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Abstract

The article aimed to study 1) develop and validate a causal of relationship model purchase
intention sports clothing via the Kela sports Facebook page of consumers in Thailand 2) study causal
factors influencing purchase intention sports clothing via the Kela sports Facebook page of
consumers in Thailand. This study was quantitative research. The sample was people have bought
clothing via the Kela sports Facebook page of consumers in Thailand of 380 people. The tools used in
the research was online questionnaires. The statistics used in data analysis were frequency,
percentage, confirmatory factor analysis and structural equation model. The results of this research
were the development of the causal relationship models consisted of 4 components are 1) brand
awareness 2) brand image 3) trust and 4) purchase intention and the model is consistent whith the
empirical data to a great extent. The statistic shows CMIN/df = 1.15, GFI = 0.98, AGFI = 0.96, SRMR
= 0.01, RMSEA = 0.08 The final is predictive coefficient of 0.63, indicating that the variables in the
model can explain the variance of the purchase intention sports clothing via the KELA sports
Facebook page by 63 percent. It was found that the brand image, trust, and brand awareness

influence on purchase intention sports clothing Kela sports products were respectively. The results of
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this research are useful for sports clothing products businesses considering brand image and trust to

come back to buy sports clothing via the Kela sports Facebook page.

Keywords: Causal Factors; Purchase Intention; Application; Facebook Page; Sports Clothing
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LUIAALNEANUAINNAdLATa (Purchase Intention)
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mums‘zugmsﬁum
(Brand Awareness)

AINHAIATD
(Putchase Intention)

fiuannlansls
(Trust)

AMNANEUATIRUAN
(Brand Image)

NN 1 NTALUWUIAA LUNITIAY

] aaa o
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nsAgANUuNMRTEu TneRdunaunisAHuNTIAY AT

UszansuazNaNAIBENg

v ¥

Uszginsresnisideaisll ldun fRnededednniiunamainfaialess uazinendalu
dszwelng aelinauauaulszansiuiuem
! o 1 a o 3 d” v ! sznll d” d” ¥ A 1 o _a L3 o o
nanFneeereINaaasl laun dneedededifminunamainisalefmuasinendelu
dszinalng auau 380 au taunlaanisgusnatsuuugzaan (Convenience Sampling) lun1snnuun
NNAL8E19209N1991A T A A NANR U T A B uLLE A wisurls (Causal Structural- Models

with Latent Variable) Kline, (2011); Schumacher & Lomax (2010) law@ua31 siandsdannle 1 fauils
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ARTRATIUAYDENY 10-20 Aratailuetniian viesaetnatasiganaeniuldgaineaiia Holster 7
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)
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:: - . (=3 £%
AsasanldlunisinusIusIndaya

anmuzaaATeslenlglunisiseasell Wusuuaeuninaanlal (Online Questionnaire)

° o & Y e o &y e & &
U1 1 2l Insuliviiavaantiu 3 Aau VL@LLT] ARLN 1 ANDINAANTRILLIAIAL 1®LLﬂ NIULAEITBLABNN

'
a o o o

Anwnamladnisnadedavield uazaniuiiwnende S1uau 2 4o neudt 2 fayarallaesdpey
wunaaun iy Idur ang ma meldseideu andn s1uau 4 42 newudl 3 deyaRuatuadufifiavinaste
mm%ﬂi@%@ﬁ@ﬁﬁﬂﬂthul,wmwsﬁﬂﬂﬁ@hmﬂ'a{mmtliu?‘lﬁmiuﬂszmﬂimﬂimﬂ%’faﬁwmuLﬂuLmumm
dszanuan 7 sxan wiiadlu 4 dnu Tiun 1) Aunisfuinsdudn 2) Auninanealnadudn 3) A

AN 1A191a waT 4) AN Faladia AN 12 18

N1SATIAABLAMNINLATAINA

o

R399 UAINNATNTUUBUN (Content Validity) Taelauaioiuagney A1uau 3 AW WIAATH
ANAEAARedTedTaA10 NALIRgUsraaAu8InN19349t (Index of Congruence %3a 10C) 14 10C e
521974 0.67-1.00 AMNUUUNNNMIANANITRNY (Reliability) Inemaaasld (Try Out) Aunguisinaiiag

gaded A uwmaainiaalesm auau 30 au udathunmAtaudeulngldi s A duilsrang

= ¥ Vo

ganlnedsnsAUIIURIATEULA (Cronbach’s Alpha) ‘wud’wmmFﬂ@ﬂué’mmﬁufmmmm W
0.80, ANUAMANHIATIAUAT WINAL 0.84, AuAanldanela Wwindy 0.90 wazAuANNAslaTe wWinfy
0.88 Ingans s ANAd NLTeN W 0.70 Bwl (Hair et al., 2010) wanelfifiudndamininlu
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N53ATIzUTaYA

A0/ .T9u998e (Descriptive Statistics) Hlumimmwm@mﬁmmzﬁ”mﬂmﬁmrﬁu
e 19655 AALE (Frequency) e fatiay (Percentage) @0ALTI81N1U (Inferential Statistics)
W lun1sAmssiardseneui@edugdu (Confirmatory Factor Analysis) WALNNTALATIZHINLAAANNNT
TA39a59 (Structural Equation Model: SEM) n’f‘v'fawmmumwmmﬁmﬂmm%mijwiumeumﬁﬁm
fudeyaidalseany InafiansaunainA1atia CMIN/If < 3.00 (Uliman, 2001); GFI 2 0.90 (Joreskon &
Sorbom, 1984): AGFI 2 0.90 (Schumacker & Lomax, 2004); CFI 2 0.90 (Hu & Bentler, 1999);
RMSEA < 0.08 (Schreiber, Stage, King, Nora & Barlow, 2006); SRMR < 0.08 (Thomspsom, 2004) and

Hoelter > 200 (Hoelter, 1983)

AFUBTINMTINE LN Y s

n13998 Al lASUN195U909A38899NNNTINLANNANLLNIINNNTA38 5370 N1 98 T AT B

NUNINBIATIAR WHIELAUNI95UTDY RSUERB2023-058

NANI5AAE

fasanialilaasmaunuuaaunin aausu 380 AW wus g lunluwAt g AU 187 AW AR

a

WuFesay 49.20 Hengetludos 18-28 T a1uau 224 A Antlufesay 58.90 Haneldsethau 15,000-

30,000 UM AU 174 AY AnLuFesay 45.80 a1EnWENULEENENTW AW 142 AU Andludenas

37.40 me@m‘uLLuumummﬁ”\mmmﬂ%mg@ﬁ'ﬁwmmmq watnnanalefauazinendelutszmelne
1. mmiﬁwmmemﬂmummmfammﬁ”mmmiuLm@mmzﬁ”uﬁuﬁ“ﬁqmmrfmmur%qﬂl@%@l,gﬂﬁﬂ

Adehuwamainianalesnaesdisinalulszmelng

a

o 9 v A 2’/ dqlJ dal ¥ 1 &Y
1.1 N@ﬂ’]ﬁ‘WﬁNu’WINLﬂ@ﬂ’]’n\lﬂﬂwuﬁlﬁ\i@’]L‘WF!W]’]N[?NSL@"TJ@L@@N’WﬂW’]N’]uLW@LW‘ﬁHﬂﬂ@’]

atlasmaestilnalulssmalng wudn s udNRUSIT A UMANTEMWNTY Usznausdan 4 Auw Asil 1)

ANUNN9TUIRINAUAN 2) Funindnening 3) Aruacixldangla waz 4) dAupanusslate waznanns

'
a 'y =)

RINRdaLANNATTIIATAaFI9sa Confirmatory Factor Analysis (CFA) a1nN1391ANZHANNITa e
ANABAARaINIE1 (Internal Consistency Reliability) Wi fiauilsuannsadAinisnssaaaaans
TesiusINaesFaul sl (Composite Reliability; CR) 81nn41 0.70 wazlAN Cronbach’s Alpha 81nn41 0.70

= I o o 4 a oA A . a - a
'ﬂ\‘m@ﬂimq ﬂqﬁ‘r.)ﬂmrlLL‘]J?LLEJQVNMN@IHINLﬂ@llﬁ‘]qlluﬂlﬂ]@ﬂ@ (Hair et al., 2014) N179LATIZUAITNATILTS
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aanAADY (Convergent Validity) wusn siaudsuseynsniianeasaespnuudslsmungnannls Average
Variance Extracted (AVE) 11nn41 0.50 avagulaan Haonunsaisaenndaslunnsaudsudsaadlung
(Hair et al., 2014) daun1393AzsiANEITenaaassanLsdaunnls (Indicator Reliability) wuan fauls

&unmlamnsafian Outer Loadings 8nN91 0.70 %138 m13797 1 wassdnsoudsdanalaisnnlulumad

Y o

1 di A . dl v o o o a’lj
ANUNTaN (Hair et al., 2014) bazA19199 1 wansdannnaassaulsdannls fatl

A19199 1 HANNTATIAAALANNATITIIATIASI9ARE CFA ATANULTRN W AILLLARLNNN

AN Composite Reliability (CR) WazAN Average Variance Extracted (AVE)

palsuelaay Cronbach’s Construct Validity 14 CFA
o CR AVE
Fudsdaunmnls alpha 2 df p  RMSEA GFI
AUNTFLTRINEUA 0.80 076 051 014 1 0.70  0.00 1.00
1. W lassazisnaNnnIs TN w00
Outer Loading = 0.70
(BA1)
2.1 ladnazaaadaann N
Outer Loading = 0.73
(BA2)
3.11UszaunisninAnIstaldas NN
Outer Loading = 0.73
BA3)
FNUNINANEDIATIAUAN 084 080 058 023 1 0.62 0.00 1.00
1 laTAraanwaipanulnalAuLastaLaL
Outer Loading = 0.85
(IM1)
2. wWiulaliaesmaariinda@aniniane
Outer Loading = 0.85
(IM2)
3. NANTeLAeNA N3N (IM3) Outer Loading = 0.56
puANldangla 090 090 076 084 1 0.35 0.00 1.00

1.9791auaniulvidayares@uAndaay

(TR1)

v IR 2
¥ A o

2.0791a lA@ac AR N ndsTe

(TR2)

Outer Loading = 0.88

Outer Loading = 0.84
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Faudsiasuay Cronbach’s Construct Validity 14 CFA
CR AVE

Lo

Fudsdaunmls alpha 2 o df p  RMSEA GFI

T
o va v

P J; < o
S.QWQGLWLN'E]@\?"H@VLW UATNRATHNNATIAUNIN
Outer Loading = 0.91

TR3)
FuANElaTa 0.88 0.84 0.64 0.28 1 0.59 0.00 1.00
1.fAalaasialdannunaLaNe (PI1) Outer Loading = 0.89

2 flaazdaidacinunaasinemaiag
Outer Loading = 0.89
(P12)

3.Aqlaaz@ai uwand e utiFu(PI3) Outer Loading = 0.59
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anAnlAaLAYTELYNS (CMIN/ = 42.53 AdT GFI = 0.98, AGFI = 0.96, waz CFI = 0.99 Auilull
panauailatiAn GFI, AGFI uaz CFI desflAniaus 0.90-1.00 fin RMSEA = 0.02 uaz#A1 SRMR = 0.01

¥ a v
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an Dues
i Fmumamlinnals fmumamnalsdn z
(Trust) (Purchase intention)

X2 =42.53, df=37, CMIN/df = 1.15, GFI = 0.98, AGFI = 0.96,
CFI =0.99, SRMR = 0.01, RMSEA = 0.08

P ! aa v oA i’/ db d” ¥ 1 @ _ a (3
NINN 2 ﬂ’mﬂWﬂ@\itﬂmﬂﬂrﬂﬂﬂﬂwuﬁm\i@’]LM[F!V’]‘)’]NW\?SL@SI]@L@‘ﬂN’IﬂW’]N’]uLW’QL‘W"’ﬁ‘]_qlﬂﬂ@q@ﬂ@‘iﬁ]

w95 lnalutlszmalne (unanasardasiudayaidalsyand)
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= | a a a a 1y a a Saa a ' o & X oo
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DE IE TE DE IE TE
ANUNNITLEMI A9+ - A9+ A1 18+ 29+
AUAN(BA)
ANUNTNANHD] 27 - 27 .38*** 07 48%**

ATNAUAN(BI)
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puANgnela - - - 38* - 38*+
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P 0.51 0.63
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mqm\mﬁﬂﬁzﬁmmnﬂﬁﬂﬁmmwﬁﬂmﬁmﬁuﬁﬁ wazanuaNldasla Jawagnswawiniu 0.38 ating

o o

Sl frymeadaniszsu 001 wazldfudvananedenanniigaatniasadunisiudnemaud faua
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v
1. TuLm@mmﬁmﬁuﬁﬁqmmram’mﬁﬂfﬁfameamnWWr:huLWfawxlﬁnqﬂﬁfoimﬂfaﬁ‘rmm fualnalu

tszmalng tsznauson 4 s leun 1) drumsiufam@udn 2) sunwansninnduai 3) Auanulionga

1 ]
) =<

LAY 4) ANUANNNAT LRSS TI4aAARBNNLNWIALURY Segoro & Limakrisna (2020) kazlulaaAnNENAus

L%\imLwﬁﬁwmﬁummﬂﬁmﬁu%mL%qﬂi:fé]”ﬂﬁl,ﬂu@ﬂwﬁ TnafiansunannAnans ba-auwaas (X°)
WAL 42.53, A1 CMIN/Gf WAL 1.15, ANBNANEATY (df) WAL 37, A1 GFI WAL 0.98, AN AGFI Winiu
0.96, A1 SRMR W1fiL 0.01, A1 RMSEA W1iY 0.02 FalulUmuinoes Uliman (2001) CMIN/df <
3.00; Joreskon & Sorbom, (1984) GFI 2 0.90: Schumacker & Lomax, (2004) AGFI 2 0.90; Schreiber,
Stage, King, Nora & Barlow, (2006) RMSEA < 0.08; Thomspsom, (2004) SRMR < 0.08

2. fladridaamnnNansnasdeavuatlagadednninduwmamlainfaadesnaesdiilng

Tutlsenelng Gl
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Surabaya WUINANANEIRINAUAREATILINAaANNA AT N AR 918 9LATRIE1879 Maybelline
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Abstract

The research is part of a research project funded by Thailand Science Research and
Innovation (TSRI) and Program Management Unit on Area Based Development (PMU A) the contract
number is A17F650113. The objective is to study the impact of the COVID-19 situation of people in
Thung Nui Subdistrict and to extract lessons about knowledge sharing for coping during and after the
COVID-19situation. A mixed research method which combines the methodology of quantitative along
with qualitative method.  Researchers collected data from 294 people by utilizing quantitative
methods from Thung Nui Subdistrict community members in Khuan Kalong district, Satun Province

using structured interviews and questionnaires. In-depth interview section Semi-structured interviews
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are a qualitative research method which were used to collect information from 21 key informants who
were community leaders in the Kuan Kalong district. Findings revealed that the Kuan Kalong district
It is the area most affected by the situation, with approximately 2,000 people per subdistrict, with an
average of 100-200 people per village. The highest number of infected people is at Moo 4, Kuan
Kalong district, where there are 800 people infected before theSARS-CoV-2 Omicron variant. The
main impact is on income, government assistance in increasing. People are unable to adjust to the
new normal daily routine. Including taking care of yourself and family members who are in difficult
situations. Meanwhile, the people of Kuan Kalong district are in the process of facing this severe
COVID-19 situation. Community leaders organized information to directly solve the situation regarding
epidemics, infected people, and solving economic problems. Line application is an important channel
for communicating with community members about prevention practices. And after the COVID
situation, information about saving money is an important matter that must be promoted seriously to

be prepared for when there may be an expected crisis in the future.

Keywords: knowledge sharing, covid 19 crisis, post covid 19 crisis, community leaders

UNU

an1un1endladn-19 unsszunaliialan Usswalnadaiuilszmanaasndseunsiidainiie
1p3m-19 lnaanuinsnisiuannuans Wasuiaiugan unisaisananamnlsanusule Tddnaziluuimnsnig

A8130447 N13ANATEININAIAN Usemalnadszauiunisunsszuinnesiain-19 scaanidlull w.a.

o

2564 nquLlarue aFunansEnuLAIRN WU NEIaIHINNIINANEY RINN991991IAYTINT B

Uszimadansinagfanas 68 tuAWAENIN99TLA uldnstazuansdrellinemunguilszansuay

1 v ¥

U v 1 1
nHnAsne) winedeuluieszanss MedneuluunuTuumnALIB RN gALTifaseanaN
o A A 1] vy v U ! VYo a
nulwiiemuaugnianisnems §lidagaiasas 50 naradauaesnulaiunansznuainiain-19

1 1 4
uaAusesaanaInaL tegnanauaudalueinnuiaAneumuas Anuiasuulastidsnansenuse

o A= Yo 9 a  wa = \ o ol o \ Y 1 Aae o o )
mQL?ﬂuVIN?’]EIVme ﬂ;ljﬁﬂalq %Nﬂq?ﬂﬂﬂﬂ"‘lim@j\ﬂuﬂ LL@Z%Wﬂqﬂﬂﬂ%ﬂqﬁiﬁ]‘ﬂﬁlq\ﬂﬂuﬂ@qﬂm (Belghlth &
dl -

Arayavechkit, 2021) aniszangifdscmalnasiulaiuisndnnlasunansenuuinngaiaaing



.
=4

NAARITAUNA Ui 30 aUuN 1 uNgIAN - NQUIEIY 2567 28

ArNEanguliiuszuunisnasesiesiuuazAuanIa s saniaduasunIsdIuuAINAaLTeq
nagsnann i lumbenuiguaiediuuaziaviasunnananuazauinges uiu

nsddeiidudouniiaaediasanisdenlinisaiuayueudszuinaindineuanenssunis

S o =

AUETHINYANART IABUATUIFNITH UATUUNILEMITUAZAANIINUAUNIRM N TZ AUNUN dtyy1iaaf

o

A17F650113 HinquszasAiiednsuansznuainaniunisalladn-19 1estszanaulugneniunings

] 1%

1
° = L A oa o & A 0o o o & Hdy v
wazanaplunvasaddufiuigidaaulaasiunlunisvindsauasidununnls funanszny

a

v v
|9 o

ANE0LNTlNTszuNA229lATA 19 BENaNINLaUNTlY a1nanunIradilaBunefaiuAuduRUa
uisalun191UnA9eT098 N0 IHEIARA FENILHE W.A.2502 NINUILTNAATIET NIENINHIIA e
(uanuziu) Iadnfaianaianueeluiuiu19day TngsEgsandamdnimas avran Af uay

= o \ o o qu a X = = - a
umﬁiﬁiﬁmm“ﬁmﬁmwLmu’m%mﬂﬂ V]'ﬂuﬂﬁ‘z“ﬁqﬁiul,w&l?lu?qﬁlﬁq ﬂ?zﬂ?qﬂuuqﬂlmﬂ@\iﬂ?:ﬁﬂqﬁmqLﬂuﬂ\ﬂ

o [ o

21NBAUNNNAY Wadul 1 Hguiww 2512 HwAni1sdnAses 4 Aua Ae AIUAYNYE AUA

9

ANLNINAY FNUAYILN WazZFUaLY Tpensnlscanaanm e lanaunAUnaNanAng anuau 125 19

W iundn1sanadane kaslasn1s9nas9ulse 1 ai9NIINIseeNaLadLEsa Weaning

Il wa.2s14 MFunisengrundugiuginelull wa.2s19 aaunszsangunt dnsadugine

v
v o

AUNMAY UszniAlusTiaayune asduil 8 fueney 2519 UATITUINTENITINTNOHNIAA

a

Wuene neenmanuiangladseniasanaannerinun Wedui 1 Hguieu 2519 laguanmiua

Q

' [
a KX A o

7w AusUawlsy wenaantl AaNIEINBALNIUAY BFIANLAMNIANINAN 3 ANLUA AR AIUA

glaasey snuatauimu wazdualianimun s 5 snua 41 uytu wazsilel w2539

o

vl 1 g A o g ' Py
ﬂi‘S‘V]i‘QQNMWWVLVlEI Vmeﬂi:mﬂmmmquumiwaLmemwmwmm@muﬂ’mm ANLLAAUN 15

nangnAN 2539 AqUiull 3 finua Ae Fuag Ay FuaAIUNINaY Anuavety Taadugiou 32

al

wyjtiu (§reinaudandngna, 2561) aannisianFesdaatinidan vreyrtigzaessetuiuuarae
: ] = a qv = @ 4 A & = v o v
n&1997 AsunIuad Hanamdunau (Meaniuld vunefe wndn wsediume) uliiu adududa
HAINYANANYINIVBINTWEINITNIBFINTNAOL19NIN 8 N1ALTAND Aeuldiuaude wu ldugu
= dl a dl 1 1 o g d‘ ¥ ¥ [ 1 dy v
WE AZIALUNEY NS 89U Uaza U] aullFaaaiseiudnledaudiunlutl uauielludonamig

1 =2 v 1 @ M v KR -ai -:‘ll 1
MWVI’]\?@@HiNL@@ ifmmm‘wmmmluﬂwnmmm@ﬂiﬂm Aqlunnne99Tad) “AruUnInas” Useannsg

o

289AUNINANL TENOUAIETIB A HUATIINNS Nagdaniuatnean duf Usznauendnnisii

U

AU AULAH AVUNHRTNANKNAL

a o

faqiiuasaumalagdinliletaazegsluuulauia (Hybrid) Tadugluuunanauaygluuy

q

v

Na1n130dusiadld arsaumaguawigadesiuANIINla0989ANIUTANGNF) ATINTLRATEL



.
=4

NAARITAUNA Ui 30 aUuy 1 uNTIAN - NQUIEY 2567 29

Tunsudsiludaya waznisldninainsniaunanuaisvesunasdayanios luguaudeya insadie
guaneaulaiimatulatiarsaumalunuimanAnylunisanuganuazaanunisdntas e sawmea
1 U o A 2’/ v v o a v o o 1 =
uinguAiTeu Megldarsaumeanarg iuTnisarsamnaniuangrAnyresniuiiniialnaianis
agisialumumalulatansawme ) Inag1u1snEe NI NIURANETaan19aIaassaNDe N ATl aianay
LINETE (Association for Information Science & Technology, 2024) mmummmmﬂwﬂ’mﬂmhqma

Ao i o PP Ay = v . )
‘V]@qLﬂuLL@zNﬂ?:ﬁIﬂﬂuLLﬂﬂu‘V]Nﬁquzﬁﬁlqﬂ@u‘ﬂ‘d\ﬂm@ﬂiﬂﬂq@‘v}"l\?i{\?ﬂll FIANNNT0 FLGH"IJ'E]H@‘IJ"I"JQW?W']\?’I

49

=)

Aatulugnauresauienisaiiugintszanduuaznisidoudonluianssuan) 2eeguan  udnnis

o '

A1ATY8INI9AANNTATAUINATNAI AW AD eI unineAuaesnnauluesAng snefufnisiieg

(2 U

=)

pagansaunAnatnnsnutiiudeyauniunaziuld tsuwddnansaumeaeiaazldmunzdmiuynau

] o ¥ 1 ] d‘ ¥ e (3 = ¥ d‘ o @ o
welpauannisiaansustiuansaumadanirasnis i Uszlanid asAnsuutinn lun199an1g kasiiuine

¥ 1

Wwanfenldeuatiane nsannisdayaiiuanuiuiaseuresdisnsssiugeqanaenauiagufiiinig

o

Taaazddfudareuluy 4nn1s AatAu wielu HUSNHY LAZIHAUNSANTAUIMABEIMNIZANLAY
FANsuRpATaL (Association for Intelligent Information Management, 2023)

Ashikuzzaman (2023) a3U89Fay AN UL UdaATUUALAZ AV INTELLAN L TRNTNTUITE
nulanguuii ArHFRINTIEN TR ATuA NENEzaN s Arwaula AvuAInng wazane
e9ann TN NIy doyaTuTuan L‘ﬂuﬁmm@ummﬁq‘ﬁ@ﬁumnmw anauansreiulnuaniuin
naniaans deyatszains NRUAMIETRIUGIIN anTuznIuATHTRauazdIAN LaztsziAunTe
WANITRIANIZIRITHTU N1TABUAUBNANABINITATUTaY A0 M 11 A ndusawinaNdrlady
ANRBINTaNIzaaegNTY uazldnagninisdeansuazunanrlasuiill ssannaniie Wuladn

] 1 ¥ o = dl v ¥ K DJAJ dl ¥ o ¥ 1 ' 1 =3 &
NITANARUBHANUNIAT HAITNLNEIUDN LL@ZL"II’]G\?VLW 5?1\'1@’1@Lﬂﬂ')ﬂ@\iﬂﬂﬂ’?ii“ﬁ“ﬁ@ﬂﬂ?\iﬁﬂ\ﬂ [Sih2) L’]‘LIVLGIJE‘]

L a 9 o &

guay Indeadineg anuned1e miAe NN Wealu gudguau wiaiensnie sandeniell Jauius

a Q

Auan@nluguaulnamnse a9dns nioaau waryaraatnisnidausonluniaainairednanin

nsidaudon wazaNiluegNATeuTU IAEN19ATTINUALADLANAIAIINABINITUDITNTY
Tusnudeyatnnans

NIAANITAIINFUBNTNTY ABNITTILIINBIAANFIITNTU 1T uARILUIAINFuAE

o

paawiatTeyyn lunnsnazi lldraneaundanly wazuanguay desesdpanuiiliesaziunugiudidny

<

1 v 1
Tunisaineanndativ fausssAuasauafa quaw uaztlssmaad  furguauiuaunEnuesgumunlani

°

= a a va ¥ ! d‘ o [ ¥ o ¥ dl
paNAtszngAUfTRnulTLAguauauiduneensuresguay dianduduiiuuuniainisuas g

Tdifdunienig i liiieauaunstiuazanuansniiuneanasnnuesguaunas lasunisdnaen iy



.
=4

FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 30

v

durresguauuazlaldaouinouainnsonieglunisafeassdlscloaiansguanlunisag

nezuaunsEeuine v IguruiiaaNduuds (4T aasfldaas, 2562) uazidugnaandedn

a

azdunumd Aty lunnsdnnisansaun AL

. Y a . = < o £ o v o
mmmﬂummgmmmﬂqmuwumﬂmuifﬂuw@ﬂmLifawumuﬂummumnuum

=

dl Y v o dl ! ¥ v A o a oa dl z [
wantlagul 315y hapuasiagla mequmwmwmﬂwaﬂwwmLLmﬂgumiuLamuujmmﬂi:ﬂfau

2

WA Aty 1e9nsuaniasuiFeug (Knowledge Sharing) H 3 asAtsznau laun

a

' '
o A

1. Au daiuasdlsznaundrdnyngn wanziluuagueonaesnnuinatasinaanu ey
Wuaenedd Tnafinasaziduauniinnuiainnisdfimiase uazesnazuiuiietiu uazuaniaauaoniiu
v =3
RLLRRHIEGR
= = o § v D | \ = o
2. gnunuazUssEInIANazin WinsuaniasuEeuiiTnTuasihanla iaaiumanzaniy
' ' o ¥ g 2’/ o a [ 1 ai = q,dl o
wiaznguau Az Wawmaiun e fiuyane 150 Sinseififymn udilu uazuanilfsuiseuimei
uazniu
QI o J 1 Vv ] dl = v a 2 dgj 1
3. Aeguaemanuaransnee doglinisutsuuazuaniasuFaufiialiisuazazaanau
nazAUdMILEsW paNTawesAuiLNsagUuazAniuANFanTensuisiuizanisdesiedaya
P o > < o 9 = oo =
nsnanunFaudunIsaanIsAN UL L LMIaiunsTudunfsFEu lungu it ussuuLie
anpanieanTudanuau uazasdanfaesiasdueenuniuunGaunainisni ldagluazdamsef
- o

dwanans garaud Aile 191 AyarsduanisnFauiuasin i ld i sUfiReuiauningean

(FTINIUNRUIADININ NUNANENRELNEATAIGRT, 2563).

=

nsAnEINansznuainan1unitailain-19 1avlszanauluginaniunivas Laziie

naaunFRwNgatuNIdaNNIaNaumANan gy ludasnatsendnauasuasanunisailpin -

°

19 HarudrAtyilasarnuanisdnsiunadnindnAtysent sutlsrasnisaniiueulugalasaniside
NI uILssAaTanassntAlssianniuunnlinaununisldiiuuaswanadiniina iy

InArnaINITanIsudeiuresuusud “nvae” WududiAssgialunilunazingnlain-10 dwdnaga

v

Fafluiniaslieatedrdnyluniraaialantanianisnana lusosld viefuun naneun wazilanein

we9gsznaunisianviaguauiuey anemiunivas waraatalenaigisenaunisasnsowdny

a

fuingeiain-19 ludaqiusazlueuiandeliifindsclaniimiaas e gia luntsiussiuseld

v

2995UsenauNSINHIY BnsEAUAMN NI ATesAN TN N LRI WNLdsazaunsafen Ll



.
=4

NAARITAUNA 1 30 aUuN 1 uNTIAN - NQUIEIY 2567 31

a o = & A ¥ o o oA = Y o a Y a
Lﬂ@ﬂqi‘ﬂi"]\?\?’]uLLQZQWTV‘ﬂuWuW @mﬂq?ﬂWﬂWﬂ’]ﬂﬂuﬁqumq@]Lﬂﬂq NﬂW?SLT‘V]?WEl’]ﬂ?ﬁ??NT']mlum@ﬂﬂu

o

BTN ATENE U

o

o = Qs
wmUseaeAnigIae

=

1. LW@ﬁﬂ‘]:ﬂN@ﬂﬁ‘ﬁﬂﬂ"\’]ﬂ@ﬂﬁl&ﬂ’]ﬁ‘ﬂﬁﬂa@-1 9 29l szanruluananUNIMad
< oA o | y = . ' o -
2. L‘W@ﬂ’ﬂm_W]Li‘F_IuLﬂEI’)ﬂ‘LJﬂWﬁ‘LL‘]_N‘]j"L\lﬁ']’]NgLW@ﬂ’]i‘LNﬂﬂgﬁfyﬁ’ﬂuﬁ]']\iLQ@’]?Z‘W]’W\?LL@SW@Q@N?H?‘HTDA

1A7A-19

A8 UUNN5IAE

o

19998 IUNNRTINANUAT TP ANTRUNIIANAIFLTUARLAIT

1. g Wdeyananiiedsndeds Annw ansggRaelaniunsAniaananduinguey deiugun
a % v l&' 4 ‘ﬁJ v o
nssmsnulasainanistnasesiestinluaasnneniunivas delsznausgaanisnases 3 A1Ua

v
Iun fruaveiiy AuanIunImad uazsuanIulag A uauiIuNe 21 Au Ineduunanasdnisuuig

v o o o o o

dournua 3 AW 11U 3 Au laun Adudiuarete n1dusIuaAIunIas MuAIuanIulau uas

q

'
= v a

Alunifu Fua a2 5 AR ANUIUIIUNA 3 AIUA  LazAIuIUNgNAatNuNad DALy

ANNTNYNTUANLAYNIE BINBAIUNINAS ANTAREA AU 294 AU

a o ¥ o a o d’l = o v A ¥
2. nyunsdnn1sANGiinnUszensld lusniddetinesidunsruaunisiguauinnn e 14
UszTagianyuanuiaesguauainnuiiaeslszinmpaeauilusioyanauwazaanuiilasunisiuindu
o 6 o 1 v a ‘ﬂ?/ o ' & -ﬂl d‘ﬂl 1 dl o
angdnaldnes nasutatupufinatulusedusine luesdnslaaazuaniasu Hdesine) Neuos
ANdzAanlunTLandAsNEI19RU (Diab, 2021)

o

~3 ¥ a o dgj I @ ¥ . d’l
3. NITINUTINTINIBHATDINTTINEU Iﬂﬂlﬁ’)ﬁLﬂUi"]Ui"}Nﬂ@H@gﬂLLUUNZ@’]urJﬁﬁQu

3.1 naiusauandayaidinnninasanisduniwalidanuuui lnseasng uazlaly

LT8Ry AFIARBLAIAINITIENATNIBSULLABLINN Y3RAAAAREITEINNT A DNALSRn sy as
o & . . . 'y = o = ' =

17811811 (I0C : Index of item objective congruence) Waq Wazin1iunnni Iuizmmﬂ,m@um‘ﬂgﬁﬂu

2565 D4 Hu1AN 2566 AnzERAtasundaunsdun wafuuunellaseaiaiuinanay lulsuisu



.
=4

NAARITAUNA Ui 30 aUuN 1 uNTIAN - NQUIEY 2567 32

1
al

o o £ A Yo a 1 = aca
ANDNNUAN 5 A1uAe 1) nansenuiguaulAiuainaniunisniladn-19 sendng 1 2563-2564 2) 35019
fuileatndls 3) nsReanaiieainanisfufiuguay 4) nsasfieuunFeudl Aty wniinaniunisaiings
L . 4 . 4. o v

sing o augnluewian wazs)ulauiaduirdsunisinauieudlyuizasnaannildteaaaedu

FUATUNLRILIARDN

3.2 maivsusandayasednimeliun fideld suuseunwidsaiuranssnuan Tada

19 Fasputasannuuudaunintesiazanisasulssnauilasunansenuannaniunisainisszune

o o

waslsafinL@alada Ialawn 2019 (COVID-19) 28INTENIWNIAANANE AN AART FdEUATUTANI TN
WAY A1UNIIBANLZNTINNNIITELUSTR (n.d.) AN (1. LLuuﬂizLﬁquﬁnﬁmﬁm COVID-19 81951

YAAINIUATINANET AaVNIAE ADICANEIIUATANART NUNANEATT e IAN 2. WILRUNIN AINTBLT

'
[ = o 1

sugrnInLazngAnssunisiesiulsadiviudszanaulunguindgeangnendueg lugnau dpvinlae

]

o

dnindeanzanudssuazngAnssugunin naupauAulsn 3. uund1manaNAnnten AvNATER
HANTENLLAZNNFUTITndensdJiReuluaniunisainig unsszuinaesisa COVID 19 dnvinlag
An1NNINEILIA) A9t 300 gatunisanfiuninifudeya Usznaudan 1)AonmAaatudayaiily
PRIHABLRLILABLDN 2) LanIsURlAFIaNnanunallAde-19

4. wisnsdanldlunissumndeya Iduuuduniwaidsnaumnindaade walidlidayas

a

¥

ARILLUANNH U LAZLULAAUDN

o

aa o v dl i’/ dﬁl v
WBaselUN1IRALANINLAYALDUETAIT10 muﬂmzmwi

a

igmassnnigminmagey wazlauilanuauuzin lianysalieunisdunealiasuaniuuasunINas

] Q q

5. AAzviarnagaudays
5.1 N33Rz tRyATIANIN

P -3 = 13 ¥ o ¥ aa 13 & ¥
LN@Lﬂ‘LI?.I@Q;I‘@Lﬁ‘EI‘]_Ii‘@?;ILL@"J'V]’Wﬂ’]‘;T[ﬂi"]’Q@@‘]_IﬂQﬂQﬁﬂ’]ﬁ‘@’WNLﬁ’]ﬂ’]uﬂlﬂH@ AU

o A ¥

Aduviseiiudays

o

v k7 1 ¥ dl v v ?/ ¥ A 1 v
L4 ATULBHA Lﬂummm@mmwmg.w AR ﬂimmuuqﬂmmm@im ATEUU

1%

neRaaany dayainlinnainuuassng o dailaanumiiewiuee il Sedmnunasansaumeany lidasuny

q

o

wwmieudunansindayandideliiaonugndas wu uFauimaudayaainnisdunaiunisdunisnl

a

' ' ' '
a A

WranWeuAuAWne 1NeRaae AN LB uIaIAT WA lWEa R i ULEA LA T LIS LNNNE T8

QJdI dl 1 1 & = ¥ d‘ = o dl v v v o
HNINEIUAININ ° @"Iﬂﬂi"m{]ﬂ’ﬁ‘m L'].G“EI‘LILV]‘EI'LI“II@N@Lﬁ‘@\‘iLﬁﬂﬂﬂuﬂllmNq'ﬁﬁﬂﬁﬁﬁ‘ﬂ@ﬂg’@ﬂ@ﬂﬁ@’mﬁu A

U

° Y Yo s o =2 901 o Vo v -ﬂl o dl o 1o
ﬂ’muﬁslmQ@Nﬂ’]i&l’m@ﬁﬂ’]i‘ﬂsﬁﬂﬂqﬂL@WS@WHWI@EIMQN@Nﬂ’]HﬂﬂmLN@WU?]’WW@UVIHQ1N“T]@L’Q‘LA

al



.
=4

FAAAITAUNA U 30 RUUN 1 NNTIAN — AQUWILY 2567 33

(% o A ¥ o A ¥ o

o sufAdaviradinudeya iuninsasauangaavirefiudeayas1eiu
A

a

'
Y moe A v @ v '

uFauieudnlarunuimieusiuvtawnnffeiuatnglstadRasvTe i udan AN ALNLITD

a a a Q

v Ay A 2 o % Aamae vy o v
muwumimmum’mmm'ﬂuﬂummm%mmmwimmmmmgnmm

] al

va o a ' «

® JaNaNITUIATIUATLAETIN ATUTHIRENITAARDUASTDBATITNARLATITH

naun1sdun1eniase uarlaudsinglszasAlunianfivewisuunglideyanan lnananuzdddaas

al al

o

Wawsdayaniung Widunealounyiaminu wazlsasaymyiaindeauunldlsznaunisinauelu

'
= 2 o

ni34e Tudausesdesyandbidguneallidseasdazimauns fiduazinafudeyaldiduacuauiagll

al

NINITLEILNT

o Jauadayasiedsnisianenanisiaslu@ans s

5.2 NM99AEYdRYAINLTNIMANT I ENNTIATI LNAN193AE TFATIANT IR ATUuWN

. =~ ¥
ATAINHAOLRCTDERNS

a71lnan1sie

o o

2 a o o = a Aﬂa/
ATUSHA ﬂ@g‘ﬂN@ﬂ’]i‘fJ"QEIF’ﬂN’JF’]Qﬂﬁ‘U&\']?ﬂ@ﬂ&li"]ﬂ@mﬂﬂﬂﬂ\‘lu

1. awnugAndeaniunisnilain-19 1edlsrrauluanancunings

HANITINYNUINBNDAUNINALTUNBAN A FUNansznUaInan un1al AT ANAA

= va & o = v \ = P °
IsunaugRnae luiuaazlszunn 2,000 AU Tneledanyiinuas 100-200 AU gagaati My 4 ALl
AN HAanuIugFAdaneauaeiigladinsan 800 AL
MNuEFATeANANTUsIUNsITALAn uN sl nEANTirLz e g N Tunsil
o va & a9 . a 3 0 a A oA e
anuaudRnedtenndt 100 918 Anuwivaesfingu vl luianasaaiuse anunisnlegflu
szAulunas uileauugRnmentszudng 100-500 91e azgnilsuiduszAuaniunisadunnsiteiiulyl
andayalunisdunisainudnazgnilsvifiulusedt daunane fannn nisdssifiuseAuaniunisnids
wansngiusNsEALNseing Tneniuazunanessnsuimsdausuatlssiivaniunisniingalein-
19 Tugeninadl 2563-2564 Nenusnluseaunin Dannyige Tuwaniend nnjinuiundyiuauugmnige
Tuiuanizmyinunesnuiedoulungsingn 100 Ar anidunsd 4 sauansunmasiianuudiaiie

uazfinFngea 800 AU



.
=4

FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 34

2. WANTENUAINANIUNITilAA-19 1astlszaauluaiinamIunIuas

o

fuguaulssiduszAuaniunsaiiunisasiouaanua N U TNTIULAAT AL WG

'
o 1% =

HANIENUNA1ATY NGRS NaNTznUsasels deaARaINUNANITNUITIAUAINANIUN1TAIlATA 19

o o A P = o > \ 2 o PN Iy
@qﬂﬂqﬂul,l,ﬁ‘ﬂmﬁ!mmuizlqliqﬂ@ N@ﬂﬁ‘z‘lm_lLﬂﬂqﬂuﬁ‘qﬂimLL@%@QWNTQHLﬂ@@ﬂ@\‘]ﬂqﬁﬁ‘ﬁiuﬂqﬁ‘l,w Nﬁ‘qﬁliﬂ

o

(X= 4.08) se9aeNdunansenusanisliusiuiadnsdsyandulals (X= 4.00) wazeansznuineaiy

it}

naguanuediazasauafanateiiuFesianuInTy (X= 4.00) adelsfininluiiunanadngnafds

pansenu@suanuanlsznisnaanndasiuiuaumivaesauluguay guiguaulsiseylddi

]
¥

. A a o ) o oo £ o~ & ' A KL o o
L‘flu“mdL'J@W‘VINﬂuluﬂ;u“ﬁummﬂﬁﬁuiﬂiﬂimﬂuﬂﬂﬂuuﬂﬂ"ﬂu AU INTIIULUNADDINULASAU

al

AuaaN1@nluAsaLAfd IRRAININAU (X= 4.09) 39uD9LATIATA TUNI9AUAAINAZENA LAZQTDWNE
1NAU (X= 4.06)
oA : y - . : .
3. meneaunEeuwneiunisutsiuaudiient @ oy i Tudeanassnduasnas

an11nN130dlAaA 19

nsneaunEe iunmunawiesdszaunisninimin auikumn luudyusige

v v
v o o

~ P = 2 o PPN , oA \ o A
LW'E]SL‘I/TL‘Muﬂ\ﬁ‘rlﬂ@m@ﬁl9]7]@\7LﬂﬁlﬂQQﬁWNﬂqﬁliuLLﬂzﬂf]ﬂu’ﬂﬂ AN GLWLﬂG]N@’ﬂﬂqQV]Lﬂuﬂ%&luﬂ@“ﬂUu NIN

o & A o = Ay o 2 am sl o o el oy =
ALTANTAANLIND ‘m'ﬂﬂ’]muﬂum')’mgmnmiﬂ{]um’m Imiﬂ,m'ﬁiﬂr}i@ﬂﬂﬂqugLLﬂzﬂiszﬂqimV}f}j’\‘if‘]ﬂ

a

anngutmsnenldfunisljifeu niauiatunnmasseaaduneun 19U iRu nan1sUfimam

'
a

oA £ ) a ea o ~ - ~ >
LL@ZﬂQ'\N;ﬂﬂN“’l V]Lﬂﬂmu?:ﬁqqﬁﬂq?ﬂguF]\?unN‘V]Lﬂu‘U‘V]L?ﬂumq\ﬂﬂuﬁﬁvﬂu‘wL?ﬁlu@qﬂﬂqu@NLﬁ@q WA

UNBHUNINLINWITIUNEEUAINAINENTA (Fa190d walls, 2563) AnuansdunHalfingues 411190

o

agtiszaunisalnisdnnisansawmeiivenisuioyui lugedngAuasudsaniunisnllain-19 1egin

o

TuTUENNBAIUNIMA WA N9 udunn dean1ennsiesns 38n19U RN LIl LR
luszndenisid@yaniunisal sl jianasaniunisailada 19ulusu
e nagvienduin furgnauineuaNuyAaINIAINUaIENIAGIU LY
YAAINIAINENNE NHUNNE YAAINIAIFTITUGTANTNNENLIARUATHATNIWGILA (3. 4R.) BIANANAT
N 4 s S o A ddw e s
ang1eugulszanvyinu (8.4.5) Feneidusiuninieumnin asiungendiu iasuiizesanssuge

nslden uazniadnszdinisszuam COVID-19 widagiaNi@as 1Nseds Aasu Anfayrns waz

o o o o

TiaaufUsvanauienistlasiunisfinidia COVID-19 (Fud FuRIneniving, 2563)

o nanladuinuidutemiinisdearsuaninefinsasyndnaiungmmniie

q

o A 4 o oA

nstlsyguuiinuyndud 7vreduin1 vewmnineuduuelnardulad dezanduiusldaatinulduna

a q

|
v A 1 o o o

fauaanantinu dsllatasainane dninanuazetadadn wazileeanlduanitiuldanuuiug



.
=4

FAAAITAUNA U 30 RUUN 1 NNTIAN — AQUWILY 2567 35

I 1
a yal v @ o o A

WanAudNTnu snusaAatinaanuaniui guxnainssdmdnisesindaivedasiunisundide soulieiinng
szniAnteensyanadntszamgtinug iusiu
o fuhguauazynaugtuuuludegnidu nmamunuidanusazafaEen n9daun

A 1 A A ' Aﬂl % a 4ﬂ|
819117 €1 ¥3020ANFINNDVTOEYLATITWANN AN, 415190442 TW.45. e ldTnnszaneduaianiea
da’ dldl o v o ¥ Yo ¥ 1 1 =3 dl 1 v a %
Aunnliiiaudnladusaiulildsudeyatdnaisatesnize msgidiuindayaludainsaau
¥ o oy ! d‘ a < < ! vy a
dnlanuguauiidesnanlugacun o Wefialspszuiafiazmiunanieauidudounin uazlideyalud
2990191789 U [un19inE avvinlilszaruanunsailesiudaeslduazarnnsldainludennls Tnadn
Tidasnsznun anlaawiull uazaunsnagsonnuludsanls

'
a eaa

o wuauunlfuiRlussudaniswdyaniunisnifesdiuuuiasund RN Aty

TAwn Dunueazu1an19deaiun19zN1TAUATEUUNNIAINN1TINY AT TUIES TaNNg
' ¥y« A oy 1Y dl o ] o v o o VY
“nsunszuasieiu’ “nstalnelandn” lungiiuniillgronudauds 2)pnuandulunisiuideya
gaansetinegniia luudazdu 3)niseemainanauazdssianiaslaliiumeavansinnes Tuanuniand
° py vl o N o a a 1% | A ' a
gnarunive iAo undsuaslsiAuai luduan 4) nsafeaandoniialunisuiladymatiasila

Tneliteivdayaienisuiladymetanssgn sanda s)nsudifymianizwinBesmnisaesdnluings

a

a

TnanandudandansssngfAntegguauannitadiudeaniseanlas iuniuvuan 1l
aem o - < < - o
* Ul uRuasanun1sailadnatsaumAEeInIsiiueeNRuiuiTeq
o o dy e Ay g - o & E
gnAtyNdesduasneteasduiawzaunien Iiilee1anedngalududamin nasliddseguuaiu
dszamilaauszainsedalunisld@inunnan nrswmunaundnguauidudilsenaunisigduunaes
HARsTTUITAenARBITLAINABIN1IT89RAANAIING A tATA-1 9 TAENMIWEIUITIN¥EN19R041TN19ARA

'
o o o

nafansaumARaRauazn1svNNIIBAIALLLANAALNaN9ai e TR unguTue eineesEiu

a

nsandsanauazaalduaLue

szgraulueninenaunivas lasunansenuainganiunisailnin-19aeasasaulnemnsa
#9809 AGEITLINANNTANIINTBIENTNNUATRAUMTR FaHaNTZNUT0sENUNTRINTUNS TR 1sA
Thin 19 Aepfadeuludssmelng w.a. 2565 ludugsfiauazuazunaniaduanatsaigalufivialy
WABIULEN961197 g aTzdn M biRannsaneusaza1nneld Anudnaseamedianuaznisdiia

UTN1TAUFIU N1TANET NMIANATEIAINAINNTULS 81suazInTuINTe uazqgunnuazAiuey



.
=4

FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 36

TaglanizafBouniaulmruisegudatden A S UMANIENUNTAINTULIANTW F5N195UR 909
o A A o 1 A o dﬂl a 2 ‘ﬂl lﬂl ] 1 ° o
pfaFeuRenIsfuNamaeaIniAzNINIATY uazannsTeAuAssinnaui il ldens (dninau

ADALUWTNR, 2565)

aa

anun1afingaledn-19 Wudgyuiniauguusaluszdugunsziinamnezangldialan

v o 2 o ] ' ' A o v °o a ' v
'mnmwqﬂmﬂixmﬂmegm‘luumzmﬂmumwmmmmmmm@\m:mmmLuuvl,ﬂ'am\ignmmmmmm

o A o

dl % % 1 a a a v 0'/ v J v di d’j dl
waldfulanunisszualdedafidsz@aninnuazaireanudulaldunsesaau azfesdeansluinum

anasnuzAaanNszinszdlng linanuden ligndeswse deliwidneenldneldaniunimiigne

v a o

a es 1 £ o G = o dl o
AU RmuduuuueteluntsdiuntiinInewsiaviran1sandaty (anntudeaiven swmuLlssma
ne (MRensla), 2563)FingumuluanemaunmastunUIMLas i NN&ATY lun13aAN1981TAUM AT
PNTUATHANABINIVBITNTU (Ashikuzzaman, 2023) lusendnauaznasinganisniladaiiusnee] Al
| e v a' ' a & di v v v o K
1. Fgsuazwgnisaiviesduluszudngdgnanisalive Wt uldnssminiansuguusszes

anunaniuazanssdine lwinganisalliatnelaands

2. NINENT wARIBNUILAINAZAINTR DL IUTHTU 11U ADIUNEILIA ADIUANEI LFN13AN

'
¥ a '

n1Afg gInaesiuIEnINetnatInganiInd

°

N : o P = v
3. ﬂ’]ﬁ‘u@fmmuﬂﬂ\iﬁ‘gll’mLL@:‘]J‘J:‘J]WLL Iﬂﬁluﬁ;lj ﬁﬁuﬂmﬂu@@ﬂ@ﬁﬂuﬂ’]imﬁlLL‘W‘J ARANT

arsaumAnngtaeiuianssnresiguns wlsunavesiguagnisgualszaauluiesdu
. 2 e e - d - .
4. ANNUABAABUAZNNIFTENNTBNF LN WARNIEUNE1AAZ A TUTUA U AR ANFAUNANEATL
NIMIN1TAUAINLRDAIE TEN19FLHEMARNIEY N1TFENTRIAIIRTNTUY NITETENN FaNT LN AU
WA wazndnenslunisfudedumngniau Ausssuans vidalsnszinanguus
= = P = = o = =
5. nsAnuazn1sFang Tan1anianisAne TeeFau nangms n1sEnausenTw yuNIsAnEI
WAZNSNENNIARDATIA
dszwnalnedunislulindszmanldsunisivanainseAuuuanfdninisuiunsdnnisia
va dﬁl a o i/dl Yo o a o v ¥ =3
ansnALANgAnTeuasia Ui lAsunt sinEaunenidussdusuuesian Annudila Asnudiu
. B P c oo o 4y 4 Lave o .
aniulauaznisdeansnidssansnan iuladadrAnynadeanumeduliiuynan (WmuwIng dnsqmi
WA WATANLY, 2563) MnAFAFaulAsuLLIN1aluA1s5UReNA TINBIHNIRTNITNI9NITRUN N ZEN

a v

1 o Y o A = E A v o A A o
ganyn 1A FaUlAMNAINIT0 TUNTWUAR Lasa N1TnAF NN mmummmfsLi@umimumqwm

al

a - a
A06ANITIY 1PIm-19



.
=4

FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 37

datduanuzlunisiagluauinn

o

nsuthuaonidunisuanidasuaonug dasga vinwe AN@LTITY 92UINYAAS LHEY
ATALIATY NI 130 B9ANT TnuAdufiuanaay ugvisan N ilean (Tacit Knowledge) Wi dszaunisnd
Ly o y . o Y
ANNNENFTAIUYAAR ANITEITIEY WAL AIININNEUEN (Explicit Knowledge)Tailluaatuiag lugy
\anans (Audidauazaiuayuil uNen s RSN AMTIATEANART N1 TINE1FEEITNANERT,
) o A4 a4 Ao o = o o - o =
2559) nsutieifupang iuaresiiendAnylunistsusdnnisvisesdniniaig naenau sauliianig
Uinsdnnisluieatiudie o dwsudirausu InaaniznisuilyvnludedngAfie anuansideay
< Y Y o % 1 % dl v 1 a a o a v o
winlddnfhguauldudaiuaufinenisudifymludedingfuasudsaniunisnilain-19 aeefuinguam
gnanIun et Aandnanaliduadneg wildaunsadliinluewanazisinganisallatuing
nsRAEneiunIsuLNTuAINfLazN 19 AN19813AWM ALEENTNTY NGNTAUAANGHE
Tutlsewalnaiiuilsvifunaosladiunisdnesdetieaunszaziilunisadeasdaoug afaponuduudsly
89AN17 g iy sandaNsauAtTyuingAsiae] BnensdANITANTAuMALIAINTIILIIN
ansaumAng1Anyaingiatuteyaainsluiesiuwie iiAaduuuaUjiAns e luladym
WITNTUBEINIEI

aa o =2 H

lugARARaN1IFANE LL“LJ.'W]’]\‘m’WiWﬁNu’]ﬂ’]i‘sl%LL@ﬂwaLﬂ‘ﬁ/ulﬁ@ﬂ’)ﬁ‘Lﬂu’ﬂﬁlﬁﬁﬂ@ﬂ“ﬁ’Wﬁ’]u "dﬁQLﬂu

q U
'

=

R 2 em o o Vv o - a 3 a o
wizneilalunisliReuresindu flugiulneidngUssasAineAnsngAnssunislduetnandi nas
ganFuueLnandu ANduTusssudaniseansLuenaIATuiLs s AN Anssunslduenaiaduuas
LUINIWENUINNF I e LN A LATY lunsdfiRaugaun wiseiug memmﬂiwmﬁmmm@, 2566)
UaNANUBRIIUITE U UIARAINITNANHIUUININIIR M UINT T M Le U WA iadud U uTaAnm

a oI/ a‘d Y -:‘ll ] Y Y o o I8 aaaa o
wetndinduniegudsivatdos Wi ldUssenduasuilainainvesdssanaulunnnuguand snis

nndngAnisalluguausiie Iiluawien.




FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 38

LANAHITAN9DY

NITNINNIGANANE INYIANART ITUUAZWIANITH UAT ANUINUANTNITNNNTIARLINTIA. (n.d.)
WULAAUDINIAgIRUNAnTENYAIn17ATABA-19. RUAY 12 FUINAN 2566 97N
https://research.psru.ac.th/assets/files/download/aca_798_06-11-2563.pdf.

WINWING SRI9NINE WATATIE. (2563). LniFeuangiimigsluniezangs : giimsiudiedngaladn-19
peils 2. AUAYW 12 $U2NAN 2566 AN https:/Awww.chula.ac.th/news/30607/.

NUNT Ws2rUE uaviAssgIal TaadIna. (2566). unamnnisimunisldietmaiaty “Wusie” lunis
Ufiae g glvgjtiu g1neny S9udauAs19857. AUAU 12 §U9IAN 2566 AN
https://so03.tci-thaijo.org/index.php/JLGISRRU/article/view/264302.

JudY FURINEINANS. (2063). DAN. ﬂﬁgﬁﬁvﬂumiﬁﬁ/ﬂ% COVID-19 AUAW 12 SUINAN 2566 AN
https://www.the101.world/village-health-volunteers/.

391904 WA, (2563). maﬁﬂuiaimﬂﬂ?iﬂuuﬂm : Transformative Learning. 219417
vtusinAne, 14(2), 241-250.

quﬂ""ﬁﬂLL@mﬁummﬂmmﬂmiﬁmm?{ffqﬁu ARUZLATHTANERNT NUANNAEIBTINAART. (2559).
Knowledge Sharing - n1suvifuaainf. @udu 12 fuonAan 2566 ann
https://www.sdgmove.com /2021/09/02/sdg-vocab-55-knowledge-sharing/.

annfiseiensimulssmalng @rensle). (2563). unisguan1zgii luaniunisniingalada-19.
AUA 12 FUANAN 2566 AN https://tdri.or.th/2020/01/covid-1/.

-

Qs ansfiaas. (2562). unumvevgihguaulunizainisddausonlulasnissgziaegus

o o &

NIIANTT INALIAFIUA THUALLAN A99IA1/75uel. (M INUTTIANARTUUTOUTR) NN ©

9

NUNINYIRUBITUANARS.
AuinauIIninana. (2561). ﬁ’@y@w%”lih“’mn‘“m”\im”mgm. AUAY 12 FUAN 2566 AN
http://www.satun.go.th.
ATNNUNRUIANNIN NUIINENRLNBATAIRAT. (2563). ﬂ7m@ﬂtﬂﬁﬂut?ﬂuf(Know/edge Sharing)
An
<ls. AUAU 12 SUIAN 2566 AN hitps:/qd.ku.ac.th/storage/files/news/
0gThSMukT8xHbR1m46PcyrNDYM19BFkasDBLZXxZW.pdf.

ANTNINUADH LUITIF NTZNTIIAA mﬁmmwgﬁmmzzﬁ’mm (2565). IATIN17A1799ANTENLAIN

an1unigad



FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 39

msunsszuaesisalada 19 samsaFaulutlszmnalne w.a. 2565.

Ashikuzzaman, MD. (2023). Community Information Needs. Retrieved 11 December 2023 from
https://www.lisedunetwork.com/community-information-needs.

Association for Information Science & Technology. (2024). Information communities:

Characteristics gleaned from studies of three online networks. Retrieved 14 July 2024
from https://asistdl.onlinelibrary.wiley.com/doi/full/10.1002/meet. 1450400137

Association for Intelligent Information Management. (2023). What is Information Management?.
Retrieved 11 January 2024 from https://www.aiim.org/what-is-information-management.

Belghith, N. B H. & Arayavechkit, T. (2021). Impact of COVID-19 on Thailand’s households —

Insights from a rapid phone survey. Retrieved 1 2 December 2023 from
https://blogs.worldbank.org /eastasiapacific/impact-covid-19-thailands-households-insights-
rapid-phone-survey.

Diab, Y. (2021). The Concept of Knowledge Sharing in Organizations (Studying the Personal and
Organizational Factors and Their Effect on Knowledge Management) . Retrieved 1 2
December 2023 from https://www.msaes.org/article_132364_ae02808cf8f2e7e
82eb61f20f3e68008.pdf.



FAAAITAUNA U 30 RUUN 1 WNTIAN — AQUWILY 2567 40

LUINIINITUSE I FNNUSURIN UL USITENISHNUR DU AL

TUNAITTEUUN (W.A.2564-2573)

Study of Guidelines for public relations of government agencies online media

in the next decade (2021-2030)

U999y Wivdu (Banjob Kangkan)"

AN Lﬁﬂ')hﬁ@ (Chutima Beokhaimook)®

o

NANGAINIIIANIIABNNUABTUATANIAUNA (3x1UNN3AN NS INANT9BUMAFTN) ANeReUSANTINAATA

o

= a o a
wAlulal uvanenaesgn
*JaNuenananNgRIIngnAERININLIITAa11131NN33nn s laaamng anenduuinnsspanauavinalulad

ANTAUNA NUNINLNRLTIER E-mail: chutima@rsu.ac.th

*Corresponding author: E-mail:

am -«

Ifuummnn: 27 wee. 67/ uiladfudes: 30 w.a. 67/ audRlWERNW: 15 H.e0. 67/ waunseaulal 30 f.e. 67

DOl

UNARSa

£

lutlaqiiudeuaziAresiien i lun1sUssandniugianiasy wnau uaigiaviadaulunglfinredienis
Fapneanlall (Social Network) wazluaunamnipzadnanvdannaanladazianinasean1sa1saTinaes

dszgaunInTuGEes o) MINBUIYAaINT Tediia lunislszaduius Windumaluladluswl an A

'
22 o

aluNaydeamrannIsaawsiily fassRgulafazdnuzesiavdasullluiannels e lidausnanns

U


mailto:chutima@rsu.ac.th

NAARITAUNA 1 30 aUuN 1 uNTIAN - NQUIEIY 2567 41

wreNnFansuieluauian aruidelidueauddaeaunman (Future Research) 1dmallan1s3dewuy

N@NNAU(Ethnographic Delphi Future Research) (EDFR) %Qﬁmimmw%g@ﬁwmﬁumwnﬁmz

'
' o 1 o o al

FALMULABLNN HNgNFI0teAe NANT 1 §NsAmqMAIUATINIINITUssa AURUE A1uIU 6 AL NGNT

a

2 Aa Wniszanduiusaasriasenusng RARGHIRE L@ﬂmul,l,mé’fgmuﬁ@ﬁﬁﬂ@mummimnwaﬁ%

v '
o = a v a

Wwsunudszansianuaiinuigeuanls aauiu 4 au ldnisusandeys 3 sau nan1sidenlaann

9 P °o 6 v o aa oy v = P °o 6 v
NITANNNULASADLLLLUURADL DN V]']IMV]?’]ULLquuNT@QLWﬂIuI@ﬂ@ﬂ 10 Y910 GﬁQQZNN@WqIWﬂW?

o

tszanduiusenudaaaulailaaunlacll vaznisdszanduiusaasdousianienila sunilagll
1 = o
BN RL !

o [ G i o 3 = v
AdAty: wradnansdianeaulay waluladluewian neAvsswmi

Abstract

At present, most of the media and tools used in public relations, private and state enterprises
use social networks online (Social Network) and in the future, social networks will influence people's
lives more and more. personnel development PR tools to keep up with future technology Therefore, it
is necessary to prepare early. Therefore, the researcher is interested in studying this matter in which
direction will it change? in order for the government to prepare for the future This research is a future
research using ETHNOGRAPHIC DELPHI FUTURE RESEARCH technique, which collects data by
interviewing and answering questionnaires. The sample group was the first group, 6 experts in
academic public relations, the second group was public relations officers from various agencies, both
the government sector Four private and state enterprises experienced enough to represent the entire
population to predict the future. Three rounds of data collection were used. The findings were
obtained from interviews and questionnaires. Make you know the trend of technology in the next 10
years, which will result in a change in public relations through online media. And the public relations

of government agencies have also changed.

Keywords: Social Networking, Future Technology, Next Decade
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Abstract

The objective of this research is to examine the perceptions and attitudes of the people
regarding blockchain technology's implementation in the financial sector. Given its acceptance and
utilization across various industries, blockchain has been acknowledged for enhancing transparency,
facilitating data management, and mitigating issues such as tampering and fraud. Notably, both the
Bank of Thailand (BOT) and commercial banks have achieved success in employing blockchain for
interbank transactions. BOT is currently exploring avenues to integrate blockchain into public
services. This article presents data and analysis concerning the attitudes of Bangkok residents,
including students and working-age individuals, towards blockchain. It is anticipated that individuals
with a certain level of understanding of blockchain will be more inclined to adopt services leveraging
blockchain technology in the financial sector. Research findings indicate that Bangkok residents
perceive blockchain positively, anticipating convenience, user-friendliness, security, and reliability in

financial transactions facilitated by blockchain technology. Thus, it can be concluded that Bangkok
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residents possess awareness and positive attitudes towards blockchain technology in the financial

domain, indicating a high level of acceptance.

Keywords: financial blockchain, blockchain technology, blockchain acceptance
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suanstasagnieleinisacuaulaasin. Animeaasunisteuluseninlszmalaald CBDC nanis
noadevgatlinsTaudussuinadszmerinldnielu 1 fu aniniifedidinan 5-7 fu uazlutaqiiuain.
@qsluizmwmiﬁﬂmm@ﬂixwuﬁuaaﬁmmﬁmmﬁ?ﬂquﬁwi"mmﬂ'@ﬂ (Retail CBDC) Faaziinnaiann
uaznAda LN U IUNAY LIV TUAI WK 10,000 AL ENUERIANT INENTITE ANAA(NUITW), FUIANT

'
o o =

~ o o a o R - A 1y v ¥ R a
ﬂ?ﬂﬂﬁ‘@ﬂqﬁﬂq INA (NUI1TU) LAZLTN leuz}j“ﬁ IINA (Nﬂqsﬁu)LWﬂLWN'V]'NL@ﬂﬂluﬂ?ZﬁqsﬁuiﬂmqﬂQNu
o =

AavianeaninasuIA1INaNe ANANUTe DL Uaensitg Insnaainniamagauaztinuluiunig

Ansnansznulunisdsuld ceDC luniailszanausialil

o o

wanani sUv. faNdusuIAIINIRlTE wligeuAATgetenITTInane §Fiaunauas
nmawenay leansiudenmunndiuldlunisesnmiidemdseiudidnnsetindlaasgne’ls Regulatory
Sandbox M lianaInIsaiiunsanmn 7 Juiduniely 1 54 Annsemaseudeyamisdaniseiuly
sruuguteyaressuasuazdeyaniide Adseiugidnnsatindnantunisuazdniuinuudeniauly
1 o :1/ v v 901 o o o A 9\'—\1 o % 1 dl A
ety aniunisAlsziu wazanuauntisdaAnlsein 4519ANUmeNa LAY AINITNAANANN
Regulatory Sandbox tWalianunsnldeula lusendne ednslsfiandsecaandaldldsunsudeya
dl o o < s £ o o/ 'S a o da/ o £% o/ v o =
Wearunisitudanaunidiulduanidn naanireseudsatarinlimaunisiuiuaryinuaR e

dszarrunisanisiivaenaunn dlugnannasunssunianisliu sanisdanuisniinanisade

o 1 U
Wunsasan s
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AgUszaIATRINISIAE

Lﬁaﬁﬂmmﬁuﬁj’ FAUARLAZNNTEANS UL T TN TN AU LA N T UN 1N FR

NUNIUITTUNTTH

walulag Blockchain iWumalulaginistszunanauazaniiudayauuunszans gus(Distributed
¥ o < o = a & PR o = '
Ledger Technology: DLT) nszanadayadniivlldvnsasnaniiames (Node) Maanlasiuluipadie

o

Blockchain Tneingudaya (Block) nantiuazidansanuilugnld (Chain) doanszuaunisidngia
£ 1 |1 al a 5, | v d‘ v v = o v
ayausazuAaNazlAMIATiaAans(Hash) 299 Block nauntiiinaldaauniuaiiugnsias asvinlinig
[ % =3 v a A v al 1o £ a o al'
Aniudayaasnsadiiesdayagaipaalaelianiudaidanatslunisaaunu wazanaaudesainnig

o o o a

¥
gniaenudasdays wananniidedasliainisonnganesuuuudsn ludftwdty oy 199038 (Smart
- a N = o A A °
Contract) easarnuiniiansmninislasuulasuiladayagsnssn wieReulaaesniavingsnasu n1s
= 2’/ ¥ Yo @ =) A 1 o !
Wasuwlasiuaziedlaiunismmaaeuuarataanminanasn@nluieriadng (11911 Consensus) 49uA
Tinnsuannsdnnisdayaluezadny Blockchain Hponntlaansis dele wazansenitsuflannlals
(51n., 2563) ﬁﬂﬁﬂ’]wmmuﬁﬂﬂmuﬁmminﬁmmﬁi@ﬂamqiﬂﬁmwmiﬁuﬁm d ﬁ%ﬂiqmmﬁunumi
WivFnasuaziiuaanidselaliiunisingsnssu azddnlannisRugaludaznaneidudaudrAnyaes
1 a a ° ! a 1 o ¥ a ' =
Tassairanugulunisszneugsianisldu wazthllglannistugaluad v liiAnasudanieainaia
= = o A = = P S @ >
MIRU NAgIRauaznsatiuayuaInaly. eAneuanasuaufineaiumalulativdeniau uazls
v 1
1n139mR% Thailand Blockchain Community Initiative 1iedaia@3nAansanila lun1suinuae Nl wmun
o = dl v % d’l o o 1 a o Y a
winnssunenisRunnannuanaidulaseaireiugu uarsasfunisimuisesentdnis vnliinna

Tasan1g 2 Tasanisnvnmalulatudanmunnldinaasnalsnisnifuauaaasailn. (Regulato
S d g ry

v
Sandbox) AalAsan1sdunuLkazLENNseanuladanlssiuaidnnseting
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uaanunuAsUlaAaLsud

a o =

= o an o o - o P
Inaal” (Bitcion) RuAANaNFandI1AsUIRLALINT (crypt currency) mmwmm‘lﬁmimmmu

11 11 2008 T8l Satoshi Nakamoto luntsuinmaTulalagludfaudaniauunld Hasainnisasnisaassy

'
¥ o 1 a

A1n§FUIaRaTsIANTIUNNIMNgINTINNIINTRUART R TANIN Arsssailianiige Mdnatuiulunig

]

'
= '

AHLNIg Inen191genssunIennsRuiudnaeadilAsssadaningnnan Mnantaandn Tusels
maadavls nsiasuulasieslafuaondiuganainiinaesganssnwinii ludosusnaasinaesillyls
T - d A e s R R
Fupaniu souisdanesinduszuunisdunldlunguinssinnsiangusnauasnan3u atnelafinusag
= a rd‘ a < a dl Z‘/ 1 . dl v
walulatiresdnaos # svuunIsanRiuLULBIANYsaBNdNFIRL LY cryptographic unuinisldaaix

Y A 2 o g9 o ey [y Ao
UINTIADNDAAINAINNINNITINU 511\'1'1/]’11‘1/1 ‘L!ﬂﬂ@’ﬁ@\'iV’]u@qllqﬁ‘ﬂm’]ﬁ:ﬁ‘ﬂ?ﬁ‘ﬂi‘zﬁqﬁ@ﬂuiﬂ Iﬂﬂiﬂmﬂx‘lﬂ FAINAINHN

' v
a

o A o v 1 ¥ A A a v a a s a A ] ]
pnnssanisigniudugsnssuudaariannsadennuvsesnianld  Sudidnnselindiudumiiowriosld

o

wasaaiduRasia (digital signature) Tnaidnaesuiazauazdeduld Waudnlllnan1sasuinuuunana

(digitally sigining) ldluiae hash m@qgiﬂﬁuﬁmumumqﬁymemimz (public key) gasaudnlllau

4 1
P a = o

WinAuvartlasidauganiavaswtany TeffuRuaranisoamagauaigduiianssa anuiiudaes

(chain of ownership)(Satoshi Nakamoto, 2008)

v 1
Tnpasdlasunisaansuuindy nalssmmaadaiinafiulszmansnlulannldtnaasily

v %
nstnszuildmungunng dmsusvinalnadelaiainnsald Bicoin Tunistrszndanunguniels us

o

4 1 1
aunsndewnglfetegnngunieNiunsedunindaaian lasunisaeniuang1inuamEnIINng

v T2
o o o @ o o o o 1=y 4 a

o S IS e
NINUNANNITNELALHAANANANNTWE (N.].51.) UFIUL6IL] 20131®Nﬂ’]ﬁ‘Wﬂ’]ﬂ’13\l°ﬂﬂﬂ DAUNABELUNTL

v 1 1
neauiiu 10 e n.a.6.au3g+ IiewsiRA11e4manesnu Spot Bitcoin ETF luduil 10 unsnAx 2024 7
' N % &
N11HAN (Siam Blockchain, Jan 2024) Bitcoin ETFs 'Q;%Lﬂuﬂ'a\muwmuiﬂuwmnuiu Bitcoin Amaensdia
A A a a A Y o . . o o o
\WWalloAsesaseuarianAfindeulaanAfediLsAIRa1Ae4 Bitcoin Tag 11 nayuliainisndns
2 ¥ va ¥ - i 4 . o d e aea -
waz3nmeelMiuaiiusn neauinaenineduaaugniviaesnaianisiunazidundidfnanes
irefisud niaumgainamuszAuaniiudaafaiaanlunisau Bitcoin Mdndslfidranialsinig
niugua wartasaduainnistasnssunislaiues niseysiRuaznialasa Bitcoin ETF Tnamieanu

miuguagINsninANTeussINeedinaeallug usRunindlssinnuiiald gnuesdndudoyon
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v
aa o o o

nstansuanaluRaianialuszuunIRuLLUAURN IngazaunsnAIganainasuaniiuLaznIzua

panifluaandnaldunnau (Reuters, Jan 2024)

< o IS Py o =2 2// ¥ a a I al
vaenuduiumalulag AuuuuNvatelssinAinuAnen ‘V]\']Z\if!@ﬂ’]ﬁ‘ﬂi‘ﬂ\'iL\‘I“L&ﬂﬁ“]JIﬁ]Lﬂ@ﬁ‘Lﬁ‘usﬁVl

o

Hagaruounin mudwmanalszmainisiiaiaduaaianeanlausuiaisnans (Central Bank Digital

Currency :CBDC) sannadsvmalneaas

ANANURANAANLUTZINA

a aa o

anaRuaanadunaulauaziinnaiunAneienazinlddszgnelld tneuanedszinaiinng

' a o

dudinli Apvianadulugluuufananasnlngsuia1snans (Central Bank Digital Currency :CBDC) #

Hauanf lunadudenanslunisdissAnduduazisnig aunsoinwnyasuazidumiaadaneiyd

' o A

on a a s A a P = ~ o
1@ VLNJJNZ‘WT]NHNQNLMNQHNUV’]T‘UI@LV’]@?L?H‘H Wﬂ@ﬂt@ﬁlﬂqﬂmﬂmu u@qﬂﬂﬁ‘xlﬂﬂﬂﬂﬂqﬁ‘ﬂﬂH’]LW@ﬂ?qQ@Q@

al

Rupana linaludszma

UszimAan TARNTWALIRUREIUARTA (e-CNY) Tn1snaaadld e-CNY Tunaneiiesasass iy
nfis, aederiu, deald, EuiEy, g1aq, 1IBauaranedu Inasuandatliilu e-CNY 41131 200 weaw
inudszamu dn1amasesidnSuneouaaiaduluanaing ATM 49491 3,000 § Tunisuaeduing

TednTngguunaniinisl 2022 Sgunadunaasyld CBC Tunguiinvieaneslne@ensieniun1sdsztu

[% o

tnu Visa uLaz Mastercard IaainRuidnluwaz 1feud el e-CNY (Bangkokbiznew,2022 ) fnadnaty

v
o A 0 o a £ [

4
YRIULIURATIAAS PetroChina International ANAYTAUNTUAL 1 A1uL1Fiealu Shanghai Petroleum and

o

Natural Gas Exchange TnaldRunaaufanailedun 19 gatan 2023 uazldudunaangs Xiamen

o

Xiangyu Group a84aulfaaniusiinmvecunaiagausn nisundinasAuazianlasunisdsefa Ry

neURANALNATUN 5 WgAAaneY 2023 (Cointelegraph, Dec 2023) NsWAUIRUNEIUARTIATRLITLINA

1 v

s o ° o o A = A P a ! N
qqulm@ﬂﬂq@\iqumqﬂﬂ\? Lu’a\i@qﬂﬂizLWﬂquLﬂuﬂﬁ‘zLW?W]sl'ﬂﬂ_l HAAININTTNANIN H@ﬂ’mw’qiﬂﬂ@ﬁ

(7

N178RNUEIURATA 81zl angnEnaTesluananeastanigiaziinansznuiuniAnisiuzesian

(Siam Blockchain, 2022) 3)
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AEAa0Y TneauAnsuiatN A1 dagnnw (NBK) Tadiugey1din BNB Chain Gauluiadadie
UABNLIUIBY Binance Nmnastiiawisantszansldiuiuanaluaaianeanlagsuin1snans (CBDC)
o | A aa o , P ¥ Y = a a , o 6 v
YRIANTARDNL ANAIIRUAATARZTIIAAAINNUABNAN JINITENDILFTNNININFRU 11U N199m T H
sruudiszRuuuueanlal Tasafeiuguresduraiaasiutiiiduese Newsulinugmes lunain
N19RUAAR AU | 289N AsgEeazidunidnlanialunisafieassAuinnssusuuinisdoe
% = o o o a o a aa v & 1 o a a
nslmaluladl Smart Contract (Atycynenlusid) uaznndafaRuAasiatazdeaanszaulsz@nsnin
89N139172 RUT NI AL AU AR

o o a

dszmasuie nasuiarsnansdumndszniadesia “gURAMa" qnadufanatessuAsdmiy
N1991199N33NITNI1940117UN13[8U (wholesale CBDC) U7 1 W AANIEU 2565 Wazne il 11ReUaY
\lmsin CBDC #1miugonssnanesas1aan1nlszanau (retail CBDC) a1 lun917291 A umanATes
dufunanningiguna Lﬁ@q@fmﬁfm@mﬁunuhmaﬁﬂqimiu Inen1mAgaLn17199N1ass (pilot) H 9

FUNIAIAENFIN 11 FUIANTRANBULAS (SBIN), 511ANTWIAenT9A1 (BANKBARODA), %Lﬁﬁul,l,‘]_l\'lﬂrﬂﬂw

BUAL(UNIONBANK), waz HDFCBANK flusiu (Crypto by efinance Nov, 2022)

dszwman1uale leeanudatedn au1A1TNan9nIuaLe (Bank of Korea) 1aRN1snagaL 81
Wa9UszmA (CBDC) drmsunislaudnuiumiaznisgaeie NFT TuseaLununtniuds n1sussaana
v = = v t!' 1 a 1= 1 o [~ v dl
gan39: 18 2,000 318M19AWN wlazANgINNslszRaNaLLLRNLATadUsTaUANA T A LAz NF RN

azvinnnmadauseluszazralil (Coinspeaker Nov, 2022)

Usemani|u InusuiA9d)iu (Bank of Japan) wisansanienusuiAisluniaeslszme 3
FUIANTUATTUIANT IUARNIA azaiunamageuTasanis CBDC Tudull 2023 Inaiunaasunisldinm
AuswiAngenFvg) waznistnsziudas CBDC lugtuuuilildduwmesidaiaguasnanasaan iy

;;Tl%mu (Nikkei reported Nov, 2023)

wananiauIATnataeagLaseas la3ulaan1s CBDC wazlsen1ARNUNA1ANLTWN171N984

o

= a’l‘ = a & L = v A o =K .
melunanst 2023 wANAINULINEUIAIINANTAIBATLAA u@i‘lﬂf_lLL@%@QL@Ui@?QNN@ﬂuﬂﬂHq retail

CBDC 39N 4SUNANTMN AN Uiz a9 seind (Bank for International Settlements :BIS) Lo
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AHUNNT9INTUIUIANTNANNLTEIN A RINT AL mm"ﬁmm”u%ﬁwmﬁumim WaAN1 CBDC WAz
Wl ludnszGudrunsuuauuazgsnssu CBDC naraana lnaaiiiunisinsauazisuianswaiiael

20 Wi an Y RgINssNnNIet192RUNTGN 160 $18N1T YAAN9IN 22 AUABAATT

wiatulagiufaniguiugsnssaaassuiamsnelanisinuguazas sin.

sunAsuslszmalng (ain.) laliaanudAyiunisimuimalulainianisBu wazdinngin
yaanEuriAn Al s lsimundnnssunienisRuna lulseman linalasanis Aeniunng

o =

meldnisiniuguaaassiln. 2 Tassnns Ae 1) Tassnnshedniglsnisinduguaaesuddy dle (Jszmea

o a

Ine) anrin Midunisiaamuasssunassuingesszmalng 6 surans Taquiuldfiisnisnialdnisiy
walululatinndsuld 2 1301 Aa (1) Imqmaﬁwmuﬁq?ﬁ@gﬁﬂixﬁu@Lﬁﬂm@ﬁﬂm’(e-LG on Blockchain)
(2) TAT9N19 e-Audit Confirmation 2) TAFINI9BUN U fulaseniafisiln saufugnntiunisGunas
nmawnay lunimaasuanuiduldidlunisdseansld DLT AuscuunistiseRuaaslszmaludnmne
"aagifieg adwinld" (Proof of Concept) Tnafidngulszasdiftadasials sin. uazaniuniafuilaana
dnlanazinsiumatulad tunsastieimuiuazsesszuuduuLy tnasin ldfinsuialasanisiile
Anmacnudlulideenulu 4 svaz (310, 2564) 382 1 Interbank Payment {ua$1aszuninnagnsy
Guduuny Tneld DLT lunissesiunisleudululssinassndnagnniunisGunialuls snanidnsoy
1A99N19 (Wholesale Central Bank Digital Currency: Wholesale CBDC) i:ﬂ:‘ﬁ 2 ﬂ’]‘i'ﬂ'ﬂﬂﬁuﬁj TUIANT
n@nslngsaaiuaunaunatarmasuillng (ThaiBMA) IdAfiunnsaueaauazeaniuianadugls
Tundasnuanniuludszmedrunalulad Distributed Ledger Technology (DLT) w3au&an L
(Blockchain) Lﬁ@lﬁ%ﬂuﬁﬁﬁqrni%ﬂﬁuﬁﬂm fianinan andunaw ugzaan ‘lﬁﬂi:mmﬂuﬁmmﬂqq
NN (510, 2021)58:‘1’7{ 3 Inthanon-LionRock 1 miﬁmmm@ﬁuﬁ%ﬁ@ﬁ@@ﬂimﬂﬁmmmmﬂmzﬁu
#0111UN"9R81 (Wholesale Central Bank Digital Currency: Wholesale CBDC) #1115UN131a 1R 1WIenINg

Uszina T 519, wazauA1INa198aIndg (HKMA) Analdiaalansanns Inthanon-LionRock 58129 4 11N

Aaviad 1Ll sz (retail central bank digital currency: retail CBDC) sin. lafin1s@nsuazidlasui
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AHARIUABLUINIG NI NAANHINANTENLABN1ANTTRY NetazdinisungluuuadeRuan

pariadnuinnisdenlunsdssunties Inawmuwnlsuldlunquilszamunielulszmea

wmAlulagURNTUALLNAANEA

nﬂl o 1 < a e = = ° % = ° =3 =2
Lm@ﬂmmmnmu%ﬂgfammﬂiuhﬁmqmmu M anElssnANNTULAR NN AN LAY

o

WanuluanaRuAAaLYeEA (Central Bank Digital Currency :CBDC)ilunasiaied dszinalna ae

siv. Aduguii InaEuaintasan1s8unuw siln. In1sianaRuumaananildiuganssud dyasn

o

4992191940117 (Wholesale) Tnassaziuaumaasia 1) WuRkuhananauaxingsuiAInana(sin.

Q

yaA L mARTA A n@unming Iidasduma lasnsniiutennaiieifeinlsld viefiGantu
11 stable coin 2) LifnsananeniiauazaninBununisievienisldney medesiulilinsznunia @
m'@Laﬁmﬂﬁwwmiwumnﬁmm@uﬁu'ﬂﬂwmmL‘%‘fﬁmﬂLawwxlquqﬁLﬁmmﬁﬂqm'lummw°1 29ND9NT
PaarunisneanFuuaznisnssviniangunne 3) diFn1seinu Application vuguInuaesaun ALy
aundn viedWsnsildfueunn uazldinuanfnasa dauudsznauitlddaunminunie
sumesidn 4) lidfunuarsssdonlunsldedalenialinnniadauanaunsadiis iedesen
WARNFIN 5) N9zang retail CBDC HIUFAINAN K11 AD11TUNITIEU ‘vﬁ?@c;ﬂﬁu??ﬂwm\mwﬁuﬁ'uﬁ@%nm

o a o

o a dld o 1 v dJ [ ¥ Yo
unumzessanaan1enisiunluaqiunianfiugsnssuduilsvasuaguan Geazinlidszanaulaiy
Anazraanunislduinig uasliildnalnnienisRuassgsiawasilssamuninusianananianisduly
ilaquiulasunanseny 6) ldiuscloadaindeahnasivmatulatiuuusanguel (centralized) Nazadat
Uszaanaganssufiunnunnnlaatnmniuavilsvanaula ldaensd1se Runidscansnngegn wazld
v = - . PRI = = a o o

danrounalulatuuunszanaaue (decentralized) MiinA NN @D e sz WA ANITE 1994

(cryptographic techniques) faLixA Nl aansTe e 149

o

& 0 = o o ° o
wanani s1n. nMasAnEvuwaneg uiuni i ldusuldlunadszanau lnanismegaunis

12
o A o

4 Central Bank Digital Currency (CBDC) szauugnuiuszaausmaeesluaeanrin (Pilot Phase) Live
Ysvifintlsr@nsninuazaanndaansisaed CBDC Tngluinsenuiadasninnistueslsemaluninggs

Tuszndnat 2565 v lnsuna 3 1 2566 neld “Tasansunggunsnn” lunisiudenanaivadnszan
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o

a v a o 1 ] o o = ¥ o v o a dl Yo
AUATLAZUTNIT AIHITATNBIHAA uaziiunoedanng Q.J“T]VLﬂ IaeIan mﬁmMU?ﬂﬁi‘ﬂﬁﬁLﬂﬂmuﬂiﬂﬁ‘U

=

ARLAAN 3 918 : Al SUIANININATALHEN AR (WW11) suIAsInewa e anrih (uungw) uazi3eEv 1T

al

A (Uszmalne) ain nqudldaulszanns 10,000 gelddniseanldassluandne uazluifinasldaanu

v
o

9
k1 - . Y = S o
3% CBDC App Tulprsenisnageuma CBDC App Wanulaagluanag 3 seindsanlasanig diaue

gulunumnegaia (Use cases) lunnswmunsiazan Retail CBDC ivamaulangildusnisivainuany uay

L‘MlﬂSNNﬁUU?‘UW%ﬂﬁiﬂﬂiuﬂuﬂﬂ[5]

NIAULUIAA LUNISIAE

~ 5,
* WA
* 2y
*  aEn = v
*  Nssus
*  msAnt e mie Y
. *  ViruARdRanisldu
* sgla
* NS MESNSSAAIUTBIN

o & a &
alannsaiing

AN 1 NFAUWUI AR NN

UszansuaznauAIasng

szainsnldlunis3da AsarniuuanguiscanaunquinAnsiuazdavnauluiun

]
a 1 =

v £ dl [~ 1 l:lld v = £
NNMNNUIUAT NATAdNaziANANIT I luFesudenmuuasidunguauniuualinasilaniald

Uin1anennsRuninisihuaenundiuldandeyalumnngamnuniuns nquaaetneaIuan 400 AW N9
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yaa @ &

I3 [ [ IS .
Wusausandaya 1438nsiudeyalae google form Inanislduuuasuninasulai(online

Questionnaire) M@ usadsuuvasunnllisdneuldatnmniia funuaazinundiaszinanig

gnnsalyl

a o v 2
msmmwumagmmzﬂszma HAUBHA

nsnszidayanuddariinisdszunanan1sannlagldllsunsugisaginieana Tnenas
AAszvidayaimanssaiun (Descriptive Statistics) MaguiadayadnuuznivlszainsAianiaengs
Faeine AN iAuAR uazn1sfufuinaariataanisedune luglununisuanuaimannd (Frequency)

o

ANERI3REAY (Percentage) ANLaAE (Mean) z@'qul,ﬁmmummim (Standard deviation)

LASRIND LN

Lﬂ?‘mﬁ@mﬁumﬁ%ﬁﬂim@uﬁfmmﬂﬁu%w‘lﬁmﬂ%uuumfa'umm (Questionnaire) tagl
aaunniudnAnsuazlszagudavineulumangamwaniuas dunguinaiauazlaingulae
wungaunalsznaudan 3 dau deil 1) wundeunaieatuTadadulszansarans Taawdu fanw
WULUANEARLADN (Multiple Choices) 2) LLuumummLﬁmﬁumﬁuj’mmﬂi:mwu 3)ULAALNN
AenruAniukaznnseenit nemsmaseuRnneTesilan1aist i @amoRatsananusenades
AINATRUARNYBITRANDINAL NI A9A129N1T9Y ATHIMHNZANNIFATUNIE1189TRAIDIN UAD

e lagldinatia 10C (Index of Item — Objective Congruence)
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NANI5AE

¥ o

BYAANHUENNLUITTINIANANTIBINGNAIDEIN

TayaanHaienNLszansAans AU (AL) fRuay
WA
ilald 123 30.80
TN 231 57.80
WAN9LAEN 46 11.50
g
Waendn 20 1 10 25
20-40 216 54.0
41-60 165 41.3
60 Tyl 9 2.3
1IN
UnBawinAneinGawsinAne 34 8.50
FUITNIF/NUNITUNNNINENAE 62 15.50
fFiauna 69 17.30
\AN2947ANNT /N TNadTY
WHNNULFEN 129 32.30
B 105 26.30

1 0.30

FTALNITANEN
senudnen 1 0.30
aaNANEN 6 1.50
tq/1laa. 5 1.30
Byoyeis 300 75.00
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iayaanHIENNLsznsAans AU (A) HE
1eyaynin 87 21.80
%'uq 1 0.30
elaraliau
NN 15,000 31 7.80
15,000 - 30,000 174 43.50
30,001 - 50,000 129 32.30
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Abstract

The objectives of the study are to investigate the level of digital access skills of Thai people with
disability across the dimensions of disability and digital access, and investigate the difference of
digital access skills among Thai people with disability in terms of disability and digital access. This
employed a quantitative research methodology with cross-sectional research approach. The sample
group included 750 Thai people with disabilities drawn from individual secondary data sets from the
Thailand Media and Information Literacy and Digital Literacy Status Survey 2023 project of The Office
of National Committees of Digital Economy and Society. The data was gathered with interview form
and analyzed using descriptive statistics with a cross-tabulation and test differences in digital access

skills with One-way ANOVA statistics. The research results found that two-thirds of people with
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physical and mobility disabilities accessed gaming media were very good at digital skills. Thai people
with hearing and communication difficulties had access to media for learning has excellent digital
skills as well as Thai disabled people who are visually impaired. And 1 in 3 people had more than one
type of disability and access social media were very good at digital skills. While Thai disabled
individuals did not have devices to access digital media, most of them had low level of the digital
access skills. In term of differences in digital access skills in the disability dimension was found that
Thai disabled people with different disabilities, they had different level of the skills in accessing digital
media. There was only those with physical and mobility disabilities had higher digital access skills
than those with visual impairments at a statistical significance of 0.05. Considering the dimension of
digital access found that Thai disabled people had different access to digital media, they had
different skills in accessing digital media which Thai disabled people had access to social media,
games and media for learning, they had higher skills in digital access than Thai disabled people who

do not had devices to access digital media at a statistical significance of 0.05.

Keywords: Digital Access Skills, Digital Divide, Disability
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Abstract

The article aimed to study 1) develop and validate a causal of relationship model repurchase
intention H&M products via Facebook page of consumers in Bangkok and its vicinity and 2) study
causal factors influencing of repurchase intention H&M products again via Facebook page of
consumers in Bangkok and its vicinity. This study was quantitative research. The sample was people
have bought H&M products via Facebook page more than 2 times and live in Bangkok and its vicinity
of 201 people. The tools used in the research was online questionnaires. The statistics used in data
analysis were frequency, percentage, confirmatory factor analysis and structural equation model. The
results of this research were the development of the causal relationship models consisted of 4
components are 1) product quality 2) perceived price 3) perceived quality and 4) repurchase
intention and the model is consistent with the empirical data to a great extent. The statistic shows
CMIN/df = 1.37, GFI = 0.96, AGFI = 0.92, SRMR = 0.03, RMSEA = 0.05. The final is predictive
coefficient of 0.61, indicating that the variables in the model can explain the variance of repurchase
intention H&M products via Facebook page of 61 percent. It was found that the product quality,

perceived quality and perceived price were respectively influence on repurchase intention.
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Entrepreneur's H&M products businesses should consider product quality, perceived quality and

perceived price to come back to buy H&M products again.

Keywords: Causal Factors; Repurchase Intention; Facebook; H&M Products
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NITASIAAALAMUNINIATRIND

FI3IAAALAINNATUTIUAUT (Content Validity) Tagilaus fi@isngnny a1uan 3 AW ARG
ANAEnAARITRIdaAID N IR sr a9Aa89n19949 (Index of Congruence #3a 10C) 16 10C

ag9x1d14 0.67-1.00 AMNUUUINIMAIAMNITENU (Reliability) Inenaaasld (Try Out) funguiuslna
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= & @ o o v o . 4 o sy .
‘1/1me@@umLfammum@mmummen AU 60 AL LAUNNIMIATANLTaN WA 935N AN

td '
v

duilez@nsoannlaeisnisAuaninednsauiia (Cronbach's Alpha) WLIHIANHNITANUW) ANUAMNIN

% !

AR L 0.84 AMUNT9FLIINAN WINAL 0.85 ATUNTFUFARININ WinAL 0.92 wazAIUAINAYlA
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& T e = o 4 o £ , Y& 1 9 o
Fadn Winiu 0.84 laaRansunuaiANAI et 0.70 Al (Hair et al., 2010) uame siuadaAnu
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nsinusIUTINTaYS
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HNuTaIn I UBNA g e T uAeN  LazdsassiuudaunNeaulalinudanisnguunain lai

dadunguyananineldduderuaudianludaamiouiuaian wW.A. 2566 -NNATRUE W.A. 2567
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o a

sanszazan luniniufayaiadu 3 1Aew AZAAULLLABLATN AU 220 AW NAIAINTUERAE

Ifinisdmaenuuuaeuniniiananysaildauangneuwuuaaunn 201 au i llGnsidays

Nanssall

NSAATITULRYA

a

AnALTLTIeNe (Descriptive Statistics) ‘Lﬂum@m@mm@mﬁLmﬁ:ﬁmﬂmﬁmﬁ’fu GGG
ANAANE (Frequency) Waz faaiay (Percentage) ATIATIDUNIU (Inferential Statistics) 14 lun193tAsIzd
a9AUsENaL@eEiugu (Confirmatory Factor Analysis) Wazn153tAT1EiluaannisTATeas1e (Structural
Equation Model: SEM) Lﬁ@wmmummmmﬁ@m@mﬁmwdwiuLﬂmugﬁﬁmﬁwﬂ’mﬂ@L%qﬂiz'%”m:?
IpeNaNTNaINANEDA CMIN/Gf < 3.00 (Ullman, 2001); GFI 2 0.90 (Joreskog & Sorbom, 1984); AGFI
20.90 (Schumacker & Lomax, 2004); CFl 20.90 (Hu & Bentler, 1999); RMSEA < 0.08 (Schreiber,
Stage, King, Nora & Barlow, 2006); SRMR < 0.08 (Thomspsom, 2004) and Hoelter > 200 (Hoelter,
1983)

A5HEFTNNNTIAE LN Ywel

n19998 AN A TUN195UT09R38 599N N1TIREANNAULNIINNNFAFEGTINNFA9 8 T AL

YAINUNINLUNFYUTIARN UNLLAUNIFTUTRS RSUERB2023-055
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NANI52AE

dayanallresdneuuuuasunin aauan 201 au wudndoulugiiduinagng auau 136 A

al

Andufaaar 67.70 angatlutaq 30-39 U a1uau 71 au Andufeuar 35.30 Hsuldsathausindn
15,000 U9 21193 109 A Anwduferay 54.20 HenTnniineuigiaunauas 41919015 A1u9u 87 AU
Andufenay 43.30 LATHAIULULABLAINYINUNAALTOAUAY LaTunum BN UuINALgnatingiae

2 AT wazrineanAe TungemnarIuAsLATL TNITA

1. HANIIRNBIUAZAFIAABLAINABAARDITBI INIARAHANAUSITIA 6| ANAI AT T
a k% & ] Y Y A
auAetieusiandunamsinesiFinalungamnumunsiarinnma

2 1

1.1 nan W I a AN RUSTI A A A NA A Tad A UARTUAUMENH 1WA

' v
al o

wanaasfuiinalungamnuniuasuazliunma wudnluna A Ndu s 3sama N Wauna

1%

FATUNIN BAT 4) AU

a9

dsznaudag 4 A A8 1) AuANIWEARST 2) AMun19FuEaAn 3) Auniesy
ANNAILATAT) WATNANITATIRARLANATITITATId519698 Confirmatory Factor Analysis (CFA)
ANNN1FIATIERANNTRTUTRIANNdRAARaIN12 W (Internal Consistency Reliability) Wu4n fawtlsuele

nﬂﬁqﬁmmmm%@umwﬁfaﬁummmﬁfsLLﬂiLLr;Jq (Composite Reliability; CR) §10N31 0.70 WAZHAN

A

v |
Cronbach’s Alpha 81nn41 0.70 asagl1sdn nnsdadaudsulaisnunlulumaiinaninGeda (Hair et al.,

N =

2014) N139ATILHALNATITIABAAREY (Convergent Validity) W31 Aol sutlannsiaiAean1e
Aauulssauiignain’le Average Variance Extracted (AVE) 81nn31 0.50 a9a7lladn fAaumss

dsgannaedluynsaulsularesluma (Hair et al., 2014) A71N197AIZIAN NN T e D eFALL s AN R

o A

& (Indicator Reliability) wua1 siautlsdainmlavnsaiian Outer Loadings 11nN41 0.70 %19l 19199 1

' '
A

wangdndanlsduns leiannnlulimailnany@ane (Hair et al., 2014) WAZA1INA 1 LEAITBANDIN

Y o

o o &
a9sauedain [511@ AN
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A19199 1 HANNTATIAEALAINNATITIIATIAFI9ARE CFA ATANULTaN WA UL LARLINN

AN Composite Reliability (CR) WazAN Average Variance Extracted (AVE)

IS ENAR T Cronbach'’s Construct Validity 14 CFA
CR AVE

Futlsdaunmls alpha x? o df p  RMSEA GFI
ANUATUN IR AT TUI 0.84 080 057 524 1 0.06  0.05 0.98
1 TendnuaFilaawsiu (PC1) Outer Loading = 0.80
2.ﬁﬁaaﬂaauﬁﬂﬁﬁmmu (PC2) Outer Loading = 0.69
3. Anssmdiulinnnsgin (PC3) Outer Loading = 0.77
AUN19FLAN 085 079 056 1.82 1 0.18  0.05 0.99
1 Aupnidleiftauiudss tam i 45y

Outer Loading = 0.79

(PP1)
2.ﬁmm'1'7immm@m@ (PP2) Outer Loading = 0.80
3.3 NNz Uy ALIaq1iu(PP3) Outer Loading = 0.64
AUNNIFUTANIN 089 088 071 137 1 024 0.5 1.00
1.U999R91I94RAN (PQ1) Outer Loading = 0.84
2 fnnslsBnnsiia (PQ2) Outer Loading = 0.89
3 fhinnamdsnnsaneiia (PQ3) Outer Loading = 0.80
FunusTlaTen 0.84 085 075 065 1 0.74  0.00 1.00

1. AZNAUNTTAT AN (RI1)
2. ATNAUNNTDEN9FDLTEY (RI2)

3.avnauNnTeti lueua (RI3)

Outer Loading = 0.84
Outer Loading = 0.82

Outer Loading = 0.75

1.2 HANIFATIAABUAINNADAAADIT89TNIAAANANAUSITIA AN A U TUA U Ry A

datlsrdanyd wudn luiman W uaudanuaanadasuaznannauiudeyaidslsedanfiuagem
IneNansunanANlAgLAITENTNS (CMIN/F = 1.37 ANsail GFI = 0.96, AGFI = 0.92, way CFl = 0.99
gadlulunnuinoeilingfn GFI, AGFI wag CFl siagiA1FauLs 0.90-1.00 A1 RMSEA = 0.05 LazA1 SRMR

= 0.03 Wiulianunousilassn RMSEA wag A1 SRMR fiadiAftasndn 0.08 wazen Hoelter = 201 lwld

v o

ANINUAlAtAN Hoelter faaflA11NN31 200 GerisaladnTuinananduiusiieanwe manusalagadn

o

AuAetueumsudnamain dauasnpdesiudeyadalszany Aanand 2
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2. aN9ANHTARITIA AN BN ENAsE ANAIIATERUAATLAUABNNY InAE TN

q

Y a

Husln ﬂluﬂg\i IMWNUUATLAZLTNNA

a

v
o a v © <

2.1 wan1sAnuadeimaanmnnianswasiaausclate T Aus esuausmidNenunamain

Q

¥ v
& o ¥ L

a1 inalungamnamuasiazliunma wudn JadusuaauAslazed1@uA e TuauAl8ni1ung

a a 1 '

wlainlafuaninanienssnanigaaindadafiunisiufaunin dauingnswamnfiy 0.44 a9l

o o a o o

e dAyn19adianszdu 001 wazldfudninaniensesasuianiadasiiunisiufonan Hauinansna

o

o o o o

Wil 0.28 et eiild Anyneadanszas .01 wazladesunsiug

(7

N ASUBVENAN9AININTAR

q

o o o o

ANTTAd A UANNINEARATWI Hau1ABNENAWNGL 0.58 ENNTBAATYNNEDANIZAL .001 AN

<

.
N 2
> pct
MU UNIWHAAA TN
—> pc2 (Product Quality) /..,
> pe3 T N L L e
N .. R €&
mmriigamnm Muanuasladatn o e
—> PQ2 (Perceived Quality) (Repurchase
«—
—- - RI3
> PP1
FuMIIuiNm
—» PP2 (Perceived Price)
—> PP3 n 7o

X2 =61.51, df=45, CMIN/df = 1.37, GFI = 0.96, AGFI = 0.92,
CFI =0.99, SRMR = 0.03, RMSEA = 0.05

¥y v
4 o a v @
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2.2 HANNIANHITAAETIANNADNTNAN AT BNTNANNEINUATBNINATINNNBNTNAGD

Yo X Yo e - v~ . J
pNAY AT e T AuAaTiaumAd NN wnNAmanevgFInATungawmnRIuATILAUTNOING ARG 2
AN 2 LAASANBNIENANIIAN BNTNANNBBNLALBNTNATINANBNINAF R ANNFI TR RUA DT

MG HA IR IOA iy

Aaudsuelanig

paudsuelaniesan suANI91a(TR) ﬁmm’]wﬁ?\i’lﬂ%@(Pl)
DE IE TE DE |E TE
FUAMNWHAR U] 0.58*** - 058"+ 0.18 0.26 0.44**
AUNNIFLITIAY 0.16 - 0.16 0.28** 0.07** 0.35%**
AUNNIFUTANIN - - - 0.44% . 0.44%

2
o

ANGuNUTE@NENIT
o 0.48 0.61
nengad (R?)

NNELUR *p < 001, *p S .01 DE = @NENANNAN, |E = anananieges, TE = 8n5nasiu

v
(% o a k% o @ Yo

AnA13199 2 wuanladaduaanaslated duAetuauss i unamain lasugnina

v
o

= % = o o o

NARININNgAANTadt A uN9FuFANIN HauiadnBnawint 0.44 agnadtdadAnyneatinseau

a9

'
Yo a a v =

001 uazlasuansnan1sdaunINNgaaNTade A uAATWHRRS T HUIUIABNENALYINAL 0.26 uay

q

'
3 @ a a =

iladuaunisfufaunnlasuansnaniansauniigaainfadtdua nIwRaR A s THIuIABN SN A

a9

a

Wi 0.58 ageildadAtyneaiangzau 001

andsauanisIas

22 o

Hdvenlmunanudnglssassaesnsidels Al

v
o a 1% s

v 4
1. T NduiusideamnaNaslaged AuAesuausdniunamanueduilnalu
npemnNMIBAILAazTuMma dsznausan 4 anu Tdun 1) Auamunine@adue 2) Aunisduaen

3) AuN13FUTANIN UaE 4) AnuANAdlAT T T9AeAAREITLNIUIABBY Wibisono (2018) UAE
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o

WAaANNANRUSIT A AN A uNIUdanAReTUdoyaEvszdnfillueeinab Inaans uraneANaTA

a

Vo a

IA-aunag (X°) winu 61.51, A1 CMIN/AF WiniL 1.37, ANe9ANBasy (df) Winfu 45, A1 GFI Wiy 0.96,
A" AGFI Wiy 0.92, A1 SRMR i1y 0.03, A1 RMSEA winf 0.05 deuflulimisinauaiaes Uliman
(2001) CMIN/df < 3.00; Joreskon & Sorbom, (1984) GFI 2 0.90; Schumacker & Lomax, (2004) AGFI 2
0.90; Schreiber, Stage, King, Nora & Barlow, (2006) RMSEA < 0.08; Thomspsom, (2004) SRMR < 0.08
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Abstract

Coffee as a culture can be traced back to ancient Ethiopia, when a goat herder first noticed
his flock's response after consuming coffee berries (Smith, 1985). This discovery and the coffee have
traversed through continents, influencing cultures globally, including the unique coffee culture in
Nepal. The agricultural domination aligns with the culture of coffee production, introducing the coffee
market as an opportunity for its integration into the evolving culture of Kathmandu. As the urban city
transitions between traditional tea shops and the allure of coffee, the coffee culture has attracted a

younger population and contributed to a surge in cafe culture. The research particularly focuses on
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understanding the psyche of the Nepali coffee consumer, while highlighting the brand 'Coffee of
Promise' and its potential in the dynamic landscape of coffee consumption through assessment of

traditional marketing elements (7Ps), emerging role of digital marketing and the role of service quality.

This research investigates the consumer behaviour and satisfaction pertaining to the brand
“Coffee of Promise” in Kathmandu, Nepal. Utilising a quantitative approach, data was gathered from
402 respondents through online surveys.The sample size was determined using Taro Yamane's
formula to ensure diverse representation across various demographics. Crucial discoveries from this
study revealed a high daily consumption rate (54.5%) and highlighted the significant influence of the
7Ps of marketing, service quality and digital marketing strategies on customer satisfaction. The
reliability of these findings was confirmed using Cronbach’s alpha scores, emphasising the necessity
for a strategic emphasis on product quality, service enhancements and proficient digital marketing.
These insights offer valuable direction for improving customer satisfaction and strengthening the

brands position in the Nepali coffee market.

Keywords: Coffee Consumption, Customer retention, Digital Marketing, Service quality and the 7Ps of

Marketing.

Introduction

Historically Nepal’s agriculture had always depended on staples but recent decades have
seen a new crop that has started occupying an important space for the agricultural sector of the
country (Sherchan, 2021). Initially cultivated as an experimental venture, coffee cultivation has found
a fertile ground due to the rich soil and favourable climate in hilly areas of Nepal, This shift has
marked an agricultural metamorphosis and played a significant role in the adoption of coffee culture

in urban areas like Kathmandu. The urban hubs of the country, especially Kathmandu is not just
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mirroring the coffee trends from around the world but has been able to find its distinct Nepali essence
(Shrestha, 2023).This signified the blend of tradition with modern lifestyle fostering connection
between coffee and social gatherings and personal moments while providing the individuals with
diverse choices. The rise in coffee culture saw the interests of international and local coffee brands

rise and compete for a market share among Nepali urbanites.

This research specifically delves into the complexities created by consumer behaviour, the
reliability testing, various analyses of results and hypothesis testing to provide credible insights
regarding the factors influencing the customer satisfaction in context of the brand "Coffee of Promise”
in Nepal. The study also employs a quantitative methodology to reveal the intricate dynamics of

customer perceptions within the saturated Nepalese Coffee Market.

The preferences of Nepali consumers and the interplay of taste, branding, and various
factors set the stage for a comprehensive study of coffee production and psyche of customers for
brand such as 'Coffee of Promise' which aims to resonate with the customers by addressing key
questions concerning the impact of marketing elements (7Ps), enhancing service quality, and
identifying methods of digital marketing. The research addresses probable questions regarding
customer preferences, brand loyalty, marketing perceptions, and metrics for measuring satisfaction to

carve a niche target audience with long-term customer retention.

Academically, the research contributes to understanding the consumer satisfaction and
behaviour within Nepal's emerging coffee culture and industrially, the insights gained guide 'Coffee of
Promise' in refining their operational and marketing strategies. The research also has implications for
identifying and expanding the target market, thereby contributing to the brand's long-term customer
retention and competitiveness. The study acknowledges limitations in the ability to accurately portray
preferences and psyche of consumers of other brands beyond “Coffee of Promise” in the changing

market dynamics.
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The objectives of this study are:

® To analyse the impact of the 7Ps of marketing on customer satisfaction.
® To explore the role of service quality in influencing customer satisfaction.

® To find ways through which digital marketing can improve customer satisfaction.

Coffee culture in Nepal:

Cafe and the coffee houses have intricately woven its narrative globally as a place of socio-
cultural, economic and political gatherings from its history. The coffee houses from 17th and 18th
century Europe were the place of intellectual gathering while today’s global franchises showcase an
urban sophistication (Rotondi, 2020). Nepal’s foray into such intricate tapestry, with its traditional roots
and a bias for tea mark a culinary journey where both international and local coffee brands coexist,

with Nepali brands incorporating international techniques.

Consumer behaviour unfolds as an elaborate symphony in this context, where
understanding the multifaceted factors influencing consumption patterns becomes crucial. The Nepali
coffee lover, part of the global consumer community, is driven by a blend of cultural, social, and
personal factors that shape their choices. For brands like 'Coffee of Promise," comprehending these
factors is essential to forecast product demands and customer allegiance. The analysis of the
consumer behaviour dynamics offers a profound insight to view the multifaceted factors that influence
consumption patterns. These insights help us understand the internal cognitive processes, emotions
of the customers and external determinants like societal norms, fiscal factors and narratives of the
brands (Ling, 2019). This involves understanding the allure of the brand, the resonance with its
messaging, local marketing strategies, and the dynamics of rival brands in Nepal's evolving coffee

scene.
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The present demographic of coffee enthusiasts in the context of Nepal represent a leniency
towards fusion of both age-old values and the modern aspirations, seeking for an authentic
experience with global nuances. In the contemporary digital age, the urban Nepali population craves
for a holistic experience combining with the ethos and narratives revolving around coffee culture. The
brand 'Coffee of Promise' faces various challenges while navigating the complex landscape of a
competitive market which impacts the customer resonance due to the evolving preferences. The
literature review of this research focuses on understanding the aspects of customer satisfaction which
goes beyond the brew quality encompassing the brand identity and the richness of narratives with a
preference for the authenticity of experiences. The literature review in this research is essential to
establish an academic and empirical framework regarding the nuances of the intricate details which

impact the consumer preferences in Nepal's growing coffee culture.

Dimensions of Service Quality:

The service quality can be a cornerstone to resonate with the customers while elevating a
brand from mere industry existence. It is even more vital in industries where customers are driven by
the experience of consumption, like the coffee industry, where deep focus should be made in the
service quality (Kabir & Carlsson, 2010). The brand 'Coffee of Promise," aims to grasp the elements of
service quality, focusing on its five dimensions of SERVQUAL model to measure and tailor a

comprehensive framework for enhancing customer satisfaction.

Tangibility:
The brand should be able to transcend beyond the taste of coffee beans and incorporate the aspects
of Nepali heritage with traditional brewing methods for authenticity for personalised experience within

a saturated Nepali coffee market infusing modern experience with traditions.
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Reliability:

The brand's consistency within its various outlets can be a crucial factor to uphold the core values of
the brand for maintaining reliability among the Nepali customers who deeply value trust. 'Coffee of
Promise' must ensure uniformity in the product, quality of coffee beans, service quality, and the
general ambiance of their café for credibility and commitment towards brand exposure. Furthermore,
within traditional Nepalese society the interpersonal interactions are appreciated, the ability of the
staff members to communicate with the customers can elevate the experiences of the customers and

this is bound to elevate the coffee experience of the customers (Oluwaseun, 2018).

Responsiveness:

The Nepali coffee palate has been evolving based on local preferences and global trends,
necessitating responsiveness. The brand 'Coffee of Promise' should invest in regular training
programs for the staff to enhance interpersonal communication skills while updating about the

dynamic global trends in the market.

Assurance:

Assurances regarding the brand’s credibility can affluence the brand’s position in a saturated market.
The narrative of brand 'Coffee of Promise' regarding transparency in sourcing and coffee beans
manufacturing, emphasising the local partnerships and organic practices can amplify the brand's

authenticity and image in marketing.

Empathy:
Comprehending the connections and nurturing the customer resonance can result in positive
customer experience. 'Coffee of Promise' can promote empathy in their interactions with the

community and create a sense of belonging among the patrons.
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To achieve service supremacy, 'Coffee of Promise' must navigate these dimensions and be
aware of the potential pitfalls in the industry represented by gaps in knowledge, quality, delivery, and
communication. The brand can foster service excellence by aligning such tangible elements with the
proper knowledge of customer preferences, internal standards, consistency in actual experiences

and narrowing the satisfaction gap.

The traditional marketing mix (7Ps):

The competitive dynamic of the Nepali coffee industry has been experiencing an influx of
brands striving for market dominance. The brand "Coffee of Promise" is aiming to position itself as a
priority of Nepali customers, particularly in the urban capital, Kathmandu for which a comprehensive
analysis and application of the 7Ps of marketing mix is essential to solidify the presence of the brand

in Nepali market.

The individual elements and their optimization in context of the brand ‘Coffee of Promise’ has been

mentioned;

1. Product:

The diverse topography of Nepal provides for a unique opportunity for ‘Coffee of Promise’ to
collaborate with local farmers from mid-hills for a premium selection of rich and aromatic coffee
beans. The local flavours of the brand are then enhanced through the blends inspired by Italian
espresso, South American smoothness, or African tantalising flavours to incorporate the global fusion.
The coffee produced by the brand "Coffee of Promise" is ethically sourced from the organic beans;

provide fair rates to the farmers, and adopt eco-friendly packaging to address

2. Price:
The brand applies tiered pricing strategy to cater urban elites and tourists while providing for a
budget-friendly range and to ensure inclusivity. Various incentive-driven approaches have been

applied through loyalty programs and membership perks to acknowledge the regular patrons. The
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brand can also offer limited-time discounts and flash sales to increase brand resonance and

momentum during off-season.

3. Place:

The brand can strategize locations mainly targeting urban cities, shopping areas and malls to ensure
accessibility. The locations should be able to infuse the cultural richness with the modern amenities to
establish a vibrant presence. A consistent online presence through Omni channel social media

engagement can foster brand loyalty and active participation in the digital realm.

4. Promotion:

Considering the contemporary reliance on digital platforms, "Coffee of Promise" can leverage digital
marketing tools such as targeted advertisements, social media partnerships with local influencers and

consistent online presence to amplify reach and brand exposure to the target audience.

5. People:

Human interaction is a crucial element in the hospitality industry, where the service quality of staff
members can ensure a positive customer experience and enhance overall brand persona. The brand
‘Coffee of Promise’ can invest in comprehensive training programs to equip them with adequate
knowledge regarding the brand's history and values while fostering a feedback system for continuous

improvement and valuable insights.

6. Positioning:
The brand and its identity should be embedded in Nepali culture providing a relatable narrative to
appeal to the local consumers. The brand should also address environmental concerns consciously
by minimising the plastic consumption, adoption of eco-friendly practices, and by repurposing the

coffee waste to address the environmentally-aware consumers.



NAARITAUNA Ui 30 RUUN 1 (NTIAN — NQUIEIY 2567 146

7. Packaging:
The packaging should incorporate the Nepali aesthetics for a distinctive visual identity. The traditional
patterns and traditional illustrations aligning with the brand's sustainability positioning through the use
of biodegradable packaging can appeal to the brand's unique identity within the crowded market

landscape.

So, the strategic incorporation of the elements of traditional 7Ps of marketing can provide a
structured framework with holistic approach for the brand "Coffee of Promise" to navigate and secure

a prominent position while ensuring sustained growth in the competitive Nepali coffee market.

Digital Marketing and its influence:

Digital marketing is also one of the independent variables which plays a crucial role in the
context of the brand 'Coffee of Promise,' creating opportunities regarding personalised engagement
and broader brand exposure. A well-maintained and consistent website can serve as a digital
storefront for accessible online orders and to expand the overall market reach. The incorporation of
an e-commerce section within the marketing and operational strategy can enhance accessibility,
while tailoring a personal blog section sharing coffee culture anecdotes and insights on the brewing

tips can encourage resonance and help for brand loyalty.

Leveraging the popular social media platforms like Instagram, TikTok, and Facebook is
essential to showcase the offerings of a brand creatively while fostering a sense of community among
the user-generated content. Search Engine Optimization (SEO) also plays a vital role for ensuring
visibility among the Nepali consumers, positioning the brand 'Coffee of Promise' as a prominent
result. The Search Engine Marketing coupled with the targeted ads can further enhance the brand's
digital exposure, ensuring effective reach of potential customers. With the help of targeted

advertisements, social media campaigns, email newsletters and blogs, the brand can carve a niche
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in the market (Almansour, 2022). Such digital marketing strategies can collectively contribute for

appropriate customer engagement within the market competitiveness.

Conceptual Framework:

7ps of Marketing:
. Product

. Price

. Place

. Promotion

. People

. Positioning

. Packaging H1

NOOahr~,WN =

Service quality:

1. Reliability Customer satisfaction
2. Assurance H2 of ‘Coffee of Promise’
3. Tangibles brand in Nepal

4. Empathy

5. Responsiveness

Digital Marketing H3
Strategies:

1. Use of social
media platforms
2. Website

3. SEO tools

Hypothesis:

The research on the brand ‘Coffee of Promise’ and their customer behaviour and satisfaction
employs the use of hypotheses as essential guiding assumptions to direct the investigative focus and

for the methods to be applied in the research. These testable assumptions are created to evaluate the
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impact of various key factors on customer satisfaction primarily in the context of the brand ‘Coffee of

Promise’ in Nepal.

® The first hypothesis (H1) posits that the traditional 7Ps of marketing influences the customer
satisfaction significantly for Coffee of Promise, emphasising on its need and the importance
of marketing elements while shaping the customer perceptions.

® The second hypothesis (H2) asserts that the service quality plays a primary role in
determining customer satisfaction and also highlights the significance of a positive service
experience.

® |astly, the third hypothesis (H3) suggests the contribution of digital marketing strategies to
elevate customer satisfaction, while emphasising on the role of digital approaches in shaping

consumer perceptions.

These hypotheses discussed provide a structured framework during the research while
exploring the interrelationships between the traditional marketing elements (7P’s), service quality, the
emerging role of digital marketing , and customer satisfaction in the context of the brand ‘Coffee of

Promise’ in Nepal.

Methods:

The primary focus of the research is to comprehensively explore the relevancy of consumer

behaviour and satisfaction for the brand “Coffee of Promise " in the context of Nepali coffee market
using a quantitative research design. The quantitative approach involves in-depth insights from the
customers of targeted demographics, providing statistical validation mainly based on the surveys

conducted in the capital city of Nepal, Kathmandu. The urban demographic of Kathmandu comprises
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the major target population given their high coffee consumption along with a dense population of

1,571,000 revealed by the data of 2023 UN World Urbanization Project.

The research employs Taro Yamane’s formula to determine the sample size; resulting in
approximately 400 respondents with about 95% confidence level. A stratified random sampling is also
chosen considering the diverse demographics, including the essential factors like age, location, and
gender in the context of Nepal. Such sampling approach ensures proportional representation, and
also reduces selection bias for a reliable portrayal of consumer behaviour and its understanding in

Nepal.

The primary research instrument comprises a structured questionnaire. Pre-testing within a
limited audience regarding the structured questionnaire helps to avoid ambiguity and refine the
questions. The distribution method is mainly online through social media and emails for accessibility
among the diverse demographic across Nepal. Validity of the research has been ensured by the
process of Item Objective Congruence (I0OC), which involves expert reviews, the overall evaluation of
research topics' coverage, and refinement by continuous feedback. The reliability of the
methodologies employed is assessed through a pilot test on a subset of the target demographic by

the use of Cronbach’s alpha method with a target coefficient of 0.7 or higher.

The data collection involves elaborate surveys distributed through various online channels,
focusing mainly on the independent variables like the traditional 7Ps of marketing, dimensions of
service quality, and the role of digital marketing strategies. The research includes ethical
considerations like informed consent from the respondent with maintained confidentiality and

exclusive data use for the research.

A comprehensive approach has been applied in data analysis primarily using Descriptive
Analysis for the demographic data and the Regression Analysis with Statistical Package for Social

Sciences (SPSS). The Descriptive Analysis summarises the demographic features and the diverse
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results, while Regression Analysis explores the interrelationship among the independent variables
(7Ps, service quality, and marketing strategies) and the dependent variables like consumer behaviour

and their impact on customer preferences in context of ‘Coffee of Promise.'

The major limitations of this research include the potential bias within the self-reported data
and a focus on a specific brand i.e. “Coffee of Promise” which can limit generalizability in the context
of the coffee market in Nepal. The major mitigation strategies to be applied include application of a

diverse sample and triangulation through multiple data sources for increased reliability and validity.

This research employs a robust methodology combining the quantitative research; a
rigorous sampling from the target population and ethical considerations enhancing the study's validity
and reliability. The findings from this study are expected to provide valuable insights regarding the

Nepalese coffee market, with potential implications for the brand ‘Coffee of Promise’.

Results and Discussions:

The reliability testing is one of the foundations to ensure the credibility and consistency
obtained from the survey results. The research applies the Cronbach’s Alpha test, a widely accepted
method of gauging the internal consistency which has been applied to evaluate the reliability of the
responses from a total number of survey participants which is 402. The results presented indicate that
all the variables surpassed the 0.75 threshold, which signifies not only acceptability but exceptional
reliability of all variables with overall Cronbach's Alpha of 0.93. Among the variables, the 7Ps of
marketing demonstrated the highest reliability at 0.9, followed closely by digital marketing strategies
at 0.88 and the service quality at 0.84. The high reliability scores present in this research reinforce the
credibility of the data collected during the survey and provide foundation for subsequent analyses of

the result.
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Table 1 Reliability testing

Item No. Cronbach’s Alpha Strength of Association
The 7Ps of Marketing 0.9 Good
Service Quality 0.84 Good
Digital Marketing Strategies 0.88 Good
Overall Cronbach's Alpha 0.93 Excellent

The research also strategically incorporated screening questions within the the survey
instrument for in-depth insight into the consumption behaviours shown by the target population of
"Coffee of Promise". The analysis reveals 54.5% daily consumption from the total participants which
reflects resonance and continuous engagement with the brand. Additionally, it was found that 83.6%
of the participants consumed 1-2 cups daily from the brand ‘Coffee of Promise’ revealing the

consumption patterns.

The Demographic analysis entails a nuanced understanding while offering insights into the
consumption patterns, age, gender, nationality, and district distribution among the consumers from
the brand "Coffee of Promise". Such information can be instrumental while tailoring specific marketing
strategies to address the diverse demographic segments. The research considered the demographic
profile of total 402 respondents through various key aspects like gender, concerned age group, and
population distribution within various districts. The majority of respondents were female (54%), while
the age group of 25-34 constituted the largest segment covering 52.5%. The Nepali nationals

dominated (86.3%), while a significant percentage of respondents were from Kathmandu (41.8%).
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The analysis further extended to incorporate the frequency of consumption, with 54.5% of the

respondents claiming daily consumption of the brand and 83.6% consuming about 1-2 cups daily.

The Mean and standard deviation analysis was essential to elucidate the variations in
consumer perceptions and emphasise the need for targeted strategies concerning the brand ‘Coffee
of Promise’. The Mean and standard deviation analysis showcases the perceptions of diverse
respondents regarding the variables like the 7Ps of marketing, service quality, and digital marketing
strategies. The interpretation of these variations allows the brand to apply tailored approaches for

each dimension, optimising the marketing efforts.

The results illustrated in Table 2 have identified the variations regarding the consumer

preferences across different dimensions.

ltems Min Mean Max SD

The 7Ps of Marketing:

MKD1 | Product: Satisfied with taste and quality of coffee at 'Coffee

of Promise'. 1 4.03 5 0.98

MKD2 | Price: Pricing of 'Coffee of Promise' products is value for

money. 1 3.80 5 1.00

MKD3 | Place: Ambiance and decor of the 'Coffee of Promise' outlets

you've visited. 1 3.90 5 0.96

MKD4 | Promotion: Effective promotional activities of 'Coffee of

Promise'. 1 3.67 5 1.04

MKD5 | People: Satisfied with the service provided by the staff at
'Coffee of Promise'. 1 3.92 5 0.94

MKD6 | Positioning: Brand image of 'Coffee of Promise' in the market. 1 3.78 5 0.94

MKD7 | Packaging: Packaging of 'Coffee of Promise' products. 1 3.75 5 1.02
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ltems Min Mean Max SD

Service Quality:

QUA1 | Tangibles: Physical appearance (cleanliness, decor, staff

uniform) of 'Coffee of Promise' outlets. 1 3.85 5 0.95

QUAZ2 | Reliability: Consistent experience across different visits to

'Coffee of Promise'. 1 3.83 5 0.95

QUA3 | Responsiveness: Staff at 'Coffee of Promise' address your

needs or concerns. 1 3.80 5 0.94

QUA4 | Assurance: Confidence in the knowledge and skills of the

'Coffee of Promise' staff. 1 3.79 5 0.94

QUAS5 | Empathy: 'Coffee of Promise' staff provides personalised

attention and care to customers. 1 3.74 5 0.96

Digital Marketing Strategies:

DMT1 | Awareness: 'Coffee of Promise' advertisements or promotions

on digital platforms. 1 3.40 5 0.92

DMT2 | Engagement: Digital content (videos, posts, blogs) of 'Coffee

of Promise'. 1 3.38 5 0.99

DMT3 | Influence: Digital marketing campaign from 'Coffee of

Promise' influenced decisions for visit or purchase. 1 3.29 5 0.95

While evaluating the 7Ps of marketing, "Product" has emerged with the highest mean score

of 4.03 which indicates high satisfaction among the consumers concerning the taste and quality of the

products of the brand ‘Coffee of Promise’. Inversely, “Promotion” has the lowest mean score of 3.67,

reflecting the opinions of the respondents regarding the effectiveness of promotional campaigns of

the brand.
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For the service quality dimensions, "Tangibles" received the highest mean of 3.85, implying
appreciation of the customers regarding the tangible elements like cleanliness and décor. While
“Empathy" had the lowest mean score at 3.74, indicating a need for personalised interactions and

customer centric approach for the brand.

In the context of the digital marketing strategies, "Awareness" had the highest mean score of
3.40, suggesting the success of marketing campaigns and the promotional initiatives in attracting
attention for brand exposure. However, the "Influence" aspect registered the lowest mean score of
3.29, suggesting a need for a more nuanced and tailored approach for further collaborations in future

to influence consumer decisions.

Multiple Linear Regression:

The Multiple linear regression analysis used in this research was employed to examine the
impact of individual independent variables like service quality, 7Ps of marketing, and the
incorporation of digital marketing strategies for enhancing customer satisfaction. The R2 value of the
model with a score of 0.751 indicated for a strong explanatory power of this model confirmed its
effectiveness. The Multicollinearity tests score of less than 10 (VIF < 10) ensures the absence of

issues relating to overlapping of variables.

The regression coefficients, the p-values, the beta values, and various other metrics provide
the crucial insights regarding the significance of individual factors in influencing the customer

perceptions. The statistical results have been illustrated in Table 3;
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Variables B SEB Sig. beta VIF
(Constant) 0.405 0.111 >0.01 4.02
The 7Ps of Marketing -0.147 0.040 >0.01 -0.020 2.34
Service Quality 0.314 0.054 >0.01 0.349 4.43
Digital Marketing 0.769 0.057 >0.01 0.859 6.31

Note: R*= .751, Adjusted R? =.749, *0<0.5, Dependent Variable = Customer Satisfaction

Hypothesis Testing: In hypothesis testing, the three key hypotheses (H1, H2, and H3)
identified by this research; related to customer satisfaction and the brand “Coffee of Promise” in

Nepal, were investigated.

® Firstly, H1, which entailed the significant impact of the 7Ps of marketing, was supported
through the statistical findings. The p-value of less than 0.05 at a 1% significance level,
followed by a corresponding beta value of -0.020 revealed the negative impact on
satisfaction in the absence of these marketing elements. The interpretation suggests the
need of a comprehensive approach towards the traditional marketing elements of 7P’s,
through improvements in product quality, strategic pricing, promotion, and the overall
customer satisfaction.

® Secondly, the H2 posits that service quality has a significant influence for creating positive
customer satisfaction, which was affirmed through statistical results indicating a proportional
relationship. The results reveal a p-value of less than 0.05 at a 1% significance level and a
corresponding beta value of 0.349. This emphasises on enhancement of service and their
quality improvements through the various investments in staff training, overall facility

improvement, and personalised approach in service.
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® Finally, H3 asserts the significance of digital marketing strategies for improved customer
satisfaction which was supported by statistics showing a strong positive relationship. The
findings reveal p-value less than 0.05 at a 1% significance level, with beta value of 0.859.
The interpretation also highlights the importance of strategic investments in digital marketing
and promotional campaigns, including nuanced approaches to social media channels,

content creation, and engagement strategies for brand exposure and awareness.

Although this research provides valuable insights, it suggests the future studies to
explore other additional dimensions, including the cultural influences, the environmental
sustainability, and the emerging contemporary trends present in the coffee industry. The
Longitudinal studies can be useful to track dynamics in consumer behaviour and preferences
over time which is subsequently essential for studying the complexities of the market landscape.
In conclusion, this research through its findings provides guidance for "Coffee of Promise" and
other brands for navigating the intricate landscape and to enhance customer satisfaction in
Nepal's competitive coffee market. This research also addresses the multifaceted dimensions
discovered in this study for long lasting customer retention and to ensure sustained success and

growth in the evolving market.

Conclusion:

This research has been designed to analyse the impact of independent variables including
the traditional 7Ps of marketing, the role of service quality, and the emergence of digital marketing
strategies for the purpose of customer perceptions and satisfaction in the context of the brand "Coffee
of Promise" in Nepal. The hierarchical order of the independent variables is essential for creating
operational and marketing strategies for the brand Coffee of Promise in Nepal. The result

demonstrated that digital marketing with the beta value of 0.859 had the highest impact followed by,
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the service quality with beta value of 0.349 and 7P’s of marketing with negative beta value of -0.020.
The findings of the study showcase the substantial relationship of each independent variable with
customer satisfaction through the beta values, where positive beta values reveal a proportional

relationship while the negative beta value signifies inverse association.

The goal of this comprehensive research is to understand and enhance the customer
satisfaction criteria regarding the brand "Coffee of Promise". The study considers factors like
customer choices, brand identity, metrics for customer satisfaction and the digital marketing
strategies employed by the brand. A specific emphasis has been provided on the criterion of service
quality through which the research strategies to expand target customers while providing specific
insights about the competitive market dynamics. The findings reveal that service quality plays a
crucial role while shaping customer perceptions and ensuring satisfaction. The overall prioritisation of
ambiance among the coffee outlets reveals the need for a holistic approach towards the café
environment. It has been determined that a satisfying customer experience is the first step toward

brand awareness and customer retention.

The paper suggests strategic adjustments concerning the customer-centric approach and
consistent quality to establish "Coffee of Promise" as a customer-friendly brand in Nepal's dynamic
coffee market. In the competitive landscape the brand “Coffee of Promise” should leverage both
conceptual and empirical research to grasp the preferences of the target demographic. The
assimilation of these into the brand's operational strategy has been envisioned for brand loyalty and

customer retention.

In conclusion, this research is a strategic roadmap for the brand "Coffee of Promise," while
emphasising on the independent variables like service quality, the traditional marketing mix, and
digital marketing to shape customer satisfaction. The research recommends an upgrade in the

service quality, adequate staff training, consistent service among all outlets, personalised and



NAARITAUNA 1 30 aUuN 1 uNTIAN - NQUIEIY 2567 158

customer-centric approach and improvement in the overall ambiance. The research presents
suggestions like use of proper technology, maintenance of certain regulatory standards and the
incorporation of customer feedback for operational efficiency and adaptation to contemporary trends

regarding the brand “Coffee of Promise”.
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Abstract

Due to the social distancing policy to reduce the spreading of COVID-19 and adopt the
change in customer behaviours, different industries had to utilize virtual assistants and Al-powered
conversational chatbots, for example, Fast-Moving Consumer Goods (FMCG), Insurance, and
Healthcare. Regarding advanced technology, the standard of Chatbot and customer expectations are
rapidly rising. This study focuses on the factors of chatbots that affect customer engagement which
emphasizes the healthcare business in Hong Kong by using qualitative analysis and quantitative

analysis to find out the factors of chatbots that will affect the customer engagement in healthcare
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business in Hong Kong. In this study, it is discovered that bot accuracy, response time, useful time,

privacy, customization and integration can be the factors that affect customer engagement.

Keywords: Customer Engagement, Chatbot, Unified Theory of Acceptance and Use of Technology 2,

Telemedicine

Introduction

In 2024, the implication of Chatbots has expanded to different levels. Regarding the Zendesk
Customer Experience Trends Report 2024 report, it has been discovered that 67% of business
leaders know that chatbots can enhance customer relationships (Zendesk, 2024). The development
of chatbots is not only for the user experience but also for healthcare, education and retail. Al is
expected to transform multi-channel contact centres in the future through various trends, such as
business automation, customer behaviour predictions, and improved experience (What Is the Future
of Chatbots? Top Chatbot Trends to Follow in 2024, 2024).

This study specifically analyzes the factors of Chatbot that can influence customer
engagement in the healthcare business, the reliability test, analyses of results, and hypothesis testing
to deliver a reliable insight into the factors of Chatbots that are influential to customer engagement in
the healthcare business in Hong Kong. For providing a comprehensive analysis, quantitative and
qualitative methodology will be conducted to have a better understanding of Chatbot development
and customer perception in Hong Kong.

This research holds importance for both business and academics as it examines the impact
of artificial intelligence, particularly chatbots, within the healthcare industry. In terms of business
value, comprehending customer expectations and the variables influencing customer interaction is

pivotal for the company to formulate marketing tactics and drive profitability. In terms of academics,
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this research contributes to the understanding of the restrictions of chatbots in the current stage and
recommendations to developers for designing chatbots. Besides, this research investigates the
impact of chatbots on decision-making and deepens students’ grasp of the intricacies of the

marketing mix.

The objectives of this study are:
® To explore the factors that affect customer engagement in the healthcare business in Hong
Kong.

® To generate guidelines for designing a chatbot for a healthcare business.

History of Chatbot

“ELIZA” is the first chatbot designed by Joseph Weizenbaum in 1966. “ELIZA” can transfer
the words that the users input to the computer and match them with the possible scripted responses
which impacts natural language processing and unnatural intelligence (Zeméik, 2019). Until now,
chatbot developers have designed Chatbots based on Weizenbaum’s model and pursue interactions
that mimic human behaviour. WeChat, one of the largest standalone messaging apps in China,
created a sophisticated chatbot in 2009 that marketers and employers can interact with customers
online by simply chatbots (Ina, 2023).

Another prominent chatbot will be Siri which was formed by Apple for 10S in 2010 and
Google Now by Google Inch in 2012. Siri uses a natural language Ul and acts as an intelligent
personal assistant and learning navigator. Siri can reply to text, audio, images, and video input by the
user and provide a productive interactive experience. Google Now can generate appropriate
information based on location and time of the day. However, due to the growth of Al designing

strategy and assertive approach, Google Now was replaced by Google Assistant in 2017 (Ina, 2023).
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The importance of customer engagement in the market

COVID-19 changed customer behaviour and the internet has become one of the main
sources of health information, for example, lifestyle advice, supplement advice, and treatment
recommendations.

Nowadays, businesses try to build relationships by engaging with customers in different
ways, for example, social media marketing, event marketing, and mobile application marketing. The
trust between the healthcare service providers and the patients or clients can be enhanced if
companies have loyalty relationships with them. Most of the engagement in the healthcare industry
will be follow-up care and details of treatment. Improving customer engagement can shorten

purchase cycles and improve the conversion rate.

Unified Theory of Acceptance and Use of Technology 2
Unified Theory of Acceptance and Use of Technology 2 is used to how technology alters
customer behaviours in terms of performance expectancy, effort expectancy, social influence,

facilitating conditions, hedonic motivation, price value, and habit.

1. Performance Expectancy
It is defined as the consideration of individuals about the usefulness of the technology and
utilize in different activities (Venkatesh et al., 2003; Waheed et al., 2015b). Also, it related to how users
can seek information with high efficiency and effectiveness by chatbot compared to traditional

methods.

2. Effort Expectancy
It is explained that the degree of convenience perceived while using technology. Effort
expectancy is also understood as perceived ease of use (Venkatesh et al., 2003)Using effort

expectancy to understand how people feel convenience and comfort when they utilize chatbots.
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3. Social Influence

Social influence refers to the extent to which individuals perceive that someone accepts the new
system. Fidani and Idrizi (2012) suggest that there is a significant relationship between social
influence and behavioural intention. It can be social integration, user reviews and ratings, and social

proof that affect people whether will utilize chatbots or not.

4. Facilitating condition
Facilitating conditions are defined as an individual's perception of how the existing organization

and technical infrastructure can support the utilization of technology. (Chan et al., 2010).

Conceptual Framework:

H1:Bot accuracy

H2:Response Time

H3:Useful Time Are those factors of Chatbot

affecting customer engagement in
H4:Privacy the Health Care business in Hong
Kong or not

HS5:Customisation

Hé6:Integration
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Hypothesis:

H1 assumes that bot accuracy of Chatbot influences customer engagement significantly in

the healthcare business in Hong Kong.

® H2 suggests that the response time of Chatbot affects customer engagement significantly in
the healthcare business in Hong Kong.

® H3 presumes that the useful time of Chatbot alters customer engagement significantly in the
healthcare business in Hong Kong.

® H4 posits that the bot privacy of Chatbot elevates customer engagement significantly in the
healthcare business in Hong Kong in terms of handling sensitive information.

® H5 asserts that the customization of Chatbot affects customer engagement significantly in
the healthcare business in Hong Kong.

® H6 proposes that the integration of Chatbot change customer engagement significantly in the
healthcare business in Hong Kong.

Methods:

The focus of the study is to explore the connection between factors of Chatbot and customer

engagement, specifically in the healthcare business in Hong Kong. The quantitative approach

includes in-depth insights from Hong Kong people with a dense population of 7,498,100 released by

the data of the Census and Statistics Department.

Taro Yamane's formula will be used to determine the sample size of approximately 400

respondents with about 95% confidence level. Apart from that, to ensure the validity of the

questionnaire, a validity test and reliability will be conducted.
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The primary data will be collected from a structured questionnaire and interview. The
distribution method is mainly online through social media and Facebook groups. The validity of the
research will be calculated by Item Objective Congruence (IOC) which includes three expert reviews
and the refinement of questions. The reliability of the question will be calculated by Cronbach’s Alpha
Method which is the measurement of internal consistency. In the questionnaire, descriptive analysis
will summarize the demographic features, including gender, age, and occupation. Pearson Chi-Test
and logistic regression will be used to explain the interrelationship between the independent variables
(bot accuracy, response time, useful time, privacy, customization, and integration) and the dependent
variable (customer engagement).

For qualitative analysis, the interview with chatbot service providers in Hong Kong which are
PRIZM Digital and Asiabot. The analysis method will be the comparison of clients' expectations
among different industries.

The major limitations of this study include the demographic which the respondents only
reflect the Hong Kong people’s perspective of using Chatbot in the healthcare business. To overcome

the constraint, the opinions of Chatbot service providers could increase reliability and validity.

Result and discussion:

The reliability test and validity test are fundamental to ensure the credibility of survey results.
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Table 1 Reliability testing
Reliability Statistics (Cronbach Alpha) - Bot Accuracy
Corrected Item-
Cronbach Alpha if | Cronbach
ltems Total Correlation
ltem Deleted | | all
ity
9. To what extent does the information
authenticity of Chatbot affect your trustfulness [0.526 0.689
of telemedicine?
10. To what extent do you find the Chatbot
accurately understands your queries or 0.526
requests?
Cronbach O (Standardized): 0.689[ ]
Reliability Statistics (Cronbach Alpha) - Response Time
Corrected Item-
Cronbach Alpha if | Cronbach
ltems Total Correlation
ltem Deleted ] all
(cite)l ]
11. To what extent does the response time of
the Chatbot affect your customer satisfaction  |0.580
during telemedicine?
12. To what extent does the response time of
the Chatbot influence your loyalty and 0.580 0.734

continued use of telemedicine?

Cronbach QL (Standardized): 0.734[ ]

Reliability Statistics (Cronbach Alpha) - Useful Time
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Corrected Item-
Cronbach Alpha if | Cronbach
ltems Total Correlation
ltem Deleted ] all
citc) L
1. Have you ever interacted with a Chatbot from 0.501
the healthcare business?
2. Do you know what telemedicine is? 0.501 - 0.666
Cronbach O (Standardized): 0.666
Reliability Statistics (Cronbach Alpha) - Bot Privacy
Corrected Item-
Cronbach Alpha if | Cronbach
ltems Total Correlation
ltem Deleted ! | all
citc) L
18. Do you think Chatbot should offer unique
personal services to your needs according to  |0.799 -
the data stored before?
19. Do you think the Chatbot should memorize
your information and everything it will you for ~ {0.799 - 0.888
the next chat?
Cronbach @ (Standardized): 0.888! ]
Reliability Statistics (Cronbach Alpha) - Integration
Corrected Item-
Cronbach Alpha if | Cronbach
ltems Total Correlation
ltem Deleted ] all
circ)L
13. To what extent does the integration of
Chatbot enhance your customer satisfaction ~ [0.565 0.696 0.758
during telemedicine?
14. To what extent does the integrated Chatbot
0.590 0.681

effectively address your needs and queries?




Q@ a o v a a
NAOAV1TAULNA i 30 AUUN 1 HNATIAN — JJZ]‘U’IEI‘IJ 2567 169
16. To what extent does the ability to provide
follow-up service of Chatbot affect customer ~ |0.548 0.705
satisfaction?
17. To what extent does the functionality of
Chatbot affect the customer satisfaction during [0.517 0.721
telemedicine?
Cronbach Q (Standardized): 0.758[ |
Reliability Statistics (Cronbach Alpha)- Customization
Corrected Item-
Cronbach Alpha if | Cronbach
ltems Total Correlation
Item Deleted all
circ) L
18. Do you think Chatbot should offer unique
personal services to your needs according to  |0.555 - 0.714
the data that was stored before?
19. Do you think the Chatbot should memorize
0.555 -

your information and everything it will you for

the next chat?

Cronbach Q@ (Standardized): 0.714[_

For the measurement of bot accuracy, response time, useful time, bot accuracy, integration

and customization, the reliability coefficient value is 0.689, 0.734, 0.666, 0.888, 0.758 and 0.714

accordingly which means the reliability quality of all measurements is valid. Moreover, the CITC value

greater than 0.4 which means there is a correlation between the analysis items and the level of

reliability is good.

The Demographic analysis presents

the demographic characteristics of the 400

respondents. The analysis reveals that most respondents were male (73.75%), aged between 36 and
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45 (43.25%), and employed (75.75%). Furthermore, a significant portion of respondents reported
spending between $1001 and $2000 (34.75%) on healthcare per month. Additionally, a large
proportion of respondents had interacted with chatbots from the healthcare sector (77.75%) and
possessed knowledge of telemedicine (62.5%). These findings indicate that the use of chatbots in the
healthcare industry in Hong Kong is widespread. The most frequently used chatbot function is
booking services with clinics/hospitals (33.96%). This is followed by medical information seeking
(21.7%), consultation (17.92%), and follow-up services (13.21%). Online shopping (8.49%) and other
functions (4.72%) were less commonly used. These findings underscore the importance of

maintaining the stability of chatbot functions related to booking services and information seeking.

Table 2 Pearson Chi-Square Tests

Value df Asymptotic Significance (2-sided)
Bot Accuracy 19.453° 4 <.001
Response Time 29.844° 3 <.001
Useful Time 14.106° 4 0.007
Privacy 17.759° 4 0.001
Customization 21.874° 4 <.001

Integration 27.663° 4 <.001
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Table 3 Logistic Regression Model

Variables in the Equation

95% C.l.for EXP(B)

B S.E. Wald df  Sig. Exp(B) Lower Upper

Bot Accuracy 110 198 4.309 1 .038 1.116 757 1.646
Response Time .641 .205 9.784 1 .002 1.898 1.270 2.837
Useful Time .182 194 3.879 1 .049 1.200 .820 1.755
Privacy 132 .205 4.416 1 .036 1.141 764 1.705
Customization 128 .193 4.440 1 .035 1.137 778 1.661
Integration .387 .207 5.492 1 .034 1.473 .981 2.209
Constant 1.119 503 4953 1 .026 3.061

a. Variable(s) entered in step 1: Bot Accuracy, Response Time, Useful Time, Privacy,
Customization, and Integration
Furthermore, in terms of bot accuracy, response time, useful time, privacy, customization and

integration, the interview perspective of PRIZM Digital and AsiaBot highlighted the diverse applications
of Chatbots across different industries and underscored the importance of tailoring Chatbot solutions
to meet the unique needs and objectives of each client. This approach ensures that Chatbots are
effectively utilized to address specific challenges and deliver tangible benefits to businesses and
their customers alike.

(H1): The coefficient of 0.110 with a significance level of 0.038 indicates that as bot accuracy
increases by one unit, the odds of the dependent variable occurring increase by a factor of 1.116.
The confidence interval ranges from 0.757 to 1.646, excluding 1, suggesting a statistically significant
impact. It shows that bot accuracy can be one of the factors that encourage customer engagement of

Chatbot in the healthcare business in Hong Kong.
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(H2)  This predictor has a coefficient of 0.641 and a p-value of 0.002, this variable
significantly increases the odds of the dependent event by a factor of 1.898 for each unit increase.
The confidence interval (1.270 to 2.837) further supports its strong influence on the outcome. This
emphasizes response time can be one of the factors that encourage customer engagement of
Chatbot in the healthcare business in Hong Kong.

(H3) With a coefficient of 0.182, a significance level of 0.049, and an odds ratio of 1.200. Its
effect is statistically significant at the margin, implying that longer useful time slightly increases the
likelihood of the dependent event. The confidence interval (0.820 to 1.755) reinforces this
interpretation. It shows useful time is one of the favourable factors that encourage customer
engagement of Chatbot in the healthcare business in Hong Kong since the bias on artificial
intelligence and habits of Hong Kong people.

(H4) With a coefficient of 0.132 and a p-value of 0.036. With a significant level of p<0.05,
privacy slightly increases the odds of the outcome by a factor of 1.141 for each unit increase. The
confidence interval (0.764 to 1.705) indicates a statistically significant but modest effect. This
highlighted bot privacy can be one of the factors that encourage customer engagement of Chatbot in
the healthcare business in Hong Kong.

(H5) The positive coefficient of 0.128 and a significance level of 0.035 suggest that
improvements in privacy are associated with a slight increase in the likelihood of the dependent event
(odds ratio = 1.137). The confidence interval (0.778 to 1.661) confirms its significant role. The result
shows customization can influence the degree of customer engagement while users interact with
Chatbot.

(H6) This variable shows a significant positive effect with a coefficient of 0.387 and a p-value
of 0.034. These findings suggest integration can be one factor that encourages customer

engagement of Chatbot in the healthcare business in Hong Kong.
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13. In what extent the integration of Chatbot enhances your custemer satisfaction during 9.In what extent the information authenticity of Chatbot affect your customer satisfaction during

telemedicine?
311 responses

telemedicine?
311 responses

@ To a very large extent
@ To alargs extent
Ta some extent
@ Tolittle extent
@ Tono extent

According to the questionnaire, it reflects the integration and information authenticity of
chatbot affect customer satisfaction during telemedicine. Therefore, chatbot developers should make

more adjustments to the information authenticity and integration of chatbots.

Based on the interview with the Chatbot service providers, PRIZM Digital and AsiaBots, there
are slight differences in point of view between these two chatbot service providers. The most
significant difference between the two providers will be the useful time. Due to the target
audiences of the two providers being different, the expectations and practices of the
customer are different. The customers of PRIZM are mainly related to FMCG and the
clients of AsiaBots are patients. As a result, the customers of PRIZM will be actively
engaged with the chatbot but the patients of AsiaBots will have more consideration
during the use chatbot. Apart from that, it is discovered that social norms will affect the
customers on usage of Chatbot which also validates the social influence in the Unified

Theory of Acceptance and Use of Technology 2.
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Conclusion:

In conclusion, the findings show that there are improvements needed in
healthcare providers and chatbot developers. For healthcare providers, this study shows
how chatbots can overcome the insufficient manpower of hospitals and increase
customer satisfaction by improving customer engagement. For the chatbot developers, it
is necessary to be concerned about the design of the chatbot, for example,
customization and integration with a different platform to synchronize with other platforms

to increase coverage.

The purpose of this research is to investigate which factors are influential to
customer engagement of Chatbot which emphasize utilized chatbot in healthcare
business in Hong Kong. This research also reveals that there is a lot of preparation
involved in promoting the application of Chatbots in the healthcare business, no matter

whether the target is the user, company or government.
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