provides a summary of the variable characteristics of
dataset. The average of price of unsmoked rubber is 52, with a standard deviation of 10.83. The

unsmoked rubber focus on prices from the Central Market in Hat Yai.
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Table 4: Descriptive Statistics

variables Mean Median S.D. Min Max
Price of unsmoked 52.82 51.07 10.83 36.95 86.21
Crude oil price 60.43 53.50 19.25 33.62 105.4
Exchange rate 33.82 33.37 1.412 31.44 36.33
Quantity of export rubber 48,776,146 48,099,690 11,278,493 28,524,262 79,292,494
Crude palm oil price 26.46 26.45 532 16.22 37.49
Synthetic rubber price 61.07 58.50 9.602 48.00 88.00
Thai Supply 368,185 375,258 109,492 84,573 580,127
Thai GDP 824.9 820.1 42.59 769.3 888.3
Observations 60 60 60 60 60

4.2 Regression Diagnostic Tests

4.2.1 Unit Root Test

Unit Root Test is a test of stillness or stationarity of one's Variations used in the

study. The unit root test is tested by The Augmented Dickey-Fuller Test. It has results as the

following test as Table 5.

Table 5: The results of unit Root Test

Independent variables

Test-statistic

Result

(n Price of unsmoked -2.45333 Non-Stationary
In Crude oil price -2.20234 Non-Stationary
In Exchange rate -1.66141 Non-Stationary
n Quantity of export rubber -3.82675 Stationary

n Crude palm oil price -1.63188 Non-Stationary
n Synthetic rubber price -2.11016 Non-Stationary
n Thai Supply -3.48614 Stationary

ln Thai GDP -0.537844 Non-Stationary

Notice: all unit root test by the Augmented Dickey-Fuller Test

According to Table 5, the results indicate that major variables are non-stationary. To ensure

the reliability of the regression model, the residuals from the Ordinary Least Squares (OLS) model

need to be tested for stationarity using the Augmented Dickey-Fuller test. Stationarity of the

residuals indicates the regression model is reliable. Since the residuals are stationary with a test

statistic less than -3, the regression model is deemed reliable, despite some variables being non-

stationary.
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According to the

4.2.2 Multicollinearity Test

regression model, the

regression must be tested for

multicollinearity test. The multicollinearity test is used to determine if there is a relationship between

independent variable to avoid the unreliable and unstable estimates of regression coefficients. A

reliable regression model should not be a correlation between independent variables. The results

multicollinearity of show from Table 6.

Table 6: The results of multicollinearity

Price of Crude oil  Exchange  Quantity Crude Synthetic Thai Thai GDP
unsmoked price rate of export palm oil rubber supply
rubber rubber price price

Price of 1 0.2687 0.0532 -0.1008 0.5888 0.5696 -0.1115 -0.2569
unsmoked
rubber

Crude oil 0.2687 1 -0.717 0.049 -0.1372 0.4142 -0.1249 -0.2377
price

Exchange 0.0532 -0.717 1 -0.0394 0.4232 -0.196 0.1348 -0.1078
rate

Quantity -0.1008 0.049 -0.0394 1 -0.1779 0.1661 0.0774 -0.1153
of export
rubber

Crude 0.5888 0.4142 -0.196 0.1661 0.1258 1 0.1518 -0.2457
palm oil
price

Synthetic 0.5696 0.4142 -0.196 0.1661 0.1258 1 0.1518 -0.2457
rubber
price

Thai -0.1115 -0.1249 0.1348 0.0774 -0.0714 0.1518 1 0.0056
supply

Thai GDP -0.2569 -0.2377 -0.1078 -0.1153 -0.6147 -0.2457 0.0056 1

Based on the Table 6 above, it shows that the data results of multicollinearity test values

for price of unsmoked rubber sheet, crude oil, exchange rate, palm oil price, export rate, synthetic

rubber, and inflation rate. According to the results, there is no variables which is greater than 0.8.

Therefore, there is no multicollinearity in all variables.
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4.2.3 Heteroskedasticity Test
Moreover, from regression model, the heteroskedasticity is also needed to
investigate. Heteroskedasticity test is brought to test if the variant of two observations in the same
study for all the dependent variables with the independent variable in order to see that the
estimation result is not biased or not. The heteroscedasticity problem can be tested by Breusch-

Pagan test for heteroskedasticity.

Table 7: The results of heteroskedasticity

Heteroskedasticity Test: White

Null hypothesis: Homoskedasticity

F-statistic 1.045622 Prob. F(32,27) 0.4566
Obs*R-squared 33.20538 Prob. Chi-Square(32) 0.4083
Scaled explained SS 23.31031 Prob. Chi-Square(32) 0.8683

From Table 7, the result shows that the probability of Chi-Squre from the test results using
the probability value is 0.4083 > 0.05. Therefore, there is no heteroskedasticity.

4.2.4 Autocorrelation

Then, the regression model is needed to test for autocorrelation. The result from
the data processing of autocorrelation by the Breusch-Godfrey test, for first-order autocorrelation
yielded a p-value less than 0.05, indicating significant autocorrelation. Additionally, autocorrelation
was also assessed using the Durbin-Watson statistic, which was calculated as 0.787 from the OLS
regression, it falls within the range indicating positive autocorrelation. Author concludes that
autocorrelation is present in this regression analysis. Then, there is autocorrelation problem, so the
problem of autocorrelation must be solved by Cochrane-Orcutt. Therefore, the regression model will be
reliable without autocorrelation problem. From Cochrane-Orcutt, the Durbin Watson has the value
which is 1.689 and it is closer than 2. There is no positive autocorrelation anymore. This regression

model becomes more reliable.

Table 8: The Result of Regression Model

Constant In Crude oil price ln Exchange rate ln Quantity of rubber
export
Coefficient -6.920 0.224** 0.957 -0.009
t-ratio -1.092 2.101 1.162 -0.162
P-value 0.279 0.0406 0.2506 0.8716
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ln Crude palm oil ln Synthetic rubber ln Thai Supply ln Thai GDP
price price
Coefficient 0.522%% 0.041 -0.076** 0.875
t-ratio 3.302 0.305 -2.182 0.975
P-value 0.0018 0.7614 0.0338 0.3340

Note: * 90% critical value, ** 95% critical value, *** 99% critical value

According to the regression model result from Table 8, the R? value indicates that a
substantial portion of the variation in the dependent variable can be explained by the independent
variables. Among them, three variables stand out as statistically significant: crude oil price, crude
palm oil price, and Thai rubber supply. These variables demonstrate significant effects on the price
of unsmoked rubber sheet. For crude oil price, it shows significance at a 95% level, suggesting that
increases in crude oil price correspond to increases in the price of unsmoked rubber sheet. Similarly,
crude palm oil price exhibits significance at a 99% level, indicating its impact on the rubber sheet
price. Moreover, Thai rubber supply shows significance at a 95% level, highlighting its influence on
the price of unsmoked rubber sheet. These findings underscore the importance of these factors in

determining the price dynamics of unsmoked rubber sheet in Thailand.

4.6 Discussion
4.6.1 Crude Oil Price
The regression analysis reveals that crude oil price has a statistically significant and
positive effect on the price of unsmoked rubber sheet. This finding aligns with previous research by
Khin, Mohamed, and Hameed (2013), which demonstrated a similar positive relationship between
crude oil price and natural rubber price. It is well-established that crude oil is a major raw material
for synthetic rubber production, and the prices of crude oil, natural rubber, and synthetic rubber are
closely correlated (Vinayan, Prasad, & Anuradha, 2019). Hence, an increase in crude oil price tends
to elevate the price of unsmoked rubber sheet, reflecting its influence on both production costs and
market dynamics.
4.6.2 Exchange Rate
Contrary to expectations, the exchange rate was found to be insignificant in its
relationship with the price of unsmoked rubber sheet in the regression model. This result is consistent
with the findings of Laili, Huey, and Harun (2017), who observed that while the exchange rate affects
the quantity of rubber exports positively, its impact on the price of natural rubber exports remains
insignificant. Furthermore, studies such as those by Khin, Chau, Yean, Keong, and Bin (2017) suggest
that exchange rate fluctuations may have long-term effects on trade flows rather than immediate

impacts on rubber prices.
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4.6.3 Quantity of Rubber Export
Historically, an increase in the world market price of unsmoked rubber has
typically led to higher export quantities. However, the study finds that the quantity of rubber export
is not statistically significant in affecting the price of unsmoked rubber sheet. This contrasts with
findings from Chemat (n.d.) and Sungkaew (2024), who reported a negative relationship between
export quantity and rubber price. Nonetheless, the results indicate that other factors may be more
influential in determining the price dynamics of unsmoked rubber sheet.
4.6.4 Crude Palm Oil Price
The regression results indicate a positive relationship between crude palm oil price
and the price of unsmoked rubber sheet, which is consistent with findings from Tangtavornchaikul
(2018). Their research highlighted that an increase in crude palm oil price stimulates greater demand
for palm tree cultivation, potentially diverting resources away from rubber plantations.
4.6.5 Synthetic Rubber Price
Despite synthetic rubber being a substitute for natural rubber, the study did not
find a statistically significant relationship between synthetic rubber price and the price of unsmoked
rubber sheet. This outcome aligns with Boonnim (2015), who noted that the price of synthetic rubber,
derived from crude oil, fluctuates independently of natural rubber prices due to differing production
processes and market dynamics.
4.6.6 Thai Rubber Supply
The study identifies Thai rubber supply as the most statistically significant factor
influencing the price of unsmoked rubber sheet. This finding underscores its pivotal role in shaping
market conditions, consistent with previous research emphasizing the significant impact of supply-
demand dynamics on natural rubber prices (Basri et al., 2018). However, Table 9 shows that compare
this study to previous study, the rubber supply result is different from Basri et al. (2018). Their model
was rubber price depend on demand, supply, exchange rate, and crude oil price, and the supply of
rubber.
4.6.7 Gross Domestic Product
Interestingly, GDP was found to be statistically insignificant in its relationship with
the price of unsmoked rubber sheet in the regression model. This contrasts with Chawananon's (2014)
findings, which indicated a positive relationship between foreign GDP and rubber prices. While GDP
may influence broader economic conditions, its direct impact on rubber prices in the study was not

significant.
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Table 9: Summary Table
Variable This study Previous Study
Significance Relationship Significance  Relationship Author(s)

Crude Oil Price v + X + Khin, Mohamed, and
Hameed (2013), Vinayan,
Prasad, and Anuradha
(2019) Basri, Hapka,
Jaafar, and Muhamat
(2019)

Exchange Rate X + X + Laili, Huey, & Harun
(2017).

Quantity of X - v - Chemat (n.d.) and

Rubber Export Sungkaew (2024)

Crude Palm Oil v + v + Tangtavornchaikul (2018)

Price

Synthetic Rubber X + X +* Assanee 201

Price *In a case of import
synthetnic rubber

Thai Rubber v - v + Basri, Jaafar, Hapka, &

Supply Muhamat (2018)

Gross Domestic X + v + Chawananon (2014)

Product

Table 9 summarizes that the regression analysis highlights several key factors that significantly
influence the price of unsmoked rubber sheet, including crude oil price, crude palm oil price, and
Thai rubber supply. These findings contribute to a deeper understanding of the market dynamics
affecting natural rubber prices, emphasizing the complex interplay of global economic factors and

regional supply-demand dynamics.

4.7 Policy Recommendation and Further Study

To address the decline in the price of unsmoked rubber sheets in Thailand, it is
recommended to diversify agricultural activities by encouraging rubber farmers to plant alternative
economic trees and reduce reliance on rubber (Agricultural Research Development Agency (Public
Organization), n.d.). Strengthening government initiatives to support farmers during low price periods,
such as financial assistance and technical support, is important. Implementing market stabilization
mechanisms like price floors and promoting investment in domestic value-added processing of
rubber products will also help stabilize farmer income and increase economic resilience. Additionally,

increasing research and development in rubber alternatives and synthetic substitutes can open new
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markets and mitigate the impact of price fluctuations. These measures will contribute to income
stability for farmers, sustainable agricultural practices, and enhanced export revenues, ultimately

bolstering Thailand's position in the global rubber market as a recommendation for further study.

5. Conclusion

This study explores the key factors influencing the price of unsmoked rubber sheets, a vital
component of the Thai economy due to the widespread cultivation of rubber trees by farmers. Using
data from a 60-month period and applying the Ordinary Least Squares (OLS) method, the analysis
examined variables such as crude oil prices, exchange rates, rubber export quantities, crude palm oil
prices, synthetic rubber prices, the quantity of Thai rubber supply, and Thai GDP. The findings reveal
that crude oil prices, crude palm oil prices, and the quantity of Thai rubber supply are significant
determinants of unsmoked rubber sheet prices in Thailand. To enhance accuracy, all variables were

log-transformed for percentage-based comparisons.
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ABSTRACT

This research aims to study: 1) the decision-making for selecting food delivery services for
the generation Y demographic within Prachathipat district, Pathum Thani province. And 2) the
comparison of the decision-making process for selecting food delivery services for the generation Y
demographic users based in Prachathipat district, Pathum Thani province classified by demographic
characteristics including gender, age, education level, and average monthly income. This research is
quantitative research. The sample group is the generation Y demographic food delivery app users in
Prachathipat district Pathum Thani province. Moreover, the number of users was unknown. Therefore,
400 people were selected by convenience random sampling. Data was collected using a
questionnaire and analyzed using descriptive statistics, frequency, percentage, mean, standard
deviation, and inferential statistics, including comparisons by F-test. Pairwise average comparison
utilizes SCHEFFE and One-Way ANOVA statistics. The study found that most respondents had a high
score in all aspects of the decision-making process for using the food delivery services, including
awareness of need, purchasing decision, researching, post-purchase behavior and evaluating the
available alternatives. Additionally, the differences in demographic characteristics including gender,
age, education level, and average monthly income are the reasons why generation Y make different

decisions when using food delivery services, with a significant statistical difference of 0.05.
Keywords: Purchasing decision, Food delivery services, Generation Y

1. UNU

Jagiumaluladuaznsimuigsian 1o 195iasaluemssun 21 nsameuduniuasuinig

o w =]

HIUsEUULAGNeI nanedudadedAguardunuimdrAgluniswauigsiamnussian laglanizaiy

v '
[

dxamnauY %U‘ULﬁaL’Jal%ﬁﬂﬁ/’ij@]ﬂﬂ’]ﬁﬂm’]iﬂﬁﬁ%@ﬁuéjﬂLLﬁSU%ﬂ’]ﬂﬁﬁﬂ&ﬂﬁ%@ﬂLauﬂ’]ﬂiﬂg\iﬁmuﬁﬁu 7 938
Uszndanauarailyarslunsiiunis venegiugnen audl Setun leeiau (2564) lanarngshvannan
vgnemsluuinisludsgnaingulv 1 fegmdlnasenty Taglusudunoadaaly iinseawis A
avmnauIvesIzUUIAReIAmalignAdideussatitu vilvgshalivonuneifintu arwiawelavesgnen
mslafuduaiaruinemssunafinesms u anuiitaran awalngnaideufisvelasssfninogsia
wnTuntsusdu Tugetagtu ssuuindneiieidudadeddylunisusdy ssiafiflssuunisamouiifas

loa3auauee ToyauaznITIATIEn sTUURALIeInIElngInadNsaiuveyanIsd@e unansdnas

&

Wathunimenkaryiuussussavaninnsinule nuuinisiy 9 walulagmsaweudalonalmia

a

ganausnsguuuulng o wu dnasemnsniu dnadunivinusenea Wusu dalu Msasmusasimuszuy

o v o

nsasueuduAuazUIN1sTiUsEavsnmisduladuddynamanernudnsavesgsnaludagiu

Volumel Issue2 (July — December 2024) | 3 1 aduil 2 (nsnIax - SunAw 2567) 25



e

Journal of Innovative Management and Business Administration (JIMBA)

o
@
>

M

NIENTUIANTIUMIIANTUALUSNITING W Inendesvdigiae

nslyuinisdsemsesulat (Online Food Delivery) ﬁ]ﬂﬂﬁﬂ’]@ﬁﬁﬂi%aﬂﬁgﬂﬁﬂﬂ (2566) 53U
aulneiduglasueimseaulaufis 85% wuan nquiaueLstuIe (01g 19-38 9) lyuinisuniiands
51.09% wimafids wazunanlesugensn yauynnauiivanaiilauinisdewnsooulat tas 3 Sufuusn
#o 1) luesnaziiundluiiiiuiisuesnia 80.37% 2) luesndenailutmedads 57.63% 3) aaan
Tu uewfiiadu vidovosmaluy q Aflmdenlafs 47.00% Feuandmdiunnguuunindineivesnauiaiue
e Seunsddosmslasinianaigs 1‘1,417'&”1,4171'Lﬂiﬂgﬁaﬁqﬁwaﬁwauﬁwmwimﬁg LLazMgﬂﬂuﬁmass
Im‘aﬂizmﬂiLa?{aﬁgwmsuaﬂ%’wi’@ﬂvluﬁﬂﬁ 1,169,891 AU 3 muntdulsesnsvne 570,677 AU Useyns
9 599,214 Ay Aufllvauszen3Ung Useun 78,000 AU (n5un1sUnATE NENTIsumalng, 2566)
nsdnduladenleuinisdomnseeulavvesussrvuludaiaunustil Suuluiifnuauasmnauie
lunsadealuniadiunsduioons Ussndanauazalsnglunmaiums aunsodiewnslaaeninaiu
woUndintunioiuleninadonrainvatssiuemslinauiu/ iy s el asamans nawdud
Fuviea wagTaan Jvzogied (2566) VL(;ﬂa'n’J"]g‘ULmumiﬁwmuuaﬁﬁ%% ;‘Iﬁﬁfmuuaﬂﬁmﬁnmﬁi’ﬁﬂ
p1dendsonmissulaifioszndninm aseuafudsaismiensunihaueindendsomsiiion
avann anmn1sasnasiuiiuiinfnisesesmuuuy erdendiemnseoulauununisesniunauen Tsly
Fuuazauan Welndunararnaniinsuemsuasunanosudsensesulatisfgeyuilaa sadey
wazANLTEUAILYAnA §USLnASuUsEueSTiu NN sdseeulatsnnmimssenlussuusEuag
uan a814lsfina Petrontino et al. (2023) WU’iW;JU'%ImUijmﬁmﬁ]Lﬁaﬂmiaaﬂlﬂivuﬂizmummiuaﬂ
U WTERIMIUTIEINAi e noenlUnulsdsan Tasnweiuia ATazAINAUIELasUTEVERIAT
ungiudafondnindndiluusssmulufominuyusivuuleuinsdemseoulauinniu unffdaym
uarUamIRANIANUNUIEN WU AUINsTRasuarasTsL oI RuAL vanunaeesudinisAnauinag
fnawuazasssudomdianin 019 lunuyugininisiesmaaenuesn srogantsdads luung
Yunamte oravilviewnsluan wielinuamanas veyauaramUannfen19emns unedieTaaTeya
AenffusieasBen aunaNve81MT0EIATUNIY ma]Lﬁuﬁzy,mﬁw%’w;ﬁimmamjm n30UT9 Steele et
al. (2023) nutgymauAaunaey mﬂsgussa;ﬁmfﬁwmaﬁﬂLLazIwm’m%U%’ﬂéqmms o1anelmiadam
vozuazuafivnoduanaeu pslimngAunnAumdlng uaUssaneIms Wy e1sUsENYMan
o1alumsnziunsthadludsszezmadilnaann auaimenaanas

Fafuguilnamsfinrsandadons 4 1wu suuszn seagne Ussnvens Anusan auam
uazKaNTENUNDAIINGDN nowdnduludenlyuinisdienseaulay itelnlausraunisafinuaiuasd
Usedndnngsgn ‘vmﬁgiﬁﬁqﬁmmaﬂﬂﬁ%ﬁﬂmmié]’@ﬁﬂﬁ]mﬁ%u%mﬁwwmamuLmﬁna%mﬂajmﬁ]
woistume lueiiuivszsdng Sofaunusiifiesslnimeyauianinssuiunslauinsdsoims

wuuwanesiiudsunald

Volumel Issue2 (July — December 2024) | 3 1 aduil 2 (nsnIax - SunAw 2567) 26



&

Journal of Innovative Management and Business Administration (JIMBA)

JIMBA

NIETUIANTIUMIIANTWALUINITING A Inendesvdigiae

2. fnquszasavasniside

1. il e nwintsdadulanislyuinisdeomsuuuiniiied veang uatusisduneluni ud
Uszr15Ung Saminuyusnil

2. lofnwnndisudisunisdadulanisleuinisdiemnsuuunaneivenauaiuoisduneg
Tunitufivszrsong %ﬂﬁ’)fﬂﬂnmmﬁaﬁ’ﬁLLuﬂmué’ﬂwmzﬂizﬁmﬂimam%i(;l,l,ﬁ WPl 918 SEAUNTTANY) s16la

AUADLADY

3. duNRAgIU
anwazUsrrInsmansiaun e 91y seaunsine Melaienabiou unnansiu dnsdedula

N3 lUUINMIAIMSLUUAGIETYRINgUIALUBLITUNBUANANSY

4. NSNUNIVITTUNTTUULASN TN FNNAFIY
4.1 wurRauazngeiiielIvasiun1sandula

a

PavdnTguivesAsIsIas @3sml uazany (2560) lanania ngun1sandulanuuiivnxa
(Rational choice theory) iormnusazsinaulalasdndsfmaussloviggaiazlady uarlsvoyaiidosns
JBUABU NBAN1IAIANII (Expectancy theory) a%msnﬁmiﬁmﬁﬂwamﬂﬁaﬁuaéﬁumimwi’qﬁqmm
unanluressadnsiiaglasu uazuaifidnenadwony nquessnUszloviaians (Expected utility
theory) szyayusazdenmadeniilnossnusslonimaniegean lnefunuamaunandusasauaes
KadwsTionaindu nguinisdadulauvuiinisnanaaideu (Bounded rationality) lenuyweivasaialy
nsUszanaveys Sluannsadndulalaosnsdivmnaaysal nquiuuaAniieuin (Prospect theory) a5u7e
MuywerUsvfiuarndsddunisdadulaunnaistu Tnsfuualusfiszndndsanudsaiiooylu
anumsndila¥unariils uniuladoadosyluaniizeeu nguingAnssunuuuy (Theory of planned
behavior) ‘Uamﬁmiéfmauslﬁ]ﬂizﬁwwqaﬂﬁﬂﬁmsﬂiﬁ’uﬁﬁuﬂa UTTVINGIUYDIFIAL LLazmﬁugmmmmm

lun1sarunungAnssutiy wuudiasiniseeusumalulad (Technology acceptance model) lyaurenis

v v

o [y [

andulavensuiarlvaumalulad Yueyiunisiusisusglovunazainuaglunisleau anvis Eberl et al.

Y

a

(2023) lafinsuszgnaltuwnfanasnguims 4 lumsdadulalsuimamslainisfemsosulatuuuna
1293 laun nqufinmAisug (Perceived value) yanaazUszdiuaman laun AuaznIn Ussndam way
AUATLTY LUIAANTITUINIIAULDY (Self-service) YARAABINITATUANLALTANTTNTZUIUNTITAIDIMIA2Y
puies nuiniseeniuuinnssunazmelulad (innovation acceptance) yaradzintsanUsslovuuazaiy
nelumslanoundindudionns madenlsuinisaniufsnmeuniuasdia nquinisdadulauuuiveg
(Rational choice) yarmazidenmadenilnusslosuguaniuuaziiarinniian Tnefl Glimcher & Tymula
(2023) lnlyngquiessnusslovuaian’s (Expected utility) yaraazUsziiiunnug uailnsduan
assnusglerufinaviinnsatnsuing Vli]‘iﬂﬁWi]aﬂiim;U%Iﬂﬂ (Consumer behavior) n136indulasia

lasudnEnaainnqueneds e Aseuad waswuiluunsusinade deiu lunisdnduladenlousnisia 9
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epainsandadeuarinsenauwnAavguang 9 laun Yselewu aum atlyate enuasain lngdsu
TolsungaumuusUNwaranI1unIa
4.2 NS IYUSNITHIDMMITHUULARLIDS

nsfindulaldusnisdiemisuuuniges awnsnesuielanuwuifnuasngufeneg Al 1)

o

WWIARAMAITTUS (Perceived value) AauAsnuUsslevildasy fuilnnasyseiliuuselovdvosuinisi

avaan Usendainan lddpadumne udiiusal afiansananufuavesaianedisuiuusnisnlasu

=

AMAIAILEITNA] AINFAN WU AUTINETIIINNITUTNITTAZAINTIAGT 2) NOURNGANTIUATLLALY

ada

(Theory of planned behavior) FiruafTifnon1sdemnaaes wu verndumadeniia azainaune
ns3uiusTinguvesdinnimsdandnesidubesund mssuiinuesaansanusuuarlduinisldedis
$1eme 3) neinnssensuuianssuazvelulad nssuiusslevtivesnisdsenmsesulatl liun A
agmn 151 Msfu¥imalulad wu ueundindudseong Tnude lidudeu 4) unAnmsuinismuies
(Self-service) AL BINITATVANNTZUIUNTH DM T IERULDIR uAF uanay Taidaanuntinidney

Tiusnns 1Wun1su3n1suuvaIiunnT 5) ngefessauselem (Utility theory) msdndulaidanuinis

a A

Wosausslevivseanuianelagegn Weasuivduuindely aslan medadulalduinisdemsng

9

ada L [ v

LeTlTUANSNAINNTTUI A TElevY AnuANAY HruaRs n15fuuinnssy AuAeINITUINIIALLDS

wazUsziliuassauselevinazlasu WEaunalssanssuNeIe9tUNISAnaUlaldUSNTAII N TWUULIALD

[

5 ansoagulaned 1) winAnauA1sus (Perceived value) naneauidelafnwiasdusenauvenuail

Y

a

U3lnasuslunsldusnisndiies wu aruagain (Convenience) n15Usendaiian (Time saving) AW

e

2D @

1A (Value for money) WagAMNINBIMIT (Food quality) (Yeo et al., 2024) 2) NOWNGRANTTUAUUHY
(Theory of planned behavior) 11u3d8was Snanamn @3viw (2565) lduszgndldnguidlunis@nwmuy
fiauaR UsIingTuTeNdiRAL warn1siuinismuRunginssy fviwaderwdlalduimsdiemanaings
3) nufNseausuNInnssukasinalulad (Technology acceptance) Anbumathi, Dorain & Palaniappan,
(2023) l#@nwnseensuLeUndiatudiomandined wuimsiuiussleminaznsivianuielunisld

¥
o w =]

nuduladuddy wenandaulinedalussuuidnadie 4) uwiAnanisusnisauies (Self-service
concept) MUATHUDY MURNT 5IINAT (2564) WUIUILUNAITUTNTAULDS (Self-service trend) HBnEwa
denslduinisdsenmsiadined esanidunisuinsiguslasamsoaunulddaenules 5) nqud
pssnUsslowd (Utility theory) wfian teflng (2564) Iészandlinguidlumsfinuessausslovifigusina
maviinnmsdsemsnained nuiimiuazmnazaunwe v ITinaieesInUstluvinsuiinniian lng
ayU Jedudrdryiitiaiensindulaliusnsdeemsinaneslou aueiisud viruad nseeusumalulad
wwaltunisuimsnues uaznsUszifiuessauselod FauunAeuasnguiiieg gminnuszondldly
UAYUINANY
4.3 fuslaalunguaweisiuang

minduladennisdideindieivesuilaalunduaiuestune (3e Gen Y Fuinszningd

WA, 2523-2540 W30 A.f. 1980-2000) fTadenarsegsiidnansznu selusunginssunisusinauay

L3 a !

wialuladAfinsdsundategesnga dyduds s Jouias (2564) lanantladedrgynidnswadens
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v a

dndulaves{uilaa leua 1) mruazmnauisuazaIusl el uneinuemuInngi Ay
avmnaueiarTIng Msdseinaneitisannauarauneneulunasisnomaviesendumalud
$1u vinsiiduonnaindunieunamiosuilinuieussiimsfanuanugmsdsdouuuiFoalniosldsy
Arwilinnnn 2) Anuvannvatsuazaden nslidudenomsfivainuans lddnesduemsiudies
91NTUILTA vi3eensaunm Wuedagaliiuslaadenliuinisiednes msfiunanesunanesi
Suonsnmanvaneussinmihliguslananunsaidendsiideanisidnslaveu 3) mssiuazmsuugih
RielsTuNesinflsnnnsiitesulatuazmsuuzihnndieunionseuasilunsdndulaidonomsuas
U3Ms uwnapleuifin1sTingldats viedfiasuuunuiion ssdeliguilnadnaulaldietu (ghan

(%

oiing, 2564) 4) Wsludunardiuan Wsludunarduandutiadeddaffenelaguslaalunguil
uwnaamesufiinsdalusludutesadainldsumniomnnnit nsavauasuuionaduandniilesuans
fusinen \JudniBudsivinliguslnandualduinise 5) amuaendfouaravousts Tugevdansssunn
ya3lAdn-19 ﬂ’J’]ZLIUaE](ﬂﬁEJLLﬁSSJ’W]iﬂ'ﬁZj%E)UWﬁEIﬂﬁ’]EJLﬁuﬁaﬂﬁ’]ﬁigu’]ﬂsﬁu Fuslnauesmuwanmlasuiil
ipsmIsulasadeiitaaulunisniousarindieng 6) weluladuazuinnssy nsldinelulagluns
deifo wu mathsziuosulal mslduenmdinduifimsldoude uasnsiamuaniugnisdadaduisiie
welstunelinuddn unamiesufiannsnsesiunmslinusiiugunsalindoudlifinazlfsunudey
madlangnssuuazanudeamsveaaeistunglunsidenliuinneadneiaztielvissiaaansoiaun

nagnsNasaiuAudeINsveuinanguilanuy

5. NTDULUIAMNAATUNITITY
mnmsfnwdesmsdndulanislivinsdiemsuuunineivenguauesdunsluniug
Uszrsing Samiaunusnil ansanumulinAnuasnguiiiiieadesiunsdndule @hsse @ m uas
AtE, 2560; Eberl et al., 2023; Glimcher & Tymula, 2023) saaenslHUsNsFIemMIsUUUIAAINeS (Yeo
et al,, 2024; InsAN A3 NN, 2565; Anbumathi, Dorain, & Palaniappan, 2023; N1UANY §ITUAT, 2564;
yfun doding, 2564) wazuwrdaii aiuguilaalunguaiueisdue (Fydudsd a Jouivs, 2564;

Y deting, 2564) AaNN9 1 NTOULWIAAIUNITIY

AUsdese Adsanu

/ \ ﬂqsﬁ'ﬂauhmﬂ%’u%msﬁqa’mqsufuumana%f‘uah

Uadminlszwinsmans nguiuaaIstue Tuniuiivssusing
L e Javdaunusil
2. 974 1.msfustedaym
3. 5EAUNSANY 2. msAumdaya
4. m1¢ldiadnseiiou 3. msUszdiumadon

\ / 4. msinaulalide
K 5. MsUsELEUNaINISYe /

2NN 1 NFOULLIAAIUINITIVY
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6. A/N15ANTUNIINY

meideassiidunsifodainu Sefidevinnsfnvienansiiieatoadelildtoyafimnyay
waglfuuvaeunuduatosiielunmafivsusm Tnefieasdon di

6.1 Uszvnsuasngufiegng

I~ ¥

Uszusildlunside fie fuilaaluwaiunuszunsdng Sminunusiil lul 2566 vianue

Y

1,169,891 AU ¥18 570,677 AU 14 599,214 AU FeuiwaUsznsdnd Ussunn 78,000 AU (NSUN1T
UnAses naenTaEmalng, 2566) nausegneiililunmsidunded esnnlinsuswusssinsfiuidn
Jalaldgnsnisauavuiadiegsdmsuuseanslidnsudiuiu (Krejcie & Morgan, 1970) laauiangs
fhetna 385 au iilelrauAteiiussAnsamanndsty fAfedsdAvuuuasuoiudu Suau 400 ay
fsguanunderiu 95% manuamaedeu 5%
6.2 \nsesilalilunisise
iwdasdlefldlunsidouasnfununadoyatu fidelduvuaouniu Tnefdnuay fnw
WunuulaneUn (Close - ended question) waganwaugmaauLUULENAOU (Multiple choice) Lusonidu
2 il
@il 1 1unuvasuauiefuteyadiuyanavesnounuuasuai ldun e a1y sz
msAnw way Seldiadedeiiay (Bryman & Bell, 2022)
daudt 2 WunuuaeunmiAsadumsdadulanislduinsdiormsiuuindiied GEN Y Lun
Uszy3Ung JaminUnusiil Inedadelunisdndula Ussnoude 5 enu laun nissuitiadam msdum
Toya NsUTEIUNILGen mssnaulaldte way nsUssdiumgan1ste (Solomon, 2023)
inaustinseiunsnauladeutadiu 5 seu fio mnfign 1nn Yiunans vies wasdesiian dail
(Smith, 2022)
A0dy 1.00 - 149 mnefs seduaussauzieniian
Aady 1.50 - 249 el sedvanssauzten
ALdY 250 - 3.49 el sefuaLTIOUzUILNAS
ALdY 350 - 4.49  vanefls sefUALTIOULAN

ANRRY 4.50 - 5.00 MY TEAUANTIAULINNTIAA

6.3 NMsaFuazAMAIATaaNlHlun133dY

d3deldassuvuasunuuazlduuvasuaulunsiraeunmnmvenas oslotu H3duldnsmeaey

U

a Lo I P U a oy o Yy Y an °
AITHLNYININ (VaLIdlty) Lﬂuﬂqﬁﬂ'ﬁgLNU?WLLUUﬁ@UﬂWNaWNW?ﬂQ@ﬂﬂﬂmaﬂﬂqiqmiﬂaﬂqﬁgﬂmaﬂ I0A1IRFIVEDUBDIINN

IolnensTidweimgyUsediuanunseunauveaailon (Content Validity) lnsinsgsitadeiienaaeulaseaing

v

U9ya (Construct Validity) ImﬁwLLuuaaumuﬁa%’N%ﬂﬁﬁ&mevmma]aaummgﬂﬁaﬁmLﬁ]uLLazmmaamé’aq
vouflemiuafidesnisdne lunaaedd (Try-Out) ﬁ’UﬂijgﬁIﬂﬂIuL%@ﬁuﬁﬂswﬁﬁmé Janinunusiil
$1uau 30 g Insuvuasuauifidnuausdunuunaaeusiens (Check-List) azfuinmansiunasiuun
(Discrimination) Gﬁuasﬁ%’?LﬂiwﬁéwéamﬁmLuummgm (Standard Deviation: SD.) Usﬁﬂgmavl,ﬁ?ﬁﬁagjiwiw

(%

0.645-0.846 TuaIUUBILUUADUN LN TSN BAZLUUNINTIAIUUTZUUAT (Rating Scale) AMUIIMIAIAINL
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a

\esfuresuuuanuay (Reliability) mve3siinsznanduuszanswoarin Usngualann 0.854 Teuansds
muderufinluuuuaauanuil (Good Reliability) Aanassives Cronbach (2003) uwags 18w Cronbach’s
Alpha l#i1n21 0.2 ﬁwaﬂimfmsJmiﬁ’ﬁmmﬁmmaamgﬁmﬁ’uﬁ’gLLUiﬁgaﬂmii’ﬂluizﬁ’uﬁaam%ﬂg
(Cronbach, 2003)
6.4 madwmeuvayanisiadulanslevinsdiemnsuuuindneivasnguaiuaisiungly

waiuiivszsadng Saniauyusidl

nmsIznveyatiu y3delyadfifanssmun (Descriptive Statistic) Insazuansuaiiuan
sovay (Percentage) WazA1Lady (Mean) é{’m%’umﬁmiwﬁsg@yjaL,Luuaaumm Lﬁﬂﬁﬁ’ﬂ%@gﬁéauqmauaz
nsfaaulanislyuinisdsomauvunanedvesnquiaiusistunenisiinsenlaelvadfdeyutu
(Inferential Statistic) vayaaLyAna T¥n153AT1EAIeTEeadin Ao n1sinsganunlsUsumaden

(One Way ANOVA) ielumnaeusauufigiu

7. HaN1339Y
NaMFAATEiTeyaINgReULUUABUNINMS B sdndulanslduimsdiemsuuuing
nodvssnguaiuaisiunglumsiiuiivsessiind Sminuyus agunaldmuddusel
7.1 dayafmeunuuseuanuiafiudedemessvinsans
Hadematszrnsmansvosinouuvuasuniuiiinendeluaiuiivszanidng Sania
Unus1ll wuan dlugilunawe S1uu 139 au Andudos 34.80 sesasun Ao twAmds 3119w 190 AU
AnluSosaz 47.5 way LGBTQ d1wiu 71 au Anlufaway 17.80 fleng 31-35 U d1uau 191 au Anduiey

o o

% 47.80 5898931 918 26-30 U 9w 174 au Anduievay 43.60 uazeny 36-40 ¥ 91u3u 21 A A

a a o

Judeuay 530 MsfinwiseaulSaans w226 au Aniluiosas 56.50 sosasnsziulSyaylnvsess
171 S0y 135 AU Asndusesas 33.80 warseaussouAnwinoulats s1uau 21 au Aswdusesas 5.30
warela @aulng sy 25,001 - 35,000 U §1uau 227 AU AnLTusesas 56.80 8989w 35,001 -
45,000 U™ §1uU 100 Anrdusesay 25.00 wazsiela 15,000 — 25,000 U s 41 Andusevas

10.30 MUAIGU
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7.2 vayangriumsiadulanislvvinisdemnsuuunaiiesvesnguiaiuaisiunslun
=1 lﬂl = ¢ L o
WuiuszvnsUng dmdaunusiil

M13199 1 kARIAUD (I1WIUAY) kaETRYatNeINUNISAREEIINTIYUINTHRIMSLUUWALIB TR

\9eLstuIne
msindulansleudnsdeensuuuinaigs awade  adudenun  sERums
%aenzjmw,aaw%'ua'm WINTFIY anaula
gfmmi%'ugﬁqmméfaqmi 3.96 0.856 11N
1. muiunnsdiemnsuuunanes vnelumulssndanan 3.98 0.587 170
2. yuiunnslauinisdievnsuuunanesiduaiunied 3.97 0.745 110

YMINTINVBINIUINETU

3. Anuvainviangvessuduaunseauiilumunesnis 3.94 0.896 1N

ANSIUSNTEIDIMNTHUULARLIDS

ATUNSAUMNYBYA 3.48 0.869 1N
1. Mufinsrunveyaifeafumsdemsuuueained a1n 4.11 0.784 N
yanerpslunaneumni

2. vhuﬁmsé/um%agaLf“imf'fumia”'qmmst,t,uumana‘%l 21N 3.89 0.658 1N
VANBTBINN

3. vimé’mﬁﬂa%ﬂsgﬁﬂ13§ﬂaﬂmﬂwuLﬂana‘%lmﬂstjyagaﬁ 2.45 0.845 uey

MUAUKTNINIYFAULBINTINNIN Uﬁ%ﬁUﬂWimﬂWiELGUﬁ]’]ﬂUQﬂa

v

AUV
AuN1sUsTIIUNIGEan 3.14 0.958 Urunang
1. MU SIS UMIBUUSNTEIDIMSHUUARIBIUINAIN 1 3.59 0.741 1170

whaslasy WelaseiunnIuneInIsuINign

2. MUUTEUWBUNSUTMId R MIshuUREne wanegly  3.36 0.658 il

wranWesueaulaumulsludunniuAnnauunian

3. MUiMIUTEUTgUANA AL IAUTMSA I NSWULR 246 0.746 uoy

AEsHINNI 1 USMT Welymsatuimunesnsunnian
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M15199 1 (MB)

msindulanislaudnsdeensuuunaigs ARl d7u S2AUNTS
%aenzjummaw%’ufnﬂ Jeawy  dedule
NINTFIU

(#)
aunsinaulede 3.56 0.951 N
1. ‘Uﬁﬂai@U%ﬂﬂﬁB\Iaﬁiaﬂ’li(gfﬂ?‘lﬂﬁ]ﬂWiI%U%ﬂ’liﬁbﬂmwﬁLL‘U‘U 3.56 0.654 11N
WAe3
2. musthazdnduladenlausnmsdemmsuuunanesniein 3.56 0.763 110
VIO
3. Fluunanviesuesulauiinanenisinduladonleuinis 3.55 0.958 110
10 MNIUUULAANES
AUNGRANSTUANEWEINT5TD 3.41 0.842 N
1. vuiuunlusllunisuennevdeassinnsusnisiy 3.44 0.652 110
unanvlesuesylaundsanileuinisBousosua
2. yufiuualuslunisndulUlaudnisinaneienanads 3.45 0.547 110
3, yuiiuualuslunnsRanILYIENSTBIUTUAUS AT 3.32 0.862 Urunang
PMSULUUNALNES e E e
TagnInsu 3.51 0.863 N

NAN5199 1 wua deaulalauinmsdiomsiuundies lngn nsiuuagsenuy wuan agluseu

1 (X = 3.51) Wefiarsundusenuiesdiduainaadeuinign A

(X =3.96) arunsdndulade (X = 3.56) aAmun1sAunIveya (

(X = 3.41) uay aun1sUsziiumaden (X = 3.14) sudisu

X =3.48)

v v

1%

1%

1 A1UN1ITUIAIANUABINTT

ATUNGANTTUNIENFINTYD

¥ s ] 1 s '
7.3 VBYANTI LAITUNITVNAGDUANRAY NITAATITUNTIUSHUT—UAULANAIUDINTS

v a Y a o a o N o ¥ A a ‘Y W =
dndulalyusmsdemsuuumanesvemnauaastuneluwaiuiivszyidne Swminunusil

FIUNATULWA
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M1319% 2 MsUSEuiguANULAnAavesnsinaulalyuInsdemsuuundeIvenauluaistugly

d’l lﬂl a 4 o o = o
LaNUNUsZ5URY ‘\NM’J@]UVJ&JSWU ULUNAHLNA

mssnaulalyuinisdiesuuuiniiies SS df MS F Sig.

M33usienLnBINTs SEUTNNQ 8.919 2 4459 | 3667 | 026*
anelunau 482801 | 397 | 1.216

MIALTBYa SEUTNNQ 2.063 2 1031 | 1373 | 255
anelunau 298247 | 397 | .751

mMeUssidumadon ¥19NQY 589 2 294 | 359 | .698
anelunau 325071 | 397 | 819

mstnaulae 5E9NAY 3.457 2 1729 | 1048 | 351
anelunau 654.629 | 397 | 1.649

noAnsTINEVEINIITe 59NN 11.736 | 2 5867 | 3.467 | .032*
anelunau 671.732 | 397 | 1.692

* sgRutudAgnIsanan 0.05

INAITNT 2 WU NANITIATIZAIBERRA One-Way ANOVA NseautledAgyn9ada 0.05 wuin
nsdndulalduimsdemsuuundneivenguaiuastungluniuiuseysing Sminunusil Nl
wiareiy dnssuifemnudenisuananeiu (F = 8.865, Sig = .000) kangANIIUALUAINTTTOAAY

N o

(F = 3.467, Sig = .032) 98138l

(%

YN19ERH 0.05

M13199 3 MIUSEULTIgUANULANAIYeINTSindulalyuI M@ MNsSWULIAGevRINquIRWeLTTuNelY

d’l lﬂl a 4 o o = o
LaNUNUsZ5URY ‘\Nﬁ?ﬂ"dwllﬁ?u WLUNFNDTEY

mssnaulalyuinisdiensuuuiniines SS df MS F Sig.

M33usienLnBINTs SEUTNNQ 7316 3 | 243 | 1994 | 114
anelunau 484.404 | 396 | 1.223

MIALTBYa SEUTNNQ 1.134 3 378|500 | 682
anelunau 299.176 | 396 | .755

nsUsEdiunIaGen S¥9NQY 923 3 308 375 771
anelunau 324737 | 396 | 820

mdtnaulate 589N 4.954 3 1651 | 1001 | .392
anelunau 653132 | 396 | 1.649

noAnsINEVEINIITe 589N 2.080 3 693 | 403 | .751
anelunau 681.385 | 396 | 1.721

* sgRutdAgnIsanan 0.05
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aa

INAITNN 3 HANITILATIZABETH One-Way ANOVA #iseautivd1Agyn1sadan 0.05 wulal n13

andulalyusnisdiomsuuuindieivesnauiuastunglueiiunussysdne Smdnunusil 1dene

A9nu ludianuwanaeiu

M19199 4 MsSeuiisuanuuanaavesnsanaulalyusnsdeimsiuunaeIvenauaueLs Uy

waituUsensdng Sminuvusiil SuunamuszaunIAng

mssnaulalyuinisdiesuuuiniiies SS df MS F Sig.

M33usienLnBINTs SEYNQM 33827 | 3 11.276 | 9.751 | .000*
anelunau 457.893 | 396 | 1.156

MIALTBYa SEYNQ 2690 | 3 898 1195 | 311
anelunau 297616 | 396 | .752

sUssdiumadion 59NN 2649 | 3 883 1082 | .356
anelunau 323011 | 396 | 816

mdtnaulate 59NN 2905 | 3 968 585 625
anelunau 655.183 | 396 | 1.655

noAnsTNEVEINIITe 59NN 1232 |3 411 238 870
anelunau 682233 | 396 |1.723

aad

NAITNN 4 HANITILATIZABATR One-Way ANOVA 5zautiud@Agnsadan 0.05 wuan N3

v a =]

srdulalvusnmsdemmsiuundneivenauiaiuaistuneluniuiuszysing Sminunustil Aldsedu

v
o o a

NsANwIRaiU 1n133UsieAUneInIsANAaiu (F = 9.751, Sig = .000) sesiltudAeynisadai 0.05
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M1319% 5 N1siSeuiiiguanuuananswesnsangaulaluuinmsdiemsiuumaneivenauaiueisiungly

waiunUszysdng Ymriauyusil Suwunausele

mssnaulalyuinisdiemsuuuiniines SS df MS F Sig.

mi%’ugﬁm’amﬁaqmi wvﬁwﬂﬁjm 58.727 4 14.682 13.394 .000%
aelungu 432993 | 395 | 1.096

migumsz]ua;ga wvﬁwﬂﬁjm 11.491 4 2.873 3.929 .004%
melungu 288819 | 395 | 731

MsUssdiumadion ssenay | 4.104 4 1026 [1260 | .285
aelungu 321556 | 395 | 814

mstnaulae 59NN 19.203 4 4.801 | 2.968 019*
aelungu 638883 | 395 | 1.617

noAnsTINEVEINIITe ssynenqu | 22684 | 4 5671 3390 | 010
anelunau 660.782 | 395 | 1.673

NATIET 5 NANTIATILAIEATH One-Way ANOVA fisesutioddan1aadfi 0.05 wuan n1s
dnaulalausnisdomnsuuundnedvesnguaiuaistuneluaiiufivsessing Sorfaunusi Asedy
MsAnwIAei ﬁmi%’ugﬁammf;aqmnmm@iwﬁu (F = 13.394, Sig = .000) miéuum%aaga (F = 3.929, Sig
- .008) nsdndulade (F = 2.968, Sig = .019) wqﬁﬂimmwﬁqmﬁya (F = 3.390, Sig = .010) 88143
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ABSTRACT

This research aimed to examine the factors influencing the success of agricultural businesses
among horticultural farmers in Thailand, focusing on personal factors, knowledge and understanding
of business management, technology and innovation adoption processes, and opinions on business
development. The study employed a quantitative approach, collecting data from 400 horticultural
farmers through purposive sampling and online questionnaires. The results revealed that:

Personal factors such as gender, age, education level, and income significantly impact the
success of agricultural business development, with higher education and experience correlating with
greater success. Knowledge and understanding of business management, including marketing,
production management, and general management, are crucial for sustainable business
development. The acceptance of new technologies and innovations positively affects business
success, as adopting these technologies helps farmers remain competitive in a rapidly changing
market. Positive opinions on business development significantly correlate with business success.
The research found that good business initiation, opportunity exploration, and effective strategic
management sustainably influence agricultural business success, accounting for 56.50%. Effective
strategic management is crucial for business growth, while a lack of knowledge or inefficient

management can negatively impact financial success and overall business performance.

Keywords: Business Management, Agricultural Business, Sustainable Success
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ABSTRACT

The objectives of this research are: 1) to study the impact of accounting professionals'
potential, which includes knowledge and abilities in the accounting profession, on the quality of work
performance in various aspects of accountants' work, and 2) to study the impact of the development
of accountants' potential on the quality of work performance in various aspects. This research is
conducted as a quantitative study. Data collection was carried out using questionnaires completed
by accountants who are registered under Thai law or with the Federation of Accounting Professions
(FAP) with active status, focusing on the potential in the accounting profession that impacts the
quality of work performance of accountants in Bangkok and the metropolitan area.

Primary data includes information from the questionnaires, which gauge the opinions of
accountants registered under Thai law or with the FAP in Bangkok and the metropolitan area.
Secondary data includes academic books, journal articles, research reports, publications, and related
website information, which were used as references for this research. The population for this study
consists of Thai accountants registered with the FAP according to the latest statistics in the 2021
annual report of the Federation, which lists a total of 88,550 accountants. Using Taro Yamane’s table,
with a 95% confidence level and a 5% margin of error, and based on the number of accountants in
Bangkok and the metropolitan area, the calculated sample size for this research is 396. To further
reduce error, the researcher set a sample size of 400 to ensure greater reliability.

The research results show that the impact of accounting potential and the development of
potential on the quality of work performance of accountants in Bangkok and the metropolitan area
is significant in all aspects, with correlation coefficients ranging from 0.705 to 0.921. The tolerance
values range between 0.129 and 0.544, and the Variance Inflation Factor (VIF) for the variables is at
a maximum of 7.780, which is within the acceptable range. The statistical analysis of Durbin-Watson
values stands at 1.722, indicating that the independent variables are not interrelated. Therefore, the
study passes the criteria for multiple regression testing, as it falls within the range of 1.50 to 2.50.

Hence, the multiple regression analysis can be conducted.

Keywords: Accounting Professional Potential, Potential Development, Performance Quality
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ABSTRACT

The objectives of this research were: 1) to study the relationship between promotional
factors and consumers’ brand awareness, 2) to examine the relationship between organizational
image factors and consumers’ brand awareness, and 3) to investigate the relationship between
consumers’ brand awareness and their purchase decisions. Participants, selected using convenience
sampling, were 400 people living in the Bangkok Metropolitan Region. Data were collected through
surveys on Google Forms. The statistics used in data analysis included frequencies, means,
percentages, standard deviations, and Pearson’s correlation coefficient values.

The findings revealed that factors related to promotions, organizational images, and brand
awareness received the highest consumer opinion scores, while those related to purchase decisions
received high opinion scores. The promotional factors receiving the highest and lowest consumer
opinion scores were “Getting discounts in case of installment payments via credit cards” and “Various

)

promotions (e.g., discounts from partnered businesses),” respectively. The organizational image
factors receiving the highest and lowest consumer opinion scores were “Apple’s catchy brand name”
and “Feeling impressed because of Apple’s products,” respectively. Factors related to brand
awareness that received the highest and lowest consumer opinion scores were “Apple’s catchy logo”
and “Thinking of the Apple brand first when purchasing smartphones,” respectively. Factors related
to purchase decisions that received the highest and lowest consumer opinion scores were “Product

comparison” and “Purchasing a product when it’s needed,” respectively.
Keywords: Sale Promotion, Corporate Image, Brand Awareness, Consumer Decision
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n139an (Marketing Mix Strategies) Siviuniindnlunisuasunians 94la guslam assvimunfiia saufeasa
ngRNTIUNTTD FINAgNSANATLNIARIA (Promotional Strategy) 13n3nas 111 N13ded1INI9NIIAAIN

(Marketing Communication) ta3esdieflslunisanasunisnatnlaeialiazuszneulunie 5 esalsznau

e

[

nan

g

1. mslawan (Advertising) #o \iuzunuunsiausws mnudn duavidouinis Taglulandney
nslavanisdidnuaziany fe Wumsiauereduan Uinms vieanuAalasnislede wasnoamsTeitua
dolneygudunmens Weluuumildlunamsunsveyarmans auautRlufdualuanaudweng

2. msvelagyana (Personal Selling) As Msuelaswiinuwne viievelnsyana daduisns

auasunsnangUuuunianlywinnuvedusivveyavemdaium wasdgyrilngnandeduailaensy

wsznnsdeasseatinnureiugnandunisdearsifnnudaneugs winnuueaunsalnveyala

v ' 1%

ay 1R eUTEAN Auafivanedun1snuinisremtinaIugue wu duangnannssy, Aua1dwin, duanid
Wlynundurou wWunu
3. N3ENLEIUNT5Y (Sales Promotion) visngfla AANTTUNTAUETUNIAAIATIINNTIAT LIRSS

asmlunsnszguiuslaalninanuaulandndunduaviouinisvesesns nsasasunisugluansaly
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Wisaatesdieifissenaien Tnesinaglueaiesflonislawan maUszenduius nisnaananss vienisune
Tnelamtineuwe s1ume i lavanan wan wan uoa Wuey

4. mMsUszadusius (Public Relations) D NSNELNITOYATH I YARAYTEIANT FANSITRITY
dievilvilnmdnuudia Wevlngnauarassumudetiouarlnarurndiofuiawesnmdnsasnniy

5. N5IAINN19ATY (Direct Marketing) Ao N1518AT3 IABNIUNTLUIUNITA DENTTEAUR MDA
sgaekansefitimnefioasauduiusidaiulmAntunenguilwing kunmiiausteya
Tusludu vidoveyafignainesns Tnglurudenandle o vide knunisthiausremiamsdszenduiusdu q

4.3 uurRaiReafunwanuaIANs

fad drauin (2560) lalnanumanglan amdnualesans (Corporate Image) waned n135us
arugAnlagsiaiuauan wiouivs sulufimsuimsdanisnuniglussansiiiennmssug wila
wagn13aad7 Anuivszaunianivesyaainslussnns Aawmalmiinanuundefie annudn uazaany

Uszriulavesyuslaa wawiug w13uee uazauy (2566) Na1331 TuasnlsEnaureIn N nyueIAnsi

3
%

mﬁ34éhﬁ’zgmWfﬂ,umiu'%miizuuiumiﬁﬂwmﬂﬁmﬂﬁmsqﬂmma Tovien wariusiavesesanslvla
waranusaiuslaandnenmiidvesesnnisuasyrainsneluess warsusdsweunnsesngluasa lunts
Uuugialnduismsvimsamdnvaiasinuauesiinnudsdu Tnsaunsnsuunasntsznauves
awdnuainsnnsly fall

1. MwdnualvauIms (Executive) guimsdzmeaduiivouiuvesyaainsyneulussnanives
AULBY

2. mwﬁﬂwa}uaqqﬂmm (Employee) ‘uqﬂmﬂi‘vlﬂﬂu%wTaﬂLﬂuﬁUizﬁi’m;G{anmwuﬁLsﬂlﬂm
Ao

3. dnualuesEun (Product) AUATTIATYLNEALLAANATIDTIAT

4. ndnwaivesIsnIsiiiueu Business practice) UftRnuesnansdlunsun wasdawededng
wazagelaveangyne

5. nmdnwalvesianssudans (Social activities) ﬂ’]iﬁ’]ﬁﬁ]ﬂiimm’méjﬁﬂm%SﬁzﬁauiﬁQU%IﬂﬂLﬁuﬁﬂ
AuRnveUTinsnnsTinedan

6. nmdnvnivesadesiloiniosly (Artifacts) mMannuasanglusazaieusndinaiu vsseInie
gunsauedosle 1aTadly

4.4 wuaRafEafunsTuguUTYR

ungINTTUTE finafivs (2565) namim Masuzlunsiduan fe nsvuaumsiusvesyuilnafiinain
miﬁuﬁmﬂ?ﬂéjﬁmﬁaﬁﬂm 9 IUAANITIATIZI 19U MTFLAR VORI B 5@5ﬂwmj A4 9 fidnunse
doms wasfnrullafansnduauteuusuntu 4 salufsguanifuaznulsslovuns § vesiaduan uay

AnuzanvesUIinANdnens1duA waryuslnaansaandwselindwmsduaile uazamsawuseeniady

1%
v

PANYTLAUNLANANNUY DATTY AENA (2563) A9t
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v

1. 333N (Recognition) 1iusgduntsmsziingmsnduaiiiguslnafiaug uasnensnduaiain
AILANANANNAUS N33 TAne TN ﬁli’]?ﬁuéj’]ﬁa;’]ﬂﬂ’l’méﬁﬂiu%’m‘u’lﬂﬁLLUQIﬁ,ZJ’Z;WéU%IﬂﬂﬂzLﬁﬂ
nsgdninnn wanduduideduafinmauafiassausdnmaanduaseuileniadiyuilonay
dnaulavslamnnnauaiiasamiugdnmeay

2. Myand (Recall) idusedviiguilanazandmsaun uaglasuroyaioaturmauaauaunn
wsuariindedovesnmauaesgsiala mafinsiduaiailueglulavesuilaalauaifiazamalasnsine
HEAUNY UAYADINDYIOATBIGIT LDUIAN

3. mansaunsadlaguslan (Top of Mind) iiusziunmsnseningasAuaannsasenissugiule
voauilan Tnedl 2 wuamdlunseseunseslayuilon Ae nsatuayumsasesedunissugiinnonside
Fanumsiansnegdmivasansidanivousslaslamsaseunseslaguiloaanamninduan wio n1s
auayuiTnssumsdsan ey wamnemenAentsuivsianianbue Tasrugesnens 1 Tuguuilan
PEMIAERLTIINIIRAIN Nslean nsadaaiumsee iuay

4. miﬁé’mwmaué’ﬂwjﬂﬁﬂﬂ (To Dominant) Lﬂuizé’umi%’ugﬁiamﬁﬁu%qwmLLazﬂmsJLﬂu%a
andfyresaunUssnamiatu (Generic Name) wu snun il wusu unlusserennsiiéunanseudions
unaidenensiduaidu 4 la nszazriaendnualganuTeiaes

4.5 wwaRafeafunsiadulededuavasyuilan

U37 ynaauUsInu (2564) na171 nazuaunsiadauladevesyuilaa (Consumer Buying
Process) axtglviinnisnanalatuneunsinduladodunnieuinisvesuilnrosvasiBondounga
wsnluaudsduganszuauns TnsnssuiunsiossaeslnaininneuuladaunnssuiunisusnAensnan
dualuaufenisisgalminmsfanssumnansuietu Sanssurunmsdaduladevesyuslnaiviomn 6

JUNDU Ml

v
v =2

1. Msnsgningfiadaym (Problem Recognition) neutinnszuiunisdevesruilnadnduaznes

Y

1% 1% '
=

Aflsfamanalunis¥eduaniseuinisney Fudugnsunuvesdymludagiuveruilan laetnnisnais

v v o
(7

BuAuABNIRIMuKIUTeYaTeLiassesdunmieuinig ieRgeluguilaaduangnszuaunis
fndulede LLaw‘iﬂﬁéﬁImmwﬁﬂﬁaﬁwmﬁazLﬁ@%uiﬂaﬁMWimLLleSUlG?&Taaﬁugm'%au%misuamﬁﬂs

2. Maaumveyafisii (Information Search) Woguilaafusdsdymiunsuluidenisifinnis
gumsgaaﬂal,ﬁmau Lﬁamﬁﬂmauﬁ%mmauﬁﬂmuﬁzymﬁmé’alg Tnglutuneuilinnmsnanasuduneady
gidemalunisliweyaidein viosTunledamans q fgnaownudelavaniinesnmsasmsunsesnlui
ooulaulndvaiifounzeavlavlvnsstunquidmane lnsmsinauovoyaluaiuiaenesiinnudaay
WANANTINALDS

3, Usuifiumadendu 9 ( Evaluation of Alternatives) LLﬂ’i’mzmmma;ﬁqﬂmLmﬂsmmﬂ@jLLﬂﬂl@T
wnguslnafssluannsadndulafiazdenduniviouinisvedlaluiui insey uslnanssnismveya
Wisuifisulunmamasiinssmununesnsuazundamuesuedulaniniian wu nisiausuinig

1%

Useudelniugusinalaeiyuslnasznemveyaresusunay o dilvlunisiseuiisusia anuaunses
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waznaUsleviiiarlasuneuntsinduloviiuseiu Inglutumeuiidutuneuiiavaesendorudornauas
msasmadedulniatu assenudiniusiiniftefpalnngumeneisenuadlaluiiduaipsly

4. wgnsruaunaiadulade (Purchase Decision) ieruilnalanumvsyauaziliouiivuroya
dmsunisiadulaua feriansdaauisesnavesyuilan dnnsnaindeduiunesifluguilnagdnds
amulasntlunsdendeduaderinisl uazmBluuunilalauilnawilalulan duauieuimsves
pwnsanunsafufiunieundyminesls iy nisaduanie sMS ilenszauluauilnaaulaogiase

5. §oAunviouIntg (Purchase) %guﬁmmgmmiﬁumﬁgﬁimLﬁmmigmamﬁmaéwamgiiﬂ way
wulnalaviinistendelruinisuan wndrsmasseidluaue imszguslnroaenidnuievneluenatilenia
Antulnegiaus mndumsdieruremseulauaznesiinisaesnsaaougnlafinsnaduiiudeto uie
fnsdseainesuarlouiudissiataanysainan Fsonaniadymiluniunisosnuuuyinlng uilaelaty
UsraumsadunmsiBeusuiulenuasnseenuuunaiivlenlad wu wetymanugwennlumsdsdouas
‘ﬂgumauﬁmﬂﬁ]uLﬁui‘Uﬁ]mﬁﬂmif;lﬂLaﬂLLazgﬁﬂLLEJIﬁJULLUiuG;

6. 113UsELiunden 38 oA uan (Post-Purchase Evaluation) ﬁzjquwyﬂﬁL“ljUfﬁBU?ur’]’]iain
arwduiusiuguslnalunaneduguilafinduindetuasuenmeyssaunisalviuguslnaaudu q
gavmuduadevinislueuan Tneguilneazmeafneuussivlauasissaumsniiafianlunislyduan
yiFeuins sulufsnsuimavdansvieveswiingu Tnesuduresdinahwuudnarnudadiunlena

et auedvsievunteendniuguilan

5. NSAULUIANNISIVY

NNSANEIITEMAEIveITlUTmmAnLaznguaie o Jslaimuadiulsdase dell Jady

v v
IS a

AUNTALETNNIRAIN Wasnnsanasunsnainidudainseaulniaauaulakaznisidendedunn

o w

Jadeaunmdnunieanns uazn1siuzuvsua Fududadeddnylunisdniugsia duvseiu fo ns
sinaulatovesyuilnn ddutagtuiinisuustunagsiafigstu wilnesansuazuismanlvgaznesiniade
wandanludueiesdonardlunsiinisnan Welnnshmnaaiimiueseunguuaramaiinne Tadely
punsdinAulateduavesnuilng dafu msfnvidestadeiifanudiiusnenisinaulatfe Smartphone
wusUA Apple IumﬁuﬁﬂqnmwmmumwLLazU%umfma ?5’]Lﬁuﬁﬁ]zé’{aﬂL%ﬂﬁ]ﬁﬂ‘wqaﬂiimﬂjENE;I:U%IﬂﬂIUﬂ’]i
Fonuazsinaulade smartphone 1ilmumesmsuarmsdindulawuula dedulsslenilunsvinidensly

FHaNINUsENOUN 2

MIEAEIUNITNAIN
(Sale promotion)

v ¥ < o & v a
M3suiuusud msinduladevesfuilng
( Brand awareness ) (Consumer decision)

Awanwaladns
( Corporate Image )

= a
AN 2 NTBULLUIAA
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6. ASAAUNT5IY

6.1 Usz9NIuasnauAleeg

Usgmnsiilylunisfing fe guslnangeduai smartphone wusun Apple Nflangsiawn 20 JTuly

]

ogluimiuiingarmuasUuama esanngaummuasUiunmaiuniiiusssnsaournmuiiu waedde
$1U8ANNALAINIININY ANAMAINTAIEN e TNLAzANAR Tl agUnuunsAEuEind i
panuanendleniauazsuslunisdenteiiensuilaaiigs Saduussrnsddarmmngadlunsing
dowmnUimunstenasaruilunisdondefiunnasiuidumunsaszyuusssnsiivuuoula was

Wesmnlumsudwuiuuueuls dauidedalugns mounsu (Cochran, 1977 919bu 539dl tonena, 2543)

a

NszAuAIGodiu 95% A1ANARIAAGEY 5 % luN1sAIuINaufieens Induiunaudiesns 384.16

WelnnuidedaianudedunintuyIdeduivreyainnaudise uindy 15 819 iHed15eansdl
wuvasunuluany s §ITedniuTeyanauiiesTINnNIMNa 400 AY

6.2 389N 1YIUN15IY

wdosdlolslunafunurameyslumiddel gidulaasauuaounia (Questionnaire) 31U
voya lnsuusuuvaeuatadu 5 au il
dudl 1 LﬂuufuUaaUmmﬁ’m%"uiam’;wﬁaaﬂaﬁl”ﬂﬂmmﬂajmé’haé’m Wudnudanedawuunsia
$16M13 (Checklist) Usgnaumesiuaudiniu 5 1o laun e o7y sedun1sfnmgean 01T warnela
daufl 2 uuuasuNIYBYARBITUAUNITANES LN AR Taeiumn U dulsnesa
Uszanmualaglanins1 IaLUUaATn 5 26U (5 - Point Likert Scale)
iU 5 vl dhumesedufin
iU 4 vaneds diumsegluszdud
SEiU 3 Mg Lﬁugmaaﬂuizﬁumuﬂmq
sy 2 vanefly umeves
JEAU 1 e Lﬁugaﬂﬁaaaaﬂuizé’uﬁaaﬁqm
daufl 3 wuuaeuaeyaisafuateaunmdnvaesans fdnvasuuuasuniufiaglydion
TnetwuanasUssduilinnsauszanunnglanas iawuudiaam 5 sedu (5 - Point Likert Scale)
iU 5 vl dhumesedufin
iU 4 wvenede diumsegluszdud
sEiU 3 Mg Lﬁugmaaﬂuizﬁumuﬂmq
sy 2 vanefy umeues
JEAU 1 e Lﬁugaﬂﬁaaaaﬂuizé’uﬁaaﬁqm
duil 4 quaaumu%agaLﬁ'EJ'Jﬁ’ums%’uimmuﬁ;ﬁuéﬁﬁé’wmzLLuuaauamﬁJﬂ%ﬁﬂmﬂﬂaﬁmum
nausUspduiilsinanauszaualaglsansianuudiaan 5 sedu 5 - Point Likert Scale)
iU 5 el dhumesedufin

[

swiu 4 vnefle Wiunigeylusyiud
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seiu 3 vnefls  Wunlgeglusgiuuiunans
iU 2 vanefs  Wiumiguee

v v '

JEAU 1 e Lﬁumwaaa@uizé’uﬁaaﬁqm
daufl 5 wuasunmeyaisatunsinaulatedunvesnuilan Tdnuvariuuasuamalafa
TnetwunnasUssduilinnsauszanuninglanas iawuudiaem 5 sefu (5 - Point Likert Scale)
sefu 5 sanefe iumesedufin
yanefa Wiunweglusedud
wneds umeogluseduiunany

v v

Y HUatdnN, Lﬁ‘u{ﬂ’] gUDY

)
%
[N
c

N (SN} EaN

v v '

sgiu 1 el Wiuaeueseylusziuuesiian

6.3 NSNAFBUAINLTDUUVDILATDIND

y3delnasnsuvuasunmuaziuuuasunnlunsivasulanismaIniissmss (Validity) ve9
wuvasua Inelgmssaandifidenudmgdugnsageuuasinnsun uasdumunismaauderdiu
(Reliability) sesuuvaauaty Inely3snsmiadudssdns woarwesnseuunn (Cronbach’s Alpha
Coefficient) WU YNFILUITA15EM 0.863 — 0.879 Feafmanzauaasiindaun 0.7 July feduisdie
lonuuuaevadiaundefiarilulinnendunely
6.4 MafiusIusIuveya
mAfeiidunisfneidaliialasgauunisinudaded fanuduiusnenisdnaulado
smartphone wusus Apple 1653%miLﬁaﬂﬂﬁuﬁaa&muuummzmﬂ (Convenience Sampling) 1fi8391n
ﬁj”?é’]’ﬂl@ﬁ%ﬁgmiéﬂLLuuaaumw\huﬁaww Facebook wagfinsiuy Link wuudeuniueeulas Google
Form Infuusgrnsnguiosns fetulszeinsaedloniagnasni 4 fu wagnsviuuvasuauesulau
annsndanguinesslansadining wazfslaee asanlumafiusuny ansseznan Ysenin
alsgluniaifiunuuveya lneifiuteyanainnauiiessiifiusyaunisailunisdente smartphone
WUTLA APPLE 1521 400 Au antuseiiusuuasuniuaularsusmsiuauiicmualy
6.5 MIAATIEAVONAUATERATLY
Mnmafurvnveya gidelanmadouaugnaes wassLuNMIRTuReU feil
1. YuUUApUN LA lAIINNISAOULUUADUNLTBINANFIE LA Wi liunTTIvTI
LAEATITAOUATIAYNADS
2. '3Lﬂiﬂzﬁ%@gaﬁmﬂizmmmaqm-j:uéT'Ja&hﬁma‘uL,Lwaaumuimﬂ%aﬁa
3. AnsensziunuAniiuresnguiiessiine uuUaoUAN diofnwdadeniuns
éﬂl,a'%zumimmm, m‘wﬁﬂwzﬁmh‘ﬂs, mi%’ugl,wsué, msé’m?ﬂﬂa%@ﬁuﬁ’wawgﬁim
4, ﬁﬁﬁagammwuaaumm Wduundseiannsinduys L,Lawﬁ’wLﬁumﬁtmwﬁﬁzjumﬂaiu
L%Qaamsﬁﬂﬂmiwﬁ’u%zﬂ SPSS FLumiﬂszmamastﬂaLLaz%’mﬁﬁmﬁﬁmswﬁaﬁa #14 9 Tinesnisiiie

AATIZIAUUNILAINATTATLIUANRRYALLNUNNNT IRAS UL
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[

19899ANUNINTRSINATUANTaLUaANUrLnele fell (@5t WAayns, 2555)

ATHLLLRGY nswUang
5391714 4.21 - 5.00 seuINniign
%NS 3.41 — 4.20 JEAUNIN
S8 2.61 — 3.40 JEAUUIUNATY
5599 1.81 - 2.60 sysfuuey
$¥1714 1.00 - 1.80 i%ﬁﬂﬂ@ﬂ‘ﬁ@lﬁ

NNIATIENIMIANLAUR UG TEMI AU SNWUZLUUERUAILTULUULIATIEIUUTZUIUAN
(Rating Scale) TtAas1znlnelyaduuse@ns anduus uuulWesdu (Pearson’s Product Moment

Correlation) snaunnshuaninuununeaduUseansandunus tnelunumnnisinseAuANUENRUS 5 SeaU

mr seRUALFIWLS
AduUsyAvSanduiusian .90 - 1.00 fauduiusseiugen
AddsyAvsavduiusiian .70 - .90 s iugs
AduUsyAvSandusiusiian 50 - 70 fanuduriussesuiunans
AduUsyAvSandusiusiian 30 - 50 faudiussedusii
AddsyAvSavduiusiian .00 - 30 fmdiusseAudiian

7. HAN15398

v PR
<@

mﬂsua:ﬂaiz@fummﬁmmusuaq;;mamwuaaumm 17U 400 AU Qﬁ%ﬁlﬁﬁwmﬁmiwzmagau@z
thiauevayameaiade (Mean) uazauidenuumasgiu (Standard Deviation) lnsuansuansdnuisl

7.1 agunanisiiaszvdaseauveyadiuyana mMslieseteyaiioafureyaialuresnoy
LuUdeUaY tneruamAIALa (Frequency) LLazgazJaz (Percentage)

wnouLuuaunuandlvaudumamds S1uam 241 au Andusesas 60.3 uasmAYy S1uaU 159
A Anwdusenay 39.7 G fo1gsevna 21 - 30 T Anidusenay 48.8 sosan Ao Torgsewane 31 - 40 O
Amvlusosaz 22.2 anlnadutnSeuwindne Andusesay 46.3 sesawunie ninauusdmensy An
useway 24.0 anlnafiselmedenaieuszmig 10,001 - 20,000 v Andusesay 52.0 s83a1 Ao
fisglandsnaiieusining 20,001 - 30,000 U Anvdusesas 21.8 wavanlvel Smart phone wusuR
Apple Alsuagludagiiu fio iPhone 11 series Anidusasas 23.8 sesasun Ae iPhone 13 series Anidu
SevaY 22.0 uarA1A198LUABY Smart phone Wiafiangnislesu 2 - 4 JAadusosay 555 sesasn
fo 5 - 7 9 Andusenay 22.8 nuddy

7.2 aqﬂwamﬁLﬂiqzﬁﬂﬁag’mmiéqLa'%ummmﬂ

WU seduANLARTuREfUmUMIALESINI AN Tnoamoglusziunniian (X= 4.26, SD. =

0.65) Wagillofiansasevesay WU MIARESINIIIAIANTsERUANNAATILINNTIGn Nsilaiuanidloneau

F15zetnaasin danadeuiniian (X= 4.34, S.D. = 0.66) uN13aLEsUN1IIAIATIISEAUANUARLILT



Journal of Innovative Management and Business Administration (JIMBA)

NIETUIANTIUMIIANTWALUINITING A Inendesvdigiae

weENan lakn NsadasuMInaIafivanranekaiinuuaula WY SUanITINATEVIE N1TLYATEITUM
wJuauan 1usu (X= 4.18, S.D. = 0.56)

< " v ™ L ¢
7.3 aj‘ﬂwanm 1A1ZNUITLANUANANBAUDIANT

a

WU sEAUANLANIUAEIUATUNIMEN YRS IneTineylusyduiniige (X= 4.33, SD. =

q

(%

0.65) wawiilefinrsansnevetos nu ‘ffﬁ]%’851umwé’wzﬂmﬁﬁﬁizmummﬁmLﬁumﬂﬁqm loun Fousim
Apple aunsnanslasiefign (X= 4.42, SD. = 0.63) audafeaunmdnvaiidaadsuesiian laun
Aumueaust Apple slvmuiianaseiiula (X= 4.26, SD. = 0.73) aaiddu

7.4 zﬁ;ﬂwamﬁmmzﬁﬂa5’&15’1unﬁ%’u§utﬁuéﬁué’ﬁ

WU izﬁummﬁﬂLﬁuﬁmﬁ’ugﬂumi%’ugumu@;augﬁ Tnoswegluszdvanniian (X= 4.34, SD. =
0.63) wasidefiansansievogos wua Tadeaunssusuusuaiifiseduanudndfivinndan lauwn iy
AuN3InsImTIEUA Apple lavdueensd (X= 4.45, S.D. = 0.45) éauﬂ’%é’aﬁﬂuﬂwi%’ugLLUﬁuéﬁﬁszé’umm
ﬁmﬁuﬁaaﬁqm lﬁgﬁ,m' Lﬁavhufgmmi%%a Smartphone yuRzdings Smartphone WUTUA Apple Wudusiv
usn (X= 4.27, S.D. = 0.64) MUAWU

7.5 agUnamstiasizniadeaumsinduladeduaivasguilng

WU sedumEAniuistuaunsinaulateduavesyuilan Tnesmegluseduun (X= 3.99,
$.D. = 0.86 uazdofinsanneveyos Wuiﬂfa{faﬁflumiﬁﬂauiﬂ%’aﬁuﬁwaq%U%‘LmﬁﬁisﬁummﬁﬂLﬁu

1n9ge loun MuSeuiisundadaniensdndulate (= 4.29, S.D. = 0.91) audadeaunisinduls

v 1%
a

FoduaasyuilaaiifszdunruAniuuesiian laun ianmsinduladodeifinausudulunisly
WARAN (X= 354, SD. = 0.56) AdF
7.6 agUnan1sinTeuadRauduus (Correlation analysis) InglvduussAnsauduiusuuy
W58 (Pearson's correlation) \lonasaUANNAZIY il
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