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Abstract

The research considers the challenges and obstacles of family reconciliation in family cases. The
findings can be used as a guideline for enhancing the efficiency and development of reconciliation work
in the Juvenile and Family Court and creating partnership networks to develop working systems in the
mediation process. This study can be accomplished by combining personnel in the various
organizations. This research is based on qualitative research methodologies with data gathered through
project preparation, documentary research, in-depth interviews with predetermined questions, and
cross-sectional interviews. The results show that the problems and obstacles in the process of
reconciliation of family disputes in family cases are derived from two main factors, which are (1) the
law, rules, and regulations and (2) personal circumstances. Consequently, both factors allow us to be
aware of the target groups that should be supported and guided along the development of the mediation
process in family cases. The research identifies the 4 key person groups who are significant for the
success, which are (1) mediators, (2) families, (3) lawyers, and (4) people. The findings recommend the
establishment of collaborative partnerships through these 4 groups as a key success in developing a
mediation process and building cooperation among personnel within the organizations. Finally, the
research proposes building a community network, which results directly in developing a mediation
process in juvenile and family court organizations and other courts to function more effectively.

Keywords: Mediation Process; Family Problems; Family Cases; Juvenile and Family Courts
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Abstract

The objectives of this research were: 1) to study the level of marketing mix factors, service quality
level, and the level of consumers' decisions to buy products through the Shopee and Lazada e-
commerce marketplaces; 2) to examine the influence of marketing mix factors and service quality
factors on consumers' decisions to buy products through the Shopee and Lazada e-commerce
marketplaces; and The sample group used in the study were 384 people located in Bangkok who had
used the Shopee and Lazada e-commerce marketplaces. The instrument used to collect data was a
questionnaire. The statistical methods used to analyze the data were frequency, percentage, mean,
standard deviation, and multiple regression analysis. The study results revealed that the marketing mix
factors of Shopee and Lazada were at a high level, the service quality level of Shopee and Lazada was
at a high level, and the level of consumers' decisions to buy products through the Shopee and Lazada
e-commerce marketplaces was at a high level. Moreover, hypothesis testing revealed that price and
privacy were the elements of marketing mix factors that influenced consumers' decisions to buy
products through the Shopee e-commerce marketplace. In contrast, the elements of marketing mix
factors that influenced consumers' decisions to buy products through the Lazada e-commerce
marketplace were promotion, product, price, and privacy. In addition, it was found that tangibles and
empathy were the dimensions of service quality factors that influenced the decision to buy products
through the Shopee and Lazada e-commerce marketplaces.

Keywords: Marketing Mix; Service Quality; E-Commerce Marketplace
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0.000* 0.082 0.059 0.935 0.002*
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Abstract

This research aimed to study the marketing mix factors from consumers’ perspectives that affect the
decisions to purchase OTOP food products through omnichannel marketing among Generation Y (Gen Y)
consumers in the New Normal era. In this study, the marketing mix factors from consumers’ perspectives
comprised customer value, cost to customer, convenience, communication, caring, completion, and comfort.
The sample group used in this research was 386 Gen Y consumers who had purchased OTOP products
through online media. The instrument used to collect data was a questionnaire tested for content validity and
reliability before data collection. The statistics used to analyze data were frequency, percentage, mean,
standard deviation, t-test, one-way ANOVA, and multiple regression analysis. The study results showed that
the convenience dimension and the completion dimension of marketing mix factors from consumers’
perspectives both affected the decisions to purchase OTOP food products through omnichannel marketing
among Gen Y consumers in the New Normal era at a statistically significant level of .05. That is, in the New
Normal era, consumers can buy products through various channels on multiple devices, and omnichannel
marketing will combine all trade channels and link them together. This can facilitate decision-making for
consumers until they are satisfied and ultimately make a purchase decision. From the results of this study,
entrepreneurs who sell OTOP food products can apply omnichannel marketing in their marketing plans to
increase sales, leading to better business results.

Keywords: Marketing Mix from Customer Perspective; Omni-Channel; Purchasing Decision Process;
OTOP; Generation Y; New Normal
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Abstract

This research aimed: 1) to examine the level of marketing communication factors, the level of brand
image awareness factor, and the level of decision to purchase Mistine cosmetics among Generation Z
women in Bangkok and its vicinity; and 2) to investigate the influences of marketing communication
factors and brand image awareness factors on the decision to purchase Mistine cosmetics among
generation Z women in Bangkok and vicinity. The sample group used in this study comprised 384
Generation Z women in Bangkok and the vicinity who had purchased Mistine cosmetics. Data were
collected by using a questionnaire. The statistics used in the data analysis were frequency, percentage,
mean, standard deviation, and multiple regression analysis at a statistically significant level of 0.05.

The study results revealed that the overall level of marketing communication factors, the general brand
image awareness factors, and the overall decision to purchase Mistine cosmetics of Generation Z
women in Bangkok and vicinity were at a high level. In addition, hypothesis testing results revealed
that the elements of marketing communication factors that influenced the decision to purchase Mistine
cosmetics among Generation Z women were advertising, promotions, personal selling, and direct
marketing. In contrast, the components of brand image awareness factors that affected the decision to
purchase Mistine cosmetics among Generation Z women were attributes, culture, personality, and users.

Keywords: Marketing Communication; Brand Image Awareness; Purchase Decision; Generation Z
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Abstract

This research aims to study factors affecting the procurement of local Government administration
organizations through mixed methods research from a collection of documents, books, articles, related
research, and interviews with experts to be analyzed and synthesized in an explanatory manner with
descriptive content according to the form of document research. The study found that factors affecting
the construction work of local Government administration organizations are 4 factors: 1) Procurement
of supplies; the local administrative agencies are unable to carry out the survey, design, and preparation
of construction list plans by themselves because there are no personnel licensed to practice control
engineering, causing the survey, design and construction list preparation to be inconsistent with the
conditions. Area to be built. 2) Solicitation notifications and documents It was found that the local
administrative organizations still needed complete operational guidelines and more personnel with
expertise in operations, causing erroneous operations. 3) Proposal Selection found that the local
government still needs more personnel to consider. There is no complete guideline for practice that
causes errors in work. 4) Administration of Contracts with an amendment to a contract or agreement
employment control inspection of parcels and defect insurance return of collateral. The Local
government organizations must strictly exercise their discretion in accordance with the law and the
benefit of agencies or the public interest, but there is no complete practice guideline. This makes it
difficult to make decisions and poses a liability risk for the operators involved, both executives,
Supplies, inspection committee, and supervisor.

Keywords: Factors; Procurement; L=Local Government Organization; Administration of Contracts
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Abstract

This research aims to examine contributing factors affecting accidents when operating cranes. This
gualitative research methodology-based study selects documents, textbooks, books, articles, and related
research papers to be analyzed and synthesized in a descriptive research manner. Five contributing
factors that can lead to accidents during crane operations were revealed. These factorsare: 1) The human
element: controllers lacking the basic knowledge of how to appropriately operate cranes is the main
factor attributed to crane operation accidents. 2) The structural factors relating to the crane's base can
lead to accidents. This can occur when the base is not strong enough, the base is poorly maintained, the
base is corroded and damaged, leading to the base not being structurally sound, and the crane operators
fail to check the condition of the base prior to operating the crane. 3) The machinery element: wear and
tear on lifting gears, faulty and broken lifting gears lead to accidents, especially when they are operated
by workers who are inexperienced in using the gears correctly. 4) The lifting capacity performance
factor from using the cranes above their lifting load limits. Using the cranes without a cut-off safety
system when the machine is lifting objects above the load capacity. 5) The environmental issues are
resulting in unsafe conditions for crane operations. These issues include inadequate lighting levels and
physical obstructions in the immediate area, which can lead to the operator's inability to see properly.
High winds and close proximity to overhead electrical cables are other environmental factors that can
lead to unsafe conditions.

The data analysis shows the human element is the main factor in crane accidents. This includes issues
of negligence, a lack of knowledge, and a lack of understanding of the laws relating to crane operating
safety rules.

Keywords: Accidents; Cranes; Construction; Crane Operations
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Abstract

Nowadays, the growing recognition of digital marketing and creative content is one of the principles of
creating business values for modern business strategies involving herbal community enterprise. While
digital marketing practices have been extensively studied in traditional business settings, there is limited
research on how small businesses like Poomjai Anong community enterprises can effectively improve
their creative digital content and leverage digital platforms to enhance their visibility, engage their target
customers, and achieve sustainable growth. This research aims to synthesize and enhance modern
communication strategies using the conceptual framework of creative digital content development. This
study focuses on an innovative process-oriented approach to support local networks and community
identity advertising innovations. The practical training was performed to explore creative digital content
creators for ten business partners. The results have found that the overview of satisfaction of increasing
entrepreneurial knowledge affects the business’s benefits and sustainability at the highest level, with an
average of 4.51. The research training helps the participants to develop a more effective content strategy
for the business, with the highest standard of 5.00, at an outstanding level. By conducting research and
implementing innovative communication strategies, the research contributions support the sustainable
growth and success of Bhumjai Anong Herbal community enterprise and extend knowledge for startup
businesses in the new business and commerce era.

Keywords: Creative Digital Content; Community Enterprise; Digital Marketing, Entrepreneur;
Public Relations; Startup
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Abstract

The objectives of this study were as follows: 1) to examine variations in demographic factors that
influence the loyalty of millennial customers towards Spotify premium membership in Bangkok and its
municipalities; 2) to investigate the behavioral factors that shape the loyalty of millennial customers
towards becoming Spotify premium members in Bangkok and its municipalities; and 3) to investigate
the attitudes and behaviors of customers that are associated with loyalty towards being a Spotify
premium member in Bangkok and its municipalities. The present study selected a specific and targeted
sample using a technique of purposive sampling. This sample's exact number of participants is
unknown, and statistical software was used to conduct the analysis. The findings of this study suggest
that demographic characteristics have no significant effect on Attitude Loyalty and Behavioral Loyalty
toward Spotify membership among Bangkok and its municipalities residents. Experience-related
variables are significantly associated with Attitude Loyalty and Behavioral Loyalty toward Spotify
membership in Bangkok and neighboring municipalities. The variables pertaining to alternative
attributes have a significant relationship with Attitude Loyalty and Behavioral Loyalty toward Spotify
membership in Bangkok and the surrounding municipalities.

Keywords: Customer Experience; Attribute Selection,; Brand Loyalty; Premium User; Service Provider
under ‘Spotify’ Brand
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(Standard Deviation)
2) NIUATITVADALTIDUNIU
1) AN (t-test) 1%1’13“1/1mﬂﬂUﬂQWNLLﬁlﬂ[ﬁh\‘i?mﬂdNﬁ’WL'ﬂ?ﬂlﬂ"llﬂ\iﬂziulﬂvfmf;i’]\i 2 ngu laun e
2) ABn1nagauLen (F-test) I%nWiwmmﬂummLLmﬂm'Nidem'ﬂL@?ﬂlﬂﬁnmn@juﬁq@ﬂw 2
nauduly Idun eny seldiadeseiden n1sdnm anuniwnsansa e nudndesaiiaanauansnsiuedned
pdAnyuRIasINuULNAge U FULWEUSEARLIL Least Significant Difference (LSD) Lﬁ@mdw@imﬁmnﬁm

a @ o o

3) N1InedaUAINNdNNusresRqulslne ldanAdnssAnsandunus (Pearson Correlation
Coefficient) AndalssavsavduriugaziliAnsendng -1 < r < 1

4)msnzinnsannatniiAns (Muliple Regression Analysis) tneld N futlszAviannsnnnes
WANL (Multiple Regression Coefficient) iaduwndamennanilazaingunimennaniiladeideasoausnalunng

a A v a - X | v a = 2 .
Lﬂu@ﬂqﬂﬂLL'LI‘LIW?Wﬂﬂ‘ﬂ@ﬂﬁmﬁ‘i_l?ﬂ’]ﬂmi‘uﬁ Spotify ‘H@\‘iﬂ@ﬂ@jﬂﬂ’m@L@uLuEIuiuﬂlﬁlﬂg\‘iLV]WNﬂWuﬂﬁimﬂl?Qﬁ Stepwise

Journal of Digital Business and Social Sciences, Vol. 9, No. 2, Article JDB008



NFAULUIAM LUNIFIAE

Aqlsnu Aanlsmn
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1) WA

2) 8¢
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)
3) melldieRssaiAou
4) NN3ANEN
)

5) ADTUNTNNITANTA

o

(8981 SUATIUTAY, 2559)

LR~

tladzaulszaunisaluasgnan AN e N3N

1) Uszaunisainietlszamduda (Sensory) I R A P I
2) dszaunisainieansnal (Emotion) Ej‘,‘lﬁ,_@nﬁw;;w{ Spotify
3) YszaunisainiangAnssu (Behavioral) > | 1) dwiiruaR (Attitudinal Loyalty)
4) dszaumsninsiloyeyn (Intellect) 2) ANUE)AN3TH (Behavioral Loyalty)
(Brakus, Schmitt, & Zarantonello, 2009) (Schiffman & Kanuk, 2007)

taqEAuAUANLTRNIAEN
1) mmmm@lﬂmmﬁﬂm (Excellence Content)
2) ANNWLRNIZUL (Quality of System)
3) ANWANANS N33 13NNg (Difference in
Service)
(Kim, Y. & Kim, B., 2020)

= = = o o v - Y o A Ay : o =
g1 1 uamanseuuwIAnNIIAeaseAuLlszaun1sniueIgnAT LA AENTAN A NG AR ANSNA
Tunailuanninuuunwsidansed IfUsn1suLsus Spotify 1eangugnAaaLtieu

TuannamwamuAILarLENMUTa

4. HAN15938

[ 27
o

TuudduasalildninisAneFas Tadusulszaunisnfaasgnituazananianiaaanigdanase
AuAnAlunsiuasn@nuuuwsilasaesliiEnsuusus Spotify 1e9ngugnAadtaululANgmMNNIIUAS
uwaziuuna InerinnnImase uaNNAFUNAARLIAYH

o . . e a e ey = -
anuAgun 1 Taduanuuandwdszansmansdenananisindulalduinislunisduaundnuuy

WaLHeNeR lfLFNNTULIWS Spotify 2eengngnAfiaiautiea TuamnamnamIuasuavLFNMNauANFiY
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A197 3 agtuanismegey tadepanuuansslszansmansdeuasiapuinf AW ALARLATA NG ANTTH

fadedauynna anm  Sig. (MAUAR) Sig. (WgANTIN) NANIINAZDL
WA t-test 722 859 Ufiasannngu
21¢) F-test 582 528 Ufiasaunmgu
el diaAnralmau F-test 642 .001* Ufjiasannmgiu (iAuaR)

HANFUANNAFIU (WO ANTTH)
FTAUNNSANEN F-test 229 733 Ufjiasannmgy

ANUNTNNTANIEA F-test 038 752 Ufjiasannmgy

o o IS A o o

e * NladnAnNeata <0.05, = Bdad1Atynieaia <0.001, **UiludAtyneadia <0.000
a v ¥ v v A o =2

asuneladndeyatlszainsanansludu e ey seldseineu szAUN1sANET WAL anTUNINANg

ansd NuAnsiudanaseANANTNARIWIANARLA A UNg ANTINTeed MdUTnaslun siduanndnuuy

Al

WaHeNe9g IITLINNIULIUA Spotify 289ngugnAdaiautiaa uanngannumuasuazENuma lduan s

'
o o aaa

adeldadAyneaiangzal 0.05

= = o v ey a = o ! o = =
@NNMﬂ’]uV] 2 ﬂ@ﬁwmuﬂimumimmm‘imumLLmummN@mmwmmiummﬂmmmmmu

= ::ll v oa & . 1 Y a =
W?LNEN‘H’H\?@WU?H’WLLH?H@ Spotify ABINANYNATNNALAULUEIRA sLuL‘lID‘Iﬂ?;QLVIWNM’]Mﬂﬁ‘LL@:ﬁL@Nm"ﬂ@

= v v o , o v o a a A oy a %
AT N 4 ﬁ@@ﬂmu‘ﬂi:@‘un’]?mmN@ﬁl'ﬂﬁﬁ)’mﬂﬂmmuwﬂuﬂmlumﬂﬂumu’mﬂLLUUWSLNHNWH‘LI?W]M@QQ

TiLFnsunsust Spotify IneldananisdinsnziinisnanasnyiAm (Multiple Regression Analysis: MRA)

Unstandardized Standardized Collinearity
tlasasudszaunisal Coefficients ~ Coefficients T Sig. Statistics
B Std.Error Beta Tolerance  VIF
(Constant) 1.960  .262 7.474  .000***
1. dszaunisainessamduda (X)) 187 046 200 4.054 .000** 708  1.412
2. Uszaunisainiaansund (X,) 162 .053 153 3.066  .002* 696  1.437
3. dszaunisainiang@nssu (X,) 053 .055 049 963 336 675  1.481
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Unstandardized Standardized Collinearity

tlasasudszaunisal Coefficients ~ Coefficients T Sig. Statistics

B Std.Error Beta Tolerance  VIF

4. Uszaunisainiatleyayn (X,) 182 065 145 2.801  .005* 648 1543

R=0.418 R* =0.174 Adj. R* = 0.168 SEE = 0.46744 F = 25.197 Sig = 0.000***

° o

nunewin * NlugnAtyneania <0.05, ** NuadAtYN9ana <0.001, **Hildn <0.000

S)D
=)

asuneladntfasasudszaunisal laun Uszaunisaimnadseanduda Uszaunisninneensunl uas
UszaunisaimnailyyndenasannuinfAausiAuaAs (Attitudinal Loyalty) Iumﬂﬂumm%ﬂLmuw?l,ﬁﬂmmt;i
u3nasuusust Spotify w9ngugnAiaauiies lwanngaunnuniuasuazdinnmaliuansiaiuadnei
HadAtyneaian flsvi 0.05
snm@mmﬁmﬁummﬁﬁmlmm%é{ﬂ WA AT T 4 aFR AU AN A E U AU AR (Attitudinal Loyalty)lu
ﬂ’mﬂumm%nLmuw?él,ﬁﬁmmtﬂﬁ’u‘?mmmum’ Spotify aaanguanAHatauies TuanngmwanIuAsLay

Suauma tewn dszaunianin1angAnssn

A o el o a = o ] o Ay a = PRI
AN 5 ﬁqqﬂﬁ]’]uﬂﬁ'zmuﬂq?mmE;lj’]_l‘iiﬂﬁllm'ﬂLLﬂﬁ\uﬂ@\?N@Wﬂﬂ’]qNﬂﬂmmf]uWE mﬂﬁ'?lﬂuﬂqﬂﬂuﬁﬂflmﬂLLUUW?LNEN

2095 WUFN1suLsus Spotify aaenguanAiaianiias luangamnamiuasuaz Buuna

tlasaisulszaunisnl B Standard Error 3 T Sig VIF  Tolerance
(Constant) 1.038 190 5.460 .000***
Uszaunisalniadszamdnda (X,) 066 .033 098 1985 .048*  .708 1.412
Uszaunisalnisansund (X,) .067 .038 088 1.760  .079 696 1.437
szgunisainangnasy (X,) 018 .040 023 448 654 675 1.481
tszaunisainiatoyeyn (X,) 282 047 310 6.001 .000*** 648 1.543

R=0.419 R’ = 0.176 Adj. R? = 0.169 SEE = 0.33901 F = 25.400 Sig = 0.000***

° o

NI * NdnAtunneaiia <0.05, = Milad1Atynneana <0.001, **Tiladn <0.000

DD
=)
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aduneladTadesulszaunisad loiun dszaunisainistlszanduda uavlszaunsainieilyyndona
' o Ay a . a a A ¥ a - . |
ARANNINARTUNYANTIN (Behavioral Loyalty) IumﬂﬂummmnLmummﬁmmtﬂummmmum Spotify 184ngN

o

anAfiauiios luaangamnuniuasiazfuuma llunnsiteiiedelitd Aynisadian fiszsis 0.05
mmmmmﬁuauuﬁﬁmimmﬁ@”ﬂ WA AU T A9 HA s AN N AU ALAT (Attitudinal Loyalty) 11
a PR v a - . ! v a P~
nauaNITN WL LWTINe N YRS ITLTNTULTUA Spotify 2BaNgNANATNALALIEEA TUIUANFUNNNNIUATUAS
Panoma laun dszaunisninwensuniuavszaunisninimgfnssu
a dl o k2 a A dl ] 1 o a = dl U
annAgIun 3 daduauanuantianiudenideaasannudna lunsidusundnuuunsidanyey

TFLENNIULIUA Spotify 1BINANANANALALITEA THAANFINNEUIUATUAZLFHOIMA

A o aa 2 . ] o Ny o a = A A Aoy oa
M1 6 ﬁq@ﬂﬂquﬂmﬂﬂu[5]'1/]'1\7L@@ﬂﬂ\?ﬂi@m@ﬂqqﬂﬂﬂﬁW'TLW]ﬂuﬂmluﬂqi‘l,ﬂu@lnmﬂLLUUW?LNHNWI“TJU?TH?%@\?

gliannsuusus Spotify IneldafiAnisdwszininnnaswiians (Multiple Regression Analysis: MRA)

Unstandardized Standardized Collinearity
adasiunuanifniaaen Coefficients ~ Coefficients T Sig. Statistics
B Std. Error Beta Tolerance  VIF
(Constant) 1.542 .266 5.807 .000
1. ﬂ']ﬁNﬂﬂﬂLﬁﬂN‘ﬂ‘ﬂx‘iLﬁ@ﬁﬁ X)) .394 .069 .308 5.686  .000* .561 1.782
2. ARININIBNTEUU (X,) .020 .044 .021 458 .647 797 1.255
3. annuansalunisiuinag (X)) 242 070 188 3.450 .001* 555  1.801

R =0.462 R* = 0.213 Adj. R* = 0.210 SEE = 0.45539 F = 64.888 Sig = 0.000*

o 0 o o 0 o aa

N * NladnAtyneana <0.05, ** Rlad1Atyneana <0.001, **UiludAyneania <0.000

o

asuneladfadasuananaEni@an taun supuaeaBisuesianiuaz A uaANLaNs Y

nsliusnisdenasanuinfAauiANAR (Attitudinal Loyalty)lunisiluasn@nuuunwsidanaesdlusnng

o

WUTUR Spotify mmn@mnmmmumm ‘lummmqmwmmumumﬂ?umm@imLmeqnu@mq VEI'Z‘?’]F]Q.J‘V]’N

aa

Anm ﬁ‘ sl 0.05
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£

dl v v a A dl a A (] ' v a v a a
NN 7 ﬂ@wmuﬂmmuummqL@@ﬂmmimmmmmmmmmmmmmmuw; Angsulun nduanndn

'
a -

WULWTIH N9 ILEN 9T naIuLsus Spotify 189ngugnAiaianiiias Tulanngunnumiuas

uazLTNNg
fadaisunuaiEna@an B Standard Error 3 T Sig VIF  Tolerance
(Constant) .651 .190 3.423 .001
1.mmf;|@ml,§|ﬂm®\uff:@m X)) .280 .050 302 5.648 .000*  .561 1.782
2. AININARNTELL (X,) .036 .031 .051  1.145 .253 797 1.255
3.anuuAnselunsliEnig (x,) 189 .050 202 3770 .000* 555 1.801

R =0.482 R® = 0.233 Adj. R® = 0.229 SEE = 0.32641 F = 72.559 Sig = 0.000***

°o o = o = o

waee * RuadAnynieaiia <0.05, ** uladAtynieas <0.001, **Afad1Atyneatia <0.000
asunelidnadaduanandEniaan taun supnuaeaEianeslanIwaz A uANLANA1TY
mj“lﬁ’u?mm\im@&iﬂmmﬁﬂﬁﬁquﬁmm (Behavioral Loyalty) TuﬂﬁiLﬂuzﬁm%ﬂLLUUW’?Lﬁﬂmmrzﬁﬁu‘%mmu

Us Spotify 1INgNgNANAULLNES TuannFmnEuAsuazLENLma lduanssiuat wildsdAtyneanan

3AU 0.05

5. Msanlsnanauazdialduanuy

anisanaiay
ae o o v p y B o <
uldeTes dadasudszaunimniresgnauazauantanivaenndenasanduina lunindu
ANTNUULUWILH N0 IFLFNTUuLTUA Spotify 289ngugnAdadilauluinngannuniuasuaclsiuma
aIniNnanLna AR

£ k2

1) fayasuilszansaans
1.1) dagamutlszansanans lusiu e a1y seldledesenan n1sANE LAzADILAN
N17ANTANUANANNTUGINAFRBANNAISNANARWITAUAR (Attitudinal Loyalty) Tun1siflugundnuuundilanaea
v A - . ' Y a = | ] o 2 o ¥
Al sunisiauusus Spotify 1angugnAdaauios luangamnuniuasuaziBunmaliuansnsiugednuds
AuannAguluaniee
1.2) dayasuilszansAans AW A 81g NIIANHI LAZANIUNINNIANTATILANFNS
o , o o Ay a . a PR % Ao
AudanasianinuasdninadungAnssu (Behavioral Loyalty) Tunisiduan@nuuy wellauaes dauniseuny
L . 1 Y a =l ] 1 o d‘ o Y o a
Us Spotify 1eangugnAfaattiea TuaangamneuasuazLFuuma lliuansineiy Geipudeivanaigiulu

e dausuangliafesenaunuansiudinasianmasiNANAM UG ANITH (Behavioral Loyalty) lunns
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a N A o N - . ' ¥ a =

Wuaundnuuunsilangese launisewysusd Spotify 2e9nqugnAtdaaniiies luanngunnuiIuaAsiay
Prunmauansiiiaenpdesiuannmgiuluenuiee

2) ffadaiulsraunisaldanananinuinfsuiduaR (Attitudinal Loyalty) lunisidugundnuuy
A v a - . ' Y a =
WILHEN B9 LFLTN19ULIUA Spotify 28IngugnAINALAWHES TUIIANFUNNNTIBATLAZUTNUNAAINITDLEN
szifiuaanun e
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A A A P = o o 1% Py P = PR
\HeasanasTnie Spotify Haaidesuariavntaeadenislusiuressruunisldnundawasimasiadunssus
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=
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12

Chain Stores) Inglunfiasdilsynauresvidund lawn Uszaunisainialssannduta dszaunisainienissus
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2.2) Usraunisainneansunidenasaninuinf s uiALAR (Attitudinal Loyalty) lunnsidu
annInuuLWTeN e LT suusus Spotify 1aenguanAiaauiiias TuanngamnuniuasuazEunma

dl = QI = dl = A oﬂg‘/ o o o Ly ¥ 1 o U %
\aanasTuisiiumasivanuasuaslimadassuwuzindmivetsualze sl dnuluwiasdudndesnis
Wanasdszinmbilugaananlatednduninafnaulandroumauasanuiandldnulsduednnasa adesiv
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-

ANNEsEuaInNdNRusnNedaANlunslg blog” NeAnMDeAMNANRUTIEMd N A NTaEiuTe A NENRUS

n1943Ax (Social Relationships) a1n Uszaunisadfuzina (n195u ArnAn 81980 mmm@u‘ﬂm) PiFaAN

pelalunisldsiaaas Blog luyuner89n1IAaTn K1unIsiudeyanieuuuaauaIN (Questionnaire) AUNGH
v L

et n9d1uaU 452 A nantsANEINLGT dsraunisalfuiinauaznisfufauei nalnansasan bt uaes

a9

ANNANTUTNAIAN Usvaunisnfilszamdndantsiug dssaunisniniemnnuddn uazilszaunisaimneensund
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2.3) UszaunisainsilyndsnasananuinaausiAuaf (Attitudinal Loyalty) lunisiilu
a A ¥ a - . ! v a P
ANTNUUUNTIHENRE ITLTNNTULIUA Spotify 289ngugnATNALaULHES TWAANTINNNIIUATUALLTN NS

dl a QI a v ' (A ¥ a a) o v k% dl ° o o/
Wasannassuielanudladaualiddudauuazdnnadasudeiauaiuzans sg’flmml,wrﬂm”l.ﬂﬂ@uﬂm AW UN

walnALAtuli AT uda APABIAUNIUITHUDY Kim, Ham, Moon, Chua, and Han (2019) la%1n12@n 11384

'
v
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au q
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ATIANPUEUVITENIN ATIATAIUNNIRY Huase A NasinananedUslng
3) ffadaanunmaNTENIGAeNAINasaANNANARWTAWAR (Attitudinal Loyalty) Tunasiuaundn
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iLNHNmmtﬂuU‘im WUTUA Spotify TANNANANATNALA ULUEIR Iulﬂ]mﬂ?qW]WNVI'WHV’]?LL@xﬂﬁ‘Nmm@ﬂqu?ﬂLLﬂﬂ

ep

Y o

tszifuaanunlama

e

o a

4.1) Uszaunisainedlszamdndadanaranandnasunganssy (Behavioral Loyalty) Tu
nauanEnuuUNITHENIeE L3N 13UUIUA Spotify 28dngNgnAiaauiiios Tuaangannamiuasuay
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Abstract

The expansion of the healthcare industry sector and the continuous influx of international visitors
through the avenue of medical tourism. This study aims to examine private hospital personnel's
performance in delivering medical tourism services. Three distinct conceptual frameworks exist,
encompassing the domains of tourism, medicine, and supporting activities. The research encompassed
three phases: an examination of cognitive variables through a comprehensive review of relevant
literature and structured interviews, as well as an analysis of various elements to effectively summarize
the service performance of personnel. The study's findings indicated the presence of five performance
components in the field of medical tourism, each possessing an Eigenvalue equal to or greater than 1.
These components encompassed two main categories: "coordination with stakeholders,” containing
three latent variables, and "planning,” comprising three latent variables. The study identified three latent
variables, namely "Logistics," which consisted of three latent variables; "Medical Services," which
consisted of six latent variables, and "Related and Supportive Activities Services," which consisted of
a total of 25 latent variables for the purpose of development. The service work performed by hospital
personnel.
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3.2.1 ATy AATUADTUNINTRINRELKLILAR LN TaeldAnALTLaL (Frequency) Lag
Feeay (Percentage)

3.2.2 "3Lﬂi’]:ﬁﬁé:ﬁﬂﬁnmﬁﬂﬁaﬂmﬁqLL‘JJ?@Nﬂ’ﬂizn@ummmmmiﬁmiﬁﬁqﬂi:mﬂrﬁ”’mmi
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Moment Correlation) k&A4HARIEIFLLNATNEANAUS (Correlation Matrix) uaznadauANNTEdAATY e nEn
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o o o
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v
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luusiazasdilszneudl 3 faudsiull dethuansinmsiasslznevluauauazinvusdelsiiunguiauls
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3.3 Whauifaunisinisi lsmenuad idfuinveniieafuddiinreafieafaszasd ianiseanuuy
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aFan1sfuinanAuan Musnzanlunisih g lunswsananng
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FagidFuLTNIIMeNsUNnel 2.
ARANITLAKIIINIFULININNTWNE (A2)
(@3tyla 29dqs, 2559; Connell, 2013; 3. mmimmﬁﬂmmﬁmmﬁﬁn (A3)
Ganguli & Ebrahim, 2017; Jena & 4. ANNFUATINHENNIAUILFNNIINTURS (Ad)
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Jones, McQueen, Lowe, Minnes, &
Rischke, 2015; Kim, Lee, & Jung, 2013;
Lim et al., 2018; Mason & Spencer,
2017; Murti, Deshpande, & Srivastava,
2013; Park, 2016; Priporas, Laspa, &

Kamenidou, 2008)
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. _ . 5. vinweaunistiRnuresyaaing (Avsuleanansiu
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Roman, 2014; Leung & Law, 2010; .
6. YAANNInuazTinmrn1siLIN1siuanatisaanmitiuglssen
Saayman & Geldenhuys, 2003; .
_ - 28303019 (N1suuziitanuiinazyaaInslulsanenuianey
Sasaki et al., 2020; Williams & Balaz,
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W funsinEnenLazedtilas) (C6)
2020)
7. UARNNINLASTINEURdYAAINTIWUNNIYINANGAN ALY
13NN NsunWne (C7)
8. vinwznisuEnislimanutdaamae i liainnsoninganss
maasaasle (C8)
9. yadann nfuanaliiiufnoinvasleguaianlaldse
HFUUFNNINanIsunme (C9)
10. ARNFUATINHENEE UL ANNATAINAIUNNTLTTAWIIAL

13Esziudie (C10)

o
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nun: W Taagaae

qu 29 Lﬂ‘é"]zﬁ’ﬂﬂ ﬁﬂszn’a‘u'&usssnuzmsu?msﬁﬁummq ARINSIULINITURILSINENLNA

ey ludauilldn1sinsmefasAlsznauidegnsaa (Exploratory Factor Analysis) fagdanisarinilads

]

(Principle Component Analysis) 129163 L1 sUuH S & ATY T894 NI IO UENITUINITTIYARINIITULIN9TD

Tsanenuna lagldnsaiasmefAndminesslszney (Factor Loading) Aail

o

Journal of Digital Business and Social Science, Vol. 9, No. 2, Article JDB009



1. namadATIziasAlsznauuaz i dusudsrasanssauznsUEMeAunsviasiien
ANINAGALANNIMNNZEN ANITEINe AT LIYENTRL s AnD anduiusazuinafulsdeldvinnng
NTUNANNADANAFDLABIAT AD
1) HAANTAZUAAIAT KMO Uaz Bartlett's test Ineigan KMO (Kaiser — Meyer-Olkin) il
ﬁ’ﬁiﬁi@mmwmwmmmﬁmﬂ@ﬁq@ﬂ'wﬁ%ﬁmﬁmew’ﬁwmﬂﬁﬂmﬁmmxﬁmﬂrﬂizﬂﬂu (Factor Analysis)

'
oA aaa

2) A ldnAgaLANRAFIUIY Bartlett's test of sphericity LuaANanAN [ AgaLaNNRAF W

o

HO: fiautlse9AlazNaLANITNUTNITLINITAIUNNIVBUNLITBIYARINIITBLENITTB

o oo

Teamenuna A udnRlgiu
H1: fautlsa9AlsznauaNssnuENITLINITAIUNNMBUNEITBILARINTITULTNNTBY

T2aMeNUNAR A NANRUS T

a o v

TagfanTu1aInAn Chi-Square LazltagnAtynananiaandivzawmiaiu .05 (Sig < .05) dnaausy

o

vraUasNAFIU INHANNNTIUAAINAAIANTIN ATE

A13197 2 A1 KMO and Bartlett's test of sphericity

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .554
Bartlett's test of sphericity Approx. Chi-Square 1089.390

df 45

Sig. .000

ANATNAT KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy) Wil .554 Laasqn sialtls
asAsznau 10 faudls Lﬂu@"mqu%sﬂ@‘ﬁltﬂmwaLL@:ﬁmmmmmu flazanunsnldadfinafias e
a9ALsENaL (Factor Analysis) i312AN KMO RANNANNGN .5 LL@:Lﬁ@‘V]mmumuuﬁﬂﬁuﬁqmmimmu Bartlett's
test of sphericity AazniluanEnLzIReA AR A1 Chi-Square = 1089.390 #1 Significance = .000 d4tiagndn .05
Asufjian Ho uazeansy H1 SeuaneinAnduilszAnsavdiiusesiulsassisznauia 10 fauls Hanudusiug
i arunsnideyalildlunisinsziesdilsynanls

¥dautsaarlsznemsia 10 fautls unvianisaiaessileznay (Factor Extraction) lfn153tasnef
asAlsznaunan (Principal Component Analysis) TnenAnnianvasAsznauiitianlainsy (Eigen value) Fausl 1

aulyl pail
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AN N7 3 WaR9RIAIENal ANANNKLILU ANFRtazIaIA N IIU LavAFatazIa9AN N TuA T AN

209611909/ 2N UANIINULNITLINIIAIUNIVBUTENTBILAAINTNULENIVRTIINENLNG

) ANTREATIBIAIH 3
avAlsenay ArANLL 9991 ANTRgazIaANNLL T uaT AN
wiletsau

(Component) (Eigen Value) (Cumulative % of Variance)
(% of Variance)

1 2.803 37.752 37.752
2 1.315 17.718 55.47
3 1.026 13.821 69.291
4 0.683 9.196 78.487
5 0.495 6.668 85.154
6 0.332 4.477 89.632
7 0.292 3.933 93.565
8 0.245 3.297 96.862
9 0.141 1.894 98.756
10 0.092 1.244 100

NARINN1IWANTUNIATA NI T 991 (Eigen Value) 1 Tyt wudnflsnuou 3 eedlsznen Ardasay
ANLLIIU9IU (% of Variance) atjszudng 13.821 4 37.752 uazpnFasazavNuLsLsuazan (Cumulative % of
Variance) WiniLifaeay 69.291 fenisiuandnesilsnaisi 3 asftlseney gransneBingANLnliLTes
sudsasrlsznaulsivindy 69.291

UNULNULLLGIRIN (Orthogonal Rotation) AeRBWISLNNT (Varimax Method) Iaeinnsuinesmilsenasi

v ]
=<

AAanuusdsanaessiauds (Eigen Value) Aaus 1 2wld 1ndaszimnuidteeslnmes (Kaiser) e ldsauds

o o -«

o a o & % - o A o a7 o - .
duiusiuasAlsenay danudaianay TnaldinusinisAnaensaudsniatiiutinesAtsznay (Factor loading)
saws 0.3 Aulil uazanuausanlslundazasrlsznan Aasisaullslunisussenaasmlsznan saus 3 Fauilsanlld

& o

WAASHANITIATIZN AIT)
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;13797 4 Rotation Component Matrix &x330UEN19LEN1IAUNIIVEUNENTBILARINTINULENT

FRIBIEAN agAlsznau 1 agAlsznay 2 agmlsznay 3

A1

A2

A3

A4

A5

A6

A7

A8

A9

0.681

0.526

0.300

0.775

0.559

0.787

0.988

0.702

A10 0.714

a9

HAANEAINTRYAN AT NaFuwLI RN 3 artsynauniiullmiuinaet Usenaussasiaul suel

v

9 dawds FaiulmnsnmusfesAruiiminesdilsznay (Factor Loading) Tnaanuzgidaiinnsdnaansdoutsun

Tagldn1sAnL

aanfudsiiAsminesAlseney (Factor Loading) Aaus 0.3 Tuld ieiaenmaudsuals Taad

FHALIDEAAIAITIIATUA

R3990 5 wanan1gAaLaansaLlsRRANuTneaAlszney (Factor Loading) 810N 0.3 tien uuasiawl suel

TuusazesAlszney
GNGHEEGM 20 LLﬂJiLLr;Jqmmmuzm&m’%mw’ﬁumiﬁmLﬁﬂfmmqmmmmuﬁmi ANUIUAaLLS
1. A8, A7, A6 3
2. A5, A2, A1 3
3. A10, A9, A3 3

EMRN 9
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nEen1ssAnILInNTasuds e liiduldmsinaefresAnsinminesAlseney (Factor Loading) 1

(A4) AHFUAZI
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o

[ ° = = o &
AIRENTIUUA InENIBAzIREn A9
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AN9199 6 LapsasAlsznaui 1

. . Wnidn
o o a o [ =
ANALN AaulsuiasAlsEnaui 1 )
aALsznay

1. (A8) vinwensanNARmAT/EIMEad wiLgan 0.988

2. (A7) Ao nFineniuganunvieanian 0.787

3. (A6) AauFinEaiualaganIW 0.559
AANLL T TuaesFaus (Eigen Value) 2.109
1 % o/ .
ATagarANLLTUINR9RILLT (% of Variance) 28.413

o

Y 1 & dl a o o % dl & i o/ = o o/
HAANWSIN9AULAAIINadALTENaLN 1 HAaulsd1 ATy UITENasAlsznaLAIuIU 3 Fautls Fe9aaU
ANAIATYRNLNMTNeAlsznay (Factor Loading) TadlAntnutindoutsluasdlsznauatszndng 0.988 e

' o . ' o Y o
0.559 A1ANLLTUIAUR9A9LL T (Eigen Value) tVNfiL 2.109 ANTatazaasAdLlslsauaassqnls
(Percentage of Variance) WiniLl 28.413 anmaueiduiiuanadn dautlsia 3 sauds Wusaudssiunainnsaussens
asrtlsznavlad wavilenFauieurianulslsuaessiauds (Eigen Value) fuedfilssneuanssauznisLznig

AUNN9YIBATENTaIYAAINIIBLENNTTRlIaNeNLNA I3 3 aaAtlsznauudn esdlsenauiifipnudAnyninian

v I
- yala
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a

AN N7 7 WARIBALIENAUR 2

AALN AaudsuiasAlsenauin 2 )
avALlsznay
1. (A5) AnnFuazinEENsdpmdaLATas U MIUNTRUN9egidn iU 0.775
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AALN AaLlsueNesAlsznaun 2 )
avAlsEnay
3. (A2) ARHNFUATINHEANULENIINUHUNNFAUN BT 16T RET 0.526
ABINITALTINITULEN1 NN TN e
AN Tuaa9sauLLs (Eigen Value) 1.739
1 % o .
ATatarAINLLTUINR9RILLT (% of Variance) 23.426

o

NagNEANANTUARIINeeALszneLT 2 Sfaulsdn mﬁmiﬂ’mfam’ﬂaxﬂfauﬁmqu 3 fiauils Genansu
mmzi"]ﬁtymuﬁmﬁﬂmm‘rﬂi:ﬂ@u (Factor Loading) %Qﬁﬁ’]‘i’mﬂ/ﬂﬁ']LLﬂﬂumﬂrﬂ‘izﬂ'm_IﬂQ:‘iszN 0.775 D4
0.526 ArANLLTUIIuIRIAaULT (Eigen Value) WiNAL 1.739 Anfaaazaadmanaulsisauaassauls
(Percentage of Variance) Winfiu 23.426 ﬁﬂwmuﬁuimmdﬁ ﬁQLLﬂ?VT”a 3 fautls ifusaulssaianunsausses
aartlaznev |87 uaziileBaufisuAALLssauessauls (Eigen Value) nuadAlsenauaNssnueLsnig
ﬁ’]umivimLﬁmmfammmmmuu?mmmiwwmma%q 3 NALlITNELILAY @\1ﬂ’ﬂixn@uﬁﬁm*mziqﬁtyl,ﬂuﬁuﬁu

v
=< o

¥ ¥ v ‘ﬂl s d”|
2 “Qﬁﬂ‘ﬂ@ﬁ@“ﬂ’]\mu@\‘imﬁ‘ﬁ’ﬂ’ﬂﬂﬂﬂi‘ﬁ:ﬂ’ﬂuu’)’] “NITANLLNU”

AN947 8 uARIRIALIENaLN 3

AALN AaudsuieasAlsenaun 3 )
aALlsznay
1. (A10) Minmen13LFNNIUENHANN19E 0T ULEN NN TNl 0.714
2. (A9) ﬁmM§LL@zﬁﬂmmﬂﬁ’u?miLﬁﬂéﬁmﬂmmmmnz&’ﬁﬁumimﬂ%ﬁ 0.702
BN HINENLNA

3. (A3) ARNFFAUNNIARNTIND 0.300
AR TuaR9sauLe (Eigen Value) 1.296
1 v o .
ANTaaazAINILLTLuaR9AaLLT (% of Variance) 17.452

HAAWEAINANTINUARNINBNALSENALT 3 TBIANITOAULNITUINITAIUNIINOUNITBIYARINGINY
13n1g AfautlsdAtyussenaesdilsznanaiuau 3 aulls FeeanauauaAyandvnasAlszney (Factor
Loading) %qﬁﬁhﬁmﬁﬂﬁmﬂﬂumﬂ’ﬂ@zﬂ@ﬂ@g’@wdw 0.714 94 0.260 (0.3) ANAMNULTUTURIILLT (Eigen

Value) Ml 1.296 ANFaaazaasainuulsdsiuansfauls (Percentage of Variance) Ny 17.452 HAANE
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o d’j 1 o o ! dl (2 v dl I !
ANBULBLAANIN FLL9vis 3 Fauds dusudsfanianunsaussenaesddszneulan uaslenFauiauaAinau

wilssaunessiauils (Eigen Value) fuedAlsznauanssnuen1IUTNIIAIUNVIBLNEITBIANINTIULENNTEN

1 v
o v 3 o

Taanenunans 3 avdlsenauuan avdlsenauiiaaudAnydeasngn (SUAUN 3) andeyad19iuagmAaT @
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2. HAN15ILATIZYRIALTENaLLAE WAL S L 9URIANTTOUENITUTNITAUNITUN NS

o o a

N4v1n13AssideyasInN1sRaLLULde L NeEidnfuLFnmaanasuang tneldnasauasnsi
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a9l sznaLI@ad19a (Exploratory Factor Analysis) Aagidannsanatlase (Principle Component Analysis) v
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adALlsznay (Factor Loading) Fatignangn
ANINARDLIAMNUIANZAL AN TR ENNE LAY LLYENTAN sy ANT andusiugsendnafuilsdaldvinnns
NATUNANNADANAFDLABIAT AD
1) NAANEATUWAAIAT KMO WAz Bartlett's test IneigAn KMO (Kaiser — Meyer-Olkin) Sl

AT lddpANINNTaNTRsTayafnatniasinnndnseilamaia Factor Analysis

A aas

2) A ldnAgaLANRFIUIBY Bartlett's test of sphericity LuANanAN i AgeLANNRAF W

HO : Aaulse4Al92NaUANTIIANNITLUTNIIATUNITUNNE TBILARINTINULINN 7YY

o

T2amen A TR A NA NS T

o

H1 : [5]@LLﬂﬁ"k’Nﬂf‘]_]i‘Zﬂ’ﬂU@Nﬁ‘ﬁ‘ﬂuiﬂW?U?‘ﬂ’]i‘ﬁquﬂ’]?LLWV]F_IrﬂJ@Qi_!ﬂﬂqﬂ?ﬂﬁuu%ﬂq?‘ll‘ﬂ\‘i

T2aMeNUNAR A NANRUS T

o o o ¥

IpNANTUNAINAN Chi-Square LasNlug1AuNI9dDAN NN 1vTawinaL .05 (Sig < .05) 9181a85U

o

VIRUasNAFIU ANNTILARINA AL

A13197 9 A1 KMO and Bartlett's test of sphericity

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .798
Bartlett's test of sphericity Approx. Chi-Square 1687.679
df 45
Sig. .00

AINA1TINAT KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy) Nl .798 WaA<a1 FAauils

o :’/ s o k3 dl = a dl Y aa a 'y &
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118 N3 mmeieasilssnayls
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o

&
U

AN N7 10 kamIaaAlsznal ANAINLLIUI9U ANFREaTRIA NN LazA SRt azaRdAd 11w 91991

ATANTURIFAILFDIALTENALANITOULNITLINITANUNITUNNEVBIYANINTITULTN 3209 T9eNE LA
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(% of Variance) (Cumulative % of Variance)
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3. 0.459 8.97 77.324
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5. 0.257 5.028 87.877
6. 0.225 4.399 92.276
7. 0.161 3.151 95.427
8. 0.115 2.254 97.682
9. 0.078 1.516 99.197
10. 0.041 0.803 100

NAANEAINAITI WLIT A1NN1TRANTUNALLLTIALTZNAUANTTNUENITLINITANUATUNN LR
a Ao . & | o s Y

yAaINILLENIsedlsaneua lA1ANLLsaU (Eigen Value) 1 Al wudndanwau 1 esdisenay Ardas
azANLLTUII (% of Variance) 53.46

UNULNULLLGIRIN (Orthogonal Rotation) e BIFuNNT (Varimax Method) Iaeinnstinaddtsynaun
FAnAruudsUsauaeasiauils (Eigen Value) siaws 1 1ulinnuisaeslnimes (Kaiser) iive lisauilsduiusiy

5 al o d?l 5 v I3 o A o dld 1 % o &

avAlsznay HAdndaauay wazagiduesAdszney TneldinusinisAnaensaudshariivtinasdlszneay
(Factor Loading) fiaus 0.3 3uly wazaruiusdaulsuiazesrlszney sesdiautlslunnsussaneesAdsznausiu
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A5197 11 Rotation Component Matrix mmmummmu:ﬂﬁm?m?ﬁfmma‘Lme‘mmqﬂmm‘muﬁmﬂm

[ENTTRITRN
ZRCIENEAN asAlsznaL 1
B1 0.466
B2 0.504
B3 0.571
B4 0.554
B5 0.455
B6 0.451
B7 -
B8 -
B9 _
B10 -

Nan19AIzYNLLN J 1 asadsnauidlulunsinaet dssnaunassawilsuel 6 sauls dadluldmnny

o o A

nrirasAivinesAsznay (Factor Loading) Tnaimnuzgaduiinnsdnaansaudlsuels Tneldn1snaansawls

¥

AAuminesALlsenay (Factor Loading) Aaus 0.3 3uld iieidenmaudsutls Inafisnaazidanmail

A397 12 wanansAmdensandshdanvnminesslsynas (Factor Loading) 810091 0.3 WiianiuumsawLlsus

TuwsaresAtssnay

GNGHEEGM AautlaeNANTIOUTNITLTNNIAIUNITUNNEVBIYARINTINULTN 7209 ANUIUAaLLS
Tsanenuna
1. B3, B4, B2, B1, B5, B6 6
993 6

NANITILATIEWINLIAN mﬂ’ﬂixnfa‘umJﬁmu:ma‘u’émiﬁmmiu,wwﬁmqmwmmuﬁmmm

Taamenung Sviauum 1 asmlsznauidulilnnuinoet dssnausassanilsueaasmlssnas 6 Fautlanng AFaulsn
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AN 13 LamaaAlsznaLi 1
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ANALN AaudsuieasAlsenauin 1 3
aAlsznay
1. (B3) Anniuazinwenistszifiugrningtheneudiunisiinimng 0.571
ANTUNNE
2. (B4) Anuazinsensaeansineaiudeyalilsunsunsaguninaes 0.554
T39nenuna
3. (B2) AnnFuawiinsenisuanig auuziie ligiaesnesaelan 0.504
v
171
4. (B1) Annfuazinmuiveauidudasiuanudaaagylunig 0.466
SNBINLILNE
5. (B5) AowFuasyinmrynisiauuziineaiuniswunganndoessezin 0.455
A
6. (B6) vinmrnistlsziiiuenldanaiiiassuineaiulunisdnsunissnunaess 0.451
WFULFNNINNen s el
AANLLTsuaesFaus (Eigen Value) 1.654
1 v o/ .
AFagazANLLsUTNaRAaLLT (% of Variance) 32.313

HAANSAINANTINUAAIGIBNALITZNALN 1 TBIANITOULNITLINITANUNITUNNEVBIYAAINTIULEFNNT
waslsanenung JaulsdrAnyussanaasdlsznauanuau 6 Aautls FenanauaudIAtyANUninasAlsznay

(Factor Loading) %\‘lﬁﬁﬁﬁ’mﬂ/ﬂ[fol/"JLLﬂﬁ‘iu’ﬂ\iﬂrﬂﬁ‘:‘,ﬂ@U’ﬂ‘FﬁifRW’j’N 0.571 04 0.451 ANANLLIUIIUTRIFALL 9

o

(Eigen Value) Winfiu 1.654 AnFasazaasaiuulsilsiunessauls (Percentage of Variance) Wil 32.313

v 2 o KR

o 1 d” 1 o z o o 1 dl & vl ¥ £
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o
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3. nan9IlAszasAstnauLazAaulsuelsrasaNssausNsLENTAURANsTNTIL BT R
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N199AINTYRNALTZNALITIE1994 (Exploratory Factor Analysis)

ANINARDLIAMNUIANZAN AR ENNEUATLNYENTAN L ANT avdusiugsendnafauilsdaldvinnns
NTUNANNADANAFBLABIAT AD

1) LAANEAZUAAIAT KMO Wag Bartlett's test Iaeig A1 KMO (Kaiser — Meyer-Olkin) Faludildsn

AMINNzANTadTaYaFataztinudnelaemATiaA Factor Analysis

' '
oA

2) ATilinnaeLANRF IR Bartletts test of sphericity iluAafian dnaasuannmgy
HO : FaullsesFtsznauanssnuznisiinisfuRanssufiadasuazatiy AUUTBILAAINTULITNNST
2a4lsenenuna liANdNRLSIY
H1: ﬁTf;LLﬂa‘mm’ﬂi:ﬂ'aummanuzmm’i‘miﬁmﬁ@miuﬁLﬁ'm%qLL@:mﬁumgummqﬂmmmmﬁma?
209159 LNAR A NANNUETY
e y

TagfanTu1aInAn Chi-Square LazltagnAynananiaand vdawint .os (Sig < .05) dnaausy

WraUasNAFIU InANIIDUAAINAAIANTI

A13797 14 A1 KMO and Bartlett's test of sphericity

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .816
Bartlett's test of sphericity Approx. Chi-Square 2211.014

df 45

Sig. .000

AINATNAT KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy) 11l .816 La&Asqn Falitle
a9Atlsznousiv 10 Aauds iudanuoudayaiinasnauaslannuiunnzan nazanisnldadfnnnsinsed
a9ALTENaL (Factor Analysis) i312AN KMO RANNANNGN .5 LL@:Lﬁ@wmmmmuﬁﬂmﬁwmimmu Bartlett's
test of sphericity AaznuludneuziRaaiuAe A1 Chi-Square = 2211.014 A1 Significance = .000 34tfaanan .05
= a o AJ 1 1 o a 'S o o 6 o & Z‘/ o = o o &
A9tlfjias Ho uareansy H1 dsuansinAdulss@nsanduriusrasioudsasdilsznanyis 10 faudls Saanuduiug
i arunsnideyalildlunisinsziesdilsznanls

nnsanmesAlsznay (Factor Extraction) Iaaldnnsatasizieamdsznauuan (Principal Component

Analysis) Ingnaannnisainesdilszney faduazianaanizasdlsznauiienlainy (Eigen Value) Aaust 1 auhl
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AN NN 15 kamIadAlsznal ANANINLLIUIIU ANFRsaTaaIANLL99Y wasA SRt AT aRIAN N w9191

aranvevfaulsasAlsznauanssauznisLEnIsAuRanssunaadeLazatiuA8IYARIN I

13nN13209199NE1L4A
) . ANTREIAZIRIAINK ANFREAZRIANNLL T
agAlsznay AA NI 991
wilstleau Aza
(Component) (Eigen Value)
(% of Variance) (Cumulative % of Variance)
1 2.834 64.288 64.288
2 0.437 9.922 74.21
3 0.277 6.273 80.483
4 0.267 6.068 86.551
5 0.187 4.233 90.784
6 0.136 3.078 93.862
7 0.1 2.5 96.362
8 0.08 1.809 98.171
9 0.053 1.206 99.377
10 0.027 0.623 100

mnmaﬁmam’]ﬁqu;ﬂimﬁ’ﬂi:ﬂ@u@mmu:miﬁmiﬁmﬁ@nﬁuﬁLﬁ'm%@qLmeﬁuwum@mm’mi
U799 129NEN LN AT AL 19U (Eigen Value) 1 3] wudnflsauau 1 asilszney ArdesazAany
1191991 (% of Variance) Winfiu 64.288 LazA1FaeazANwlsUsaudsan (Cumulative % of Variance) Wiy
fRuaY 64.288

MHuLLﬂuLL‘U‘Uﬁ%’/\imﬂ (Orthogonal Rotation) ﬁ'ﬂﬂ%‘%LLﬁLLNﬂeﬁr(Varimax Method) Tmﬂmiﬁqmﬁ‘ﬂixnﬂuﬁ
FrAnAuulsUsauaeasiauls (Eigen Value) Fausl 1 %u”tﬂmuﬁ%mm"l,ﬂLsnmf’(Kaiser) e liFansduusy
asFtlsznay fanudaianty wazagiiiuesdilsznay TneldinnusinnsdnidendulsndAniminesdilszney
(Factor Loading) Faust 0.3 31l wazdruauulsluusazesleznay dasffudslunnsussensessilsznaiu

Faus 3 faulsill
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F1379% 16 Rotation Component Matrix AN350UzN19L3NNIAUAANIINAINE I TaIUAT AT LALUIBIYAAINTIT

LIn1sraslaneua
ZRYGIEAN! asAlsznaL 1
C1 0.474
C2 0.616
C3 0.569
C4 0.448
C5 0.491
C6 0.571
C7 0.532
C8 0.491
C9 0.553
C10 0.555

= ey | Ao o = - NI -
HANTTILATISULRHYANWLIN Hiaudsuds 10 sautls Faduldmuinomesaninudnesdilsenay (Factor

Loading) annsAsLaansqulsinAttiiminesAilszney (Factor Loading) Aaus 0.3 21l Tnefisneazidenil

AT19N 17 waasnsAnLaanmaudsniAntminesAlsznay (Factor Loading) 81nnan 0.3 lilan1vuasautlsug

TunsaresAtssnay

) FautlsudanssouznisEniasuianssuiinaadeuazaiayuues ..
a9ALsTney _ WIS
LARINIULEIN5289T3ane LA

1 C2, Co, C3, C10, C9, C7, C5, C8, C1, C4 10

EAEN 10

k7

dayanisinseiasdilsznaudnesiu $vanun 1 asdlsenauidullanuinaet dssnausaasiaulsuel
aardsznay 10 faulls lififaudsidessineen iszduldmuinmefresriminesslszney (Factor Loading)

pedsaaziann Aat
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AN9 N7 18 LamaadAlsznaLi 1

. . LU
o o a o/ 6 =
AL AaudsuieasAlsenauin 1 3
aAlsznay
a dl b % v o Y Y o a "
1 (C2) yaannmiainsaanldaneladudidrsunisudnimnanisunmel 0.616
2 (C6) yaannmuazineznIs TN sAuansisalugUsssuans 0.571
T3 (MauuzihanuiuazyaaInslulsanenuianewdniinig
fnenenunazegtlon)
3 (C3) yaannmaasntinauiuans iiudansLEnsninetnaNaNe 0.569
Weaina Nt meneseridnuLEnig
4 (C10) PNFUALTINEEINEEIUIEANAZAINAIUNTLTTAN LT 0.555
UFEndsenuny
5 (C9) yrannmuansiliuisaanialaguatanlaldsadiuisnimas 0.553
nNsAng
6 (C7) YAaNNIWKAINHEIaeYAAINT N IIAdNFANALdNFULENNg 0.532
NINTUNNE
7 (C5) vinmrsunsUURLIeIAaINg (AUl e dnsuAg 0.491
TuEn1neanisunneg)
8 (C8) vinmrnsLiEnisAnudanmaeiaei liainsnyingsnssusag 0.491
TN
9 (C1) Minerens LTNN9A28 ANNIIALSD 0.474
10 (C4) puFuazyinwenisimalulatiun liveausanuazaanuay 0.448
dsutlgennstsniseeinssiaiiias
AANLLsuaasFauls (Eigen Value) 1.920
1 v o .
ANTaaazAINLLT ULl (% of Variance) 43.553
N ]
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