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Abstract
This study aims to identify the factors influencing

the impact of using chatbots and Al in service

delivery on customer satisfaction in Bangkok, Thailand.
The sample consisted of 407 individuals aged 18
and over who had used restaurant services and
experienced chatbot and Al-based service delivery in
Bangkok. The majority of respondents were women
aged 21-40 years with a bachelor’s degree, totaling 195
individuals. Multiple regression analysis revealed that
responsiveness expectation had the highest impact
on customer satisfaction in Bangkok (B = .859, p <
0.05), followed by perceived ease of use (B = .568, p
< 0.05), perceived trust (B = .606, p < 0.05), and per-
ceived usefulness (B = .180, p < 0.05). These findings
support the hypothesis that responsiveness expectation,
perceived ease of use, perceived trust, and perceived
usefulness positively influence customer satisfaction
when using chatbots and Al in service delivery within

the restaurant industry in Bangkok.

Keyword: Chatbot, Artificial Intelligence, Customer
Satisfaction, Bangkok, Thailand
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Abstract:

Thailand is struggling to escape the middle-income
trap within 2037 as set forth in the National Strategy
(for the Year 2018 - 2037). As the innovation is both
animperative basis and arapidly driven factor of acountry’s
development, especially in the area of economic
development, the “Eastern Economic Corridor of
Innovation (EECi)” has been established with the aims
for research and development of innovation in Thailand.
Itis envisaged that the EECi will help upgrade technology
and promote the utilization of advanced technology
of entrepreneurs to create innovation in order to add
value to Thai products and consequently increase
export value. This study employs a documentary research
methodology to dissect the missions, development
plans, and strategies of the EECi of Thailand. In addition,
case studies of the special zones for science, technology,
and innovation in the developed countries, such as
Germany, Taiwan, and South Korea are criticall

explored and analyzed to determine whether there
are common key success factors for the special zones

entailing the innovation fostering.
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1. Introduction

Over the past decades, Thailand’s economic
development takes advantage of existing
fundamentals, including labour, natural resources,
importing technology from other countries rather
than accumulating knowledge to develop its own
technology. Consequently, most share of value-added
technology falls to the countries that own the
technology. Therefore, in order to increase the country’s
competency and competitiveness, Thailand needs
to put more investment in research and development.
Itis also necessary to adapt and learn to focus on technol-
ogy and innovation to sustain its economic development
and be competitive at the global level.

According to Strategy No. 8 of the Twelfth
National Economicand Social Development Plan regarding
the development of science, technology, research, and
innovation in the next phase, it is essential to adjust
the development model to focus on the collaboration
between government and private sectors to invest in
research and innovation by determining the national
research agendas that help improving potential and
productivity of agricultural, manufacturing, and services
sectors. Moreover, an intensive effort on the expansion
of the existing markets through innovative products
and services is vitally required. Then, Thailand will not

merely be an importer and a user of technology from



abroad but will be able to develop its own technology
in the future.

Section 65 of the Constitution of the Kingdom
of Thailand has stipulated that the government should
determine the National Strategy as a goal for sustainable
development of the country adopting good governance.
The National Strategy is a framework for devising
various coherent plans to be a driving force to achieve
the predetermined goal. The National Strategy Act B.E.
2560 (2017 C.E.) has been enacted and it specified
that there must be a National Strategy Committee
(NSC) mandated to formulate the National Strategy
(for the Year 2018 - 2037). The objective of the National
Strategy is to enable Thailand to advance its development
to achieve its vision that Thailand is stable,
prosperous, and sustainable, as a developed country
through the exploitation of science, technology, research,
andinnovationinaccordance with the sufficiency economy
philosophy of His Majesty King Bhumibol Adulyadej
the Great.

Therefore, to transform the country into
an innovative society and prepare to advance into
a high-income countryinthe future, itisimperative to utilize
scientific knowledge, research and development (R&D),
advanced technology, innovation and creativity in all
sectors, including governmentand civil society. The country
needs to pay attention to the enhancement of favourable
environment and infrastructure, including investment
in research and development (R&D), development
of researchers, scientific and technological infrastructure
and management that can help driving the country’s
development towards the aforementioned goal.

The development approaches of most
developing countries have a similar pattern based on

the advantage of the low cost of labour and basic raw

material, large domestic demand, and tax incentives.
These factors can evidently attract foreign investment
and upgrade the country tobe aproduction base forexport.
Therefore, these countries are highly dependent on foreign
countries, both for trade and investment. Having
determined the National Strategy, Thailand aims to
develop advance and sustain the economic growth
in the next decade by focusing on the development
of the industry with advanced technology and
innovation, which can create more value than
the existing ones. Thus, this is the origin for the
development of “Eastern Economic Corridor of
Innovation (EECi)” that can assist the country to
upgrade the current industries and transform into new
industries. Furthermore, the EECi is expected to help
in upgrading technology and promoting the utilization
of advanced technology of entrepreneurs to create
innovation in order to add value to Thai products and
consequently increase export value (NSTDA, 2017a).

At present, Thailand has been experiencing
sluggish economic growth for the past decade.
Therefore, the production of products and services of the
country should be upgraded to a higher level to improve
economic growth. Thailand is placed in Upper
Middle-Income economies according to the World Bank
classifications. Given the present production process
and the technological level, it would take a lengthy
period to escape from the Middle-Income Trap to advance
to High-Income economies.

This study employs a documentary research
methodology based on pertinent academic documents
available in Thailand and other countries, e.g. articles
from various journals, theses, researches, newspapers,
meeting minutes, etc. in both Thai and foreign languages,

as well as cabinet resolutions, government policies,



the Constitution of the Kinedom of Thailand, The National
Strategy Act B.E. 2560 (2017 C.E.), National Strategy
(for the Year 2018 - 2037), especially National Strategy
on Competitiveness Enhancement, National Strate-
gy on Public Sector Rebalancing and Development,
National Strategy on Developing and Strengthening
Human Capital, and National Strategy on Social
Cohesion and Equity. The objective of this paper is
to provide the recommendations for the formulation
of policies and strategies regarding the fostering
of innovation as well as the recommendations

for driving and implementing such policies.

2. Review of special zone for Science, Technology,
and Innovation

The success of several countries in term
of industry development is ensued from the
establishmentof a special zone for science, technology,
and innovation to promote research and development.
Moreover, the special zone for science, technology,
and innovation can help in multiplying technology
and innovation to other entrepreneurs and industries
in the country. The examples of the establishment of
a special zone for science, technology, and innovation

are as follows.

A. Germany - Berlin Adlershof Science City

Berlin Adlershof Science City is the special zone
integrating science and business. The area has been
designed and planned in the form of science and
technology cluster of universities, research institutes,
and companies utilizing advanced technology, as well
as the advanced infrastructure system. There are 1,189
businesses with total employment of 23,500 people

in the area around 4.2 square kilometres. Berlin

@ Luvorsson wweowa | 21
Adlershof Science City could generate annual revenues
approximately 2 billion Euro or around 2.24 billion
USD in which are mainly from the science and
technology park and commercial businesses and
services (Adlershof, 2020).

Berlin Adlershof Science City is an outstanding
example of spatial economic policy in the form of
the science and technology park so as to develop
innovative companies and competitive clusters
(Kukle, 2015). The establishment of a new science
and technology centre like Berlin Adlershof Science
City could help in creating new jobs, especially
in the local region. The promotion of small
and medium enterprises of Berlin Adlershof
Science City through various packages of aid and
assistance could help in promoting SMEs in the

local area (Moulaert, Rodriguez, & Swyngedouw, 2003).

B. Taiwan - Hsinchu Science Park

Hsinchu Science Park is the first science park in
Taiwan. The main objective is to enhance the technological
capability of the industrial sector with technology
and human resources from other countries using the
knowledge transfer mechanism to the industrial sector
as the foundation of advanced technology industry
in Taiwan. Hsinchu Science Park is an integration of
industrial estates with science in the area of 6.5 square
kilometres that can be labelled as research estates. There
are approximately 513 companies within the area of
Hsinchu Science Park that could generate total annual
revenue more than 1.09 trillion TWD or 37 billion USD with
the employment of more than 152,000 people (Hsinchu
Science Park, 2020).

The development of Hsinchu Science Park can

be viewed as the development of high technology
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benchmark in Taiwan with an outstanding global
reputation. It is the first science park model in Taiwan that
could help in stimulating research and development
and investment for innovation. Therefore, Hsinchu
Science Park can be the model for the high technology
development plan (Lee & Yang, 2000). Moreover,
the various promotion and motivation of Hsinchu
Science Park can attract more than 4,000 Taiwanese
specialists around the world to return to set up their
own businesses in Taiwan (International Business

Publication, 2016).

C. South Korea - Daedeok Innopolis

Daedeok Innopolis which is formerly known
as Daedeok Science Town is a science city designated as
a centre for research and development in the area of
67.4 square kilometres. There are more than 1,763
companies in Daedeok Innopolis that could create
employment more than 69,000 people with total annual
revenue of 4.46 billion USD. There are 1,974 technology
transfer projects and can generate total technology
transfer fees of approximately 72.74 billion USD
(Innopolis Foundation, 2020).

Daedeok Innopolis can be considered to be
an initial example of the development for a planned
technology-based area following the success of
unplanned technology-based area like Silicon Valley.
An additional reason behind this development is
the intention of the policymakers who would like to
relocate the research and development cluster out of
the crowded capital and try to attract entrepreneurs,
businesses, and researchers to shuffle accordingly
(Hassink & Berg, 2014).

Another example of the special zone in
South Korea is Songdo International Business District.
Songdo has been used as the experimental city for
the prototype community in which all information is
linked to the same network by the internet, such as
water supply, electricity, telephone, traffic, etc. It is also
designed under the concept of sustainable development,
energy efficiency in buildings, infrastructure and
open spaces design, and residences that are safe and
environmentally friendly for all livings (Canonico et al.,
2015; Rugkhapan & Murray, 2019)

The key information of special zones for
science, technology, and innovation can be summarized

as in Table I.

TABLE I: Comparison of Special Zones for Science, Technology, and Innovation

Adlershof Science City

Hsinchu Science Park

Daedeok Innopolis

Size 4.2 sq.km. 6.5 sq.km. 67.4 sq.km.

Revenue 2.24 billion USD 37 billion USD 4.46 billion USD

Employment 23,500 people 150,000 people 69,000 people

Objective To be the area integrating science and To upgrade the technological capability of ~ To be the center of technological

business that can bring science and

innovation to industry and market, as well
as attract new companies with innovation
and creativity to create new technology or

innovation in the area.

the industrial sector with technology and
personnel from abroad through the
knowledge transfer to the industry

innovation, the global hub of advanced

integrated industrial technologies

Target industries - Photonics and Optics

- Renewable Energies and Photovoltaics
- Microsystems and Materials,

-IT and Media

- Biotechnology and Environment.

- Integrated circuits

- Optoelectronics

- Computers & peripherals
- Telecommunications

- Precision

- IT convergence
- Biomedical
- Nano convergence

- Precision machinery




3. Development of Eastern Economic Corridor of
Innovation
A. Establishment

Eastern Economic Corridor of Innovation (EECi)
has been established with the objectives for research
and development of smart technology and innovation
in Thailand. This smart technology is developed by
the utilization of agricultural bases and biodiversity,
including biotechnology and geoinformatics for target
industries as well as the linkage between the industrial
sectorsin Thailand and the global market through the use of
intelligent technology throughout the supply chain
(End-to-End Intelligent Supply Chain).

The establishment of Eastern Economic Corridor
of Innovation (EECi) is expected to help in elevating
the country’s economy, promoting the Eastern Economic
Corridor as the centre of trade and investment in
intelligent technology, as well as promoting start-up
businesses concerning intelligent technology and
innovation.This development will be the foundation to
support the growth of the Eastern Economic Corridor
in the future by linking the research and development
of technology and innovation in the country with
other countries in order to create an innovative society
of the country to support the demand of advanced
technology in the form of Triple Helix and extended
Quadruple Helix with the public contribution to drive
Thailand towards an innovation country.

The mission of the Eastern Economic Corridor of
Innovation (EECi) as the centre for research and innovation
development in every sector and the assemble of
infrastructure to support the commercialization of
research or Translational Research Infrastructure as
well as the centre for national quality testing and
standardization or National Quality Infrastructure.

Moreover, it is the centre to transfer technology,
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either from domestic or foreign sources, to industrial
sectors through technology demonstration, licensing, and
other appropriate mechanisms and the centre for
science, technology, and innovation workforce
development to support the industry restructuring
in Thailand. It is also the source of the innovation
cluster development to support the target
industry of the country by connecting innovation
producers with users both within and across the
supply chain from both domestic and abroad
adopting diverse mechanisms. Finally, it promotes start-up
businesses to strengthen service providers in technology
and innovation to support the growth of the Eastern
Economic Corridor in the future (NSTDA, 2017a).

The Ministry of Science and Technology of
Thailand has stipulated that the Eastern Economic
Corridor of Innovation (EECi) is a hub for carrying out
economic activities through research and development
(R&D) by researchers, research activities, and innovation
of research organizations from private sectors,
government agencies, and higher education institutions.
There are public and private research laboratories,
prototype factories, field test zones, technology
demonstration zones, and top testing centres. Moreover,
itassemblesall supporting activities related toresearchand
development (R&D), innovation, and start-up businesses
using technology business incubation. Last but not
least, it provides all relevant services and facilities,
including the development and management of public
utility system and other facilities.

Zhao, Song, and Li (2018) has concluded that the
Innovation was the major rapid driven factor for both
supply and demand capacity observed by many areas in
China. Thus, “Eastern Economic Corridor of Innovation
(EECI)” is the special zone that has been intelligently

designed and managed through the development and



integration of infrastructure, institutional, scientific,
technological, educational, and social resources.
Moreover, it has provided value-added services that

can lead to sustainable economic development.

B. Development Plan

The development plan of the Eastern Economic
Corridor of Innovation (EECi) is divided into 4 phases
and each phase spans over 5 years; so that it is
consistent with the 20-year strategic plan of the country.
Ineach phase, the implementation of the operation
plans incorporates the neighbouring communities as
one of the key stakeholders and resource providers
so that the communities will be stable, prosperous,
and sustainable (NSTDA, 2017a).

The first phase is under the theme “Strengthening
Existing Industries” focusing on the utilization of science,
technology, and innovation (STI) to solve problems and
strengthen existing industries, coupled with preparation
of infrastructure and human resources for science,
technology, and innovation. There will be the technology
transfer from both domestic and foreign experts, testing
and certification services. In addition, diverse government
support mechanisms will be employed to motivate
entrepreneurs to adopt science, technology, and innovation
in improving production capability. The output from
various research should be developed for commercialization
(Translational Research Infrastructure). Furthermore,
there will be an acceleration in the development of the
Centre of Excellence in the target field by collaborating
with foreign research institutes or universities as well as
the development of manpower at all levels to support
the development in the next phase. The zoning master
plan for the Eastern Economic Corridor of Innovation
needs to be determined to ensure a suitable environment

and infrastructure that can support all relevant parties.

The second phase is under the theme
“Modermn Industries Focusing on Research and Development”
concentrating on the improvement of capability for
innovation to add more value to products and services.
The investment will be expanded as a result of a higher
level of testing and certification services by private
sectors, coupled with the investment by government and
collaboration with industries to determine industrial
standards that are suitable for the environment of
Thailand and ASEAN. This will help in raising the quality
of Thai products in the world market. The infrastructure
and environment are developed to facilitate the
high-level testing of new products and services, promote
system integrators and innovation service providers,
and to support the transfer of technology to system
integrators and innovation service providers to meet the
needs of the industry. There will be a mechanism to connect
government scholarship students studying abroad
with the industrial sector to add new knowledge and
knowhow into the industrial sector in Thailand.
Moreover, the development of vocational education
institutions will be promoted and supported to supply
capable manpower that meets the demand of the
industry.

The third phase is under the theme “Advancement
of Thai Products and Innovation”. The government will
focus on the industry clustering to facilitate and accelerate
the development process of product and service to
meet the pace of global competition. Moreover, there
will be additional investments in the infrastructure for
product design and industrial design. The private sector
will also participate in the development of technological
infrastructure through Triple Helix mechanisms
(Government, Industry, and Academia).

The fourth phase is under the theme “Prosperous

Thai Economy with Strong Innovation”. In this phase,



most industries will utilize advanced technology
without depending on foreign technology. Thailand
will start investing in advanced products in other
countries and exporting automatic tools and
machines.The research works will be collaboratively
produced by government, universities, industry, and
society or community (Quadruple Helix). The community
will earn benefits from the existence of industry whereas
the industry can create value-added to the country

with environmental awareness.

C. Key Success Indicators

In accordance with the EECi Development
Master Plan (NSTDA, 2017a), the key success factors of the
project are innovation ecosystem, leading public and
private research institutes, the number of knowledge
workers, facilities and infrastructure including
transportation system, and the continuity of the
government policy.

In term of the indicators for an innovation
ecosystem, the economic and social impact from the
output of science, technology, and innovation in Eastern
Economic Corridor of Innovation should be considered.
To promote the innovation ecosystem, there should be
a collaboration amongst all related parties. Therefore,
an additional indicator can be the proportion of the
number of collaborative projects to a total number
of projects. Other indicators include total investment
amount, number of employments, and number of
individuals carrying out activities about science,
technology, and innovation in the area.

In term of the indicators for the improvement
of the use of science, technology, and innovation including
the economic and social impact from the services and
supporting mechanisms of Eastern Economic Corridor
of Innovation. It can be measured by the number of

workforces who have been developed for future industry,
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the number of service providers for science, technology,
and innovation (STI service providers) and system
integrators, the number of start-up businesses,
as well as the number of local entrepreneurs
or communities that gain benefits from this
mechanism. In additions, there needs to be the
monitoring and evaluation of the overall strategy
in order to identify its efficiency and effectiveness,

as well as possible problems and obstacles.

4. Discussion and recommendation
A. Key Performance Indicator

The previous study documented the role of
Science, Technology, and Innovation Zone which
played a crucial role in term of investment in R&D and
innovation and ultimately it would drive the
economy of the country (Kohl & Hashemi,
2011; Lamperti, Mavilia, & Castellini, 2017). To
formulate the plan with proper milestones for the
development of the Eastern Economic Corridor of
Innovation (EECi), the suitable and accurate key
performance indicators should be carefully defined.
The indicators and corresponding targets should be
flexible, suitable, and able to adjust in accordance
with the dynamic world situation or the changing
condition of the country due to the government policy.
The indicators should also be reviewed and
adjusted to be consistent with the context for
both national and global level, including economy,
society, environment, technology, and government
policy. Currently, the indicators specified in the
Development Master Plan are determined in
term of both efficiency indicators (Output) and
effectiveness indicators (Outcome). The comparison
of efficiency or output indicators of EECi and
other science, technology, and innovation zones

are shown in Table II.
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TABLE II: Comparison of Output Indicators

EECi Thailand

Adlershof Science City

Daedeok Innopolis

- Total Investment in science, technology, and

innovation

-Total Investment in science, technology, and

innovation

- Total Investment in science, technology, and

innovation

- Number of collaboration projects in science,
technology, and innovation compared to total

number of projects

- Number of collaborative research projects and

supporting funds

- Number of workforces in science, technology, and

innovation

- Number of employments

- Number of employments

- Number of participants in science, technology, and

innovation projects

- Number of research institutes, universities, and
companies utilizing science, technology, and

innovation

- Number of research institutes, universities,
companies, start-up companies, and incubated
companies utilizing science, technology, and

innovation

- Supporting fund from the private sector

- Economic and Social Impact from science,

technology, and innovation projects

- local tax collection
- Revenue of companies

- Revenue from rent and service fees.

- Revenue from technology licensing and intellectu:

property
- Revenue of companies.

- Number of companies listed in KOSDAQ

Comparing EECiwith other of science, technology,
and innovation zones, all have emphasized on the
amount of investment in science, technology, and
innovation, the number of employments, and the
number of participants in the zone. For EECi, there is
a specific indicator about the number of collaborative
projects similar to Adlershof Science City whereas
Daedeok Innopolis has focused on the amount of
supporting fund from the private sector instead. In term
of impact, EECi has specified in general term as the
economic and social impact from science, technology,
and innovation projects whereas other zones have
specified those indicators clearly. Adlershof Science
City has indicated in term of local tax collection,
revenues of companies, and revenues from rent and
service fees. Daedeok Innopolis has indicated in term of
revenues from technology licensing and intellectual
property, revenues of companies, and the number of

companies listed in KOSDAQ.

B. Critical Success Factors
Having critically explored the attributes of the special
zone for science, technology, and innovation overseas,

the critical success factors of fostering innovation

through Eastern Economic Corridor of Innovation (EECi)
in Thailand can deduced into the followings,

1) Implantation of an innovation DNA into
research institutes, universities, companies, start-up
companies, and incubated companies located in the
EECi through robust reinforcement from government
agencies.

2) Collaborative networking with the successful
special zone for science, technology, and innovation
worldwide.

3) Efficient and well-functioning labor market
for knowledge human resources.

4) Appealing residential ecosystem for knowledge
human resources.

If the aforementioned factors are implemented
adequately and efficiently, the chance of successful

innovation fostering would multiply.

C. Driving and Implementing Recommendations
To ensure that the development of the Eastern
Economic Corridor for Innovation Project (EECi) is
continuous and consistent with the national strategy, which
is reviewed and updated every five years, there should

be the efficiency indicators (Output) that can be



evaluated every five years in all four phases. The project
should be monitored, evaluated, and reviewed in term of
the progress of the project. In addition, there should be
qualitative indicators together with quantitative
indicators so that the performance can be precisely
evaluated, and the revision must be undertaken
accordingly and promptly if the project underperforms.

Besides innovation development, the infrastructureis
also crucial to attract people to live in the special
zones. Bellgardt et al. (2014) focused their study on
residential development in Adlershof Science and
Technology Park and revealed that the important
factors attracting people to work and live in the
locality of the science & technology park are the
infrastructure in term of transportation, energy
efficiency plan, recreational spaces, etc. Therefore,
the establishment of EECi in Thailand has been
implemented parallelly with the establishment of
Eastern Economic Corridor (EEC). This can ensure the
readiness of infrastructure that helps attracting parties
including investors, entrepreneurs, professors, and
researchers to work and live in the area of EECi.

Moreover, Park and Lee (2015) have conducted
a study concerning government policy literacy and the
attitude towards government policies related to
innovation. They discovered that higher level of policy
literacy leading to higher support, especially for a civil
servant group. Therefore, the policy coommunication and
understanding of the government policy are critical
success factor leading to the success of government
innovation policies.

In term of the legal environment, the
innovation-friendly regulations should allow innovators
or entrepreneurs to have sufficient flexibility for
experiments. Therefore, the regulatory environment

should be in the form of innovation-friendly that

27

is flexible and helps supporting innovation (Ranchordas,
2015). The lawmakers should consider removing
unnecessary regulations that can be an obstacle for
innovation and updating related regulations by balancing

between regulating and supporting the innovation.
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Abstract
This research is a quantitative research by the
sample people who have used the Spay Later loan service

with ages between from 20 years are the sample

used to collect 400 questionnaires by chose to
distribute online questionnaires as a tool for collecting
data. And analyzed by descriptive statistics, inferential
statistics include Confirmatory Factor Analysis (CFA)
and Structural Equation Modeling (SEM). The findings
reveal that the factors of “Perceived Ease of Use”
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Intention”. The result of this research can be used as
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U 2,466,280 AU (FrTinuadifuviand, 2564) lneridy
18l nsmuinsuinresnguiegianuiseluaded
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Lﬁmwummgm (Standard Deviation) nN153tA318%
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i udwu 415 au lagldadmganssaun wasadids
a1 lngyMsineieadUsenaudiednsa (EFA) wagld
gaRNITIATIZIANINARNRENYIAN Nan1sANYINUT Tade
fiamarenadontossuumeniniudmivssinuens
lown Yademunszurunsliuinig muamnnwaga1uU)
Wefte sundnfe fuseuazauaisalunsiou
Jieudeya Tasannsnyunenindendessuunenthii
IaognslidudAgynieeadia wazau1saeduisaunUsusu
fSovay 20.8 (R2adj = 0.208)

Abstract

This independent study examined factors affecting
point-of-sale (POS) system purchasing selections
to restaurant businesses. Quantitative research was
done with data collected by online questionnaire. 415
samples people were consumers and users of POS
systems. Data was analyzed by descriptive statistics
for mean, percentage, and standard deviation as well
as inferential statistics. Exploratory factor analysis (EFA)
was performed and multiple regression analysis (MRA)
done. Results were that factors affecting selection of a
POS system for the restaurant business, included service
process, quality and reliability, product, pricing, and data
comparability. Predictability of choice of POS system

purchase was statistically significant, potentially accounting

for a variance of 20.8% (R2adj = 0.208).
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szuveauladnnvauwazdudeu, n1sdanisingiunsaa
nnvidukazgavne R uuesWar oML LT ua
lienansavaeuld waznisasudeyansdyiindeiianaie
faifu Feduduitfuszneunmsueadesiuneluladn
Pgudmssunumsiniiung uasiisdeamsluailunslyi
Uimaiileiirfengugndnlsvainvans
SPUUTIEtIEdIEANAAINGA i \Duszuui
Tfunussiawemslagions defide seuvnienthi
(Point of Sales System) ﬁﬁﬂyjﬁwumﬁﬂﬁﬁwmu GH
sTUUMSUIEIIANATaYani1a 9 n13dan1singiunags
NISATLINAUY LY THAALIIY Sunladinsounay

Usuihud A lilanaun eantam wey duszeznaily
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£
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oA Mewauszuuldnmelussdng (In-house development)
W18953n99zlAsEULNAsIiUAINABINIG UiTTULLLAY
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o - I3 v v
nMeuenimunszuuiieliluesng lngszuuiilatuazgn
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110 ek usuantasu audey tawn Ocha POS, Online
Niceloop, Sunmi, Wongnai POS Dudy
91N NAUILLIINI TEUUNITVEUTNTuilAY
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2. noufiiiieades
2.1 53UUeRIN31U (Point of Sales System)
FEUUVINTIY U19INANNISING I Point of
Sales System w¥ofiaulutiagiusinGeniuin ssuu POS
Huszuuitedmiunisdanmsnsuedmsusug Tnons
ﬁwqwu%aaﬁzuuﬁgﬂﬁwmmmﬂLﬂ%laqﬁ’uﬁﬂﬁuaﬂ (Cash
Register) fidnwasinilouniesdnavfidawialvg duti
Fravdeaay 1-9 fawnsadarmuaauiieldfntules

nsrawenu1eTeiuld Ingszuu POS lagnimunlaenis

‘LdIUiLm'imLaziwwmG]Lﬁu%u ulidngninlunisgua
LazUSMnsAanssufiiiendesdaud sz uunisunendndy
USIUURITEUUNITIANITNAIS Y Lﬁdﬁéﬂizﬂaumﬁ
waggldianuazaInlusumRIE T UUAY

Tngszuy POS 9avdndegnAniuiviniunie
wiees Tasanunsaifeusefugunsaidulddn
\n3osaunuiuesudldn tnlesiuiluiade audnifuity
Judu dledsrenisviseenly szuvaznisinaion
Audiud ilrausnsedsiimaesmanluiudl saluds
NN5IANITIVEEUAT NITESIIUNSLANEUAT WAZAISIANIS

YA WU N15IAN1TRNNY Veyarasdunn Jeyagn

atadum udyd seuvanndn Wudu (POSPOS, 2561)

2.2 ngufuszaunsalvasldeu (User Experience)
Gualtieri (2009 9191y fAnAsy unAm, 2562,

Y a

w1 5) Na1391 JiwuvsesNandusninasdunaiiies
AINHBINISNEON1IAOUALD IR BT UULROUI LI RIU
Tunsueudsgaumsallvinigldenlsdainnwe a3 sy
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Tuduau wievauad [Hudu witiaegnalsfmunisdlug
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(1) anmndesayUSunseUivewltay (Observe)
Jusnniaiznsiianunsarilfisnainsaseniuuszuy
TiaenndosfiuTinUszdiunioannuwindeuliiiosan
Aldnuenanrliannsaszyfdsiidosnisld

(2) msvorlald Empathize) Tstsnsdann fana
aouny @319l Lﬁaﬁ%mmaaL%ﬁnﬁﬂ%muiﬁasm
IRRER

(3) aeunuvesyldany (Persona) diolwldau
Tnuuazuugunty Jadnduiinedosadungusiosng
Aldausruuniovsnis fadretulaes1edeanada
Ude MIangANIINA1Y
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e MliusnssEuLdemsinegsusiug
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3. 52108U75798
3.1 UszunIuaznguniegng

Ussnnsveamideadall aun Qﬁﬁwmlﬁlaﬁm
suswemsitlaldaussuu POS Falinsusauusyrng
fusiuou

nauseesasmsideadel lun divihaufentas
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3.2 \ngelianitluauidy
= au o & Y A A &
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wuuaeunweaulay (Online Questionnaire) NIAYIlASEY
FE9TUIINNITAN AT LUdRLasnguineutaden
Inanen1siaendosy UL (Point of Sales System)
d1mSUgInaTIe s gl uUaUNUTUTHANAIN LY

Y
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a Y o
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a v

(Point of Sales System) #9§5719351U81113 Tudud
wgifunuuasuaniifidnvazifunnsduusiduen
(Rating Scale) Fsflagsneriu 5 sziu A

wnilan 110 Urunan ow tesdign liduasonis
dindula suddu SavhiudielidenlssiuTanUszasdues
msfnwnsiide Tusudadeiitiadenisidendessuume
wiihd 1 (Point of Sales System) tnglduseifiumanuiild
Tunsfinwitade laun Yadusundndoue Jadenmusinuay
nswWiguiiguteya Jadeaunseuiunisliuing Jade

AUANNTMLATANUNTRND wasladumuALfBInNTg

3.4 MsNUTIUTINGaYS

3.4.1 oyaugugi (Primary Data) §4Avi M353Us M
Toyalagliuuuaeuniuesulall (Online Questionnaire)
TngyinsiantuvdeuaunIetesvisesulatang 9 laun
ladl, wadn, ninwes, wavduansiunsy mefEIdewes
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3.4.2 Yayavieqil (Secondary Data) ¥Nsinw
Aupddaya 1ntenanT unaswe 9 saululis deyaan
desoulatfiisrdosdiunuide Tastirdoya uuidn
wazvquifiiertesanunasdoyaiandudeya Uszneu
19338 WiAnuAsuIu auysaliaziinugnaes sud

~ oA A
UAUUNTDOD

3.5 M5ATIEVdaya

ADATINTIeUUN (Descriptive statistics) Laln Soeaz
(Percentage) Alady (Mean) LLazdauLﬁmwummgm
(Standard deviation) @fi@geausinu (Inferential Statistics)
lnemsldatiminzinisannaenyan (Multiple Regression
Analysis) lun1svageuruduiussewinsiladeiifinasons
Bendoszuuuentiiu Tnsdaunisinsizinisanaoy
g §ideldvhmsdnesduszneu EFA Lilednaaduszney
Uadelnaennansiu uagldnsiasgianuunlsusuLuy
M 9ifie7 (One-Way ANOVA) iiiennzaauiladesungfngsa
nsldnuieudieuriade Tdmarenudumisveiuys
dasziavuusniy

4. HAN15ABUATAAUTIINA

4.1 fayavluvasounuusouay
ledfidelsvhmsiAuteyanuuasuauudn lidwou

A9AUNEULUVABUNINAINNAUF D9 420 Aty

ndufiteldhnsdanuvasuniuiiliauysaioonua

lailduvuasunuatutu q inlinsgitoya Jahlivde

WUUaRUANTIaNYTAITINIUNTE 415 adu

Foyanluvasgnaunuussuamsiuiu

415 au wu @l dunands S 265 Au
Anlueuay 63.85 dulwgjengszning 31 - 40 U T
201 au Anduiouaz 48.43 anunmeENsa S1uau 227 AU
Anluipeas 54.70 dwulugaunisAnuseaulsugns /
Uad. 97w 280 au Antludovas 67.47 selaneliou

Usganas 20,001 - 30,000 Uw 913U 185 Au Anwduses
av 44.58 dndlvgyhaulusumiadagdu 1 - 3 Y 91w
238 au Andudeway 57.35 wardruuntnnuluiuems
dulngjoeil 6 - 30 Au $1uu 188 Au Andufesay 45.30

4.2 YayadnuuznsliduvasnauluusaUay

dnllomSudfideatesiussuy POS lududdeuas
Jlde w204 au Anduiesay 49.16 dwlvgirns
sumadudivesdiu $1uau 209 au Anduisvay 50.36
anlugliuimsuuunaniesuosulaegnafr d1uau 177
au Anludesay 42.65 reunuudeunuiinisldnusyuy
POS Wiaunniu 1 217 au Aadusesas 52.29 uazdu
Ingjidenldszuy POS 1NElvejusnis Wongnai POS §13u
181 au Antdudosas 43.61

4.3 M5IATLHB9AUTENOUTEE1573 (Exploratory Factor
Analysis: EFA)

nsAne3Tensellavinnisinseiesduseney
Fednsiasiy Weatnesaussneulimnyauiunnuduiug
vosdademuuiazdnusiatnoenut amsaasy
NaNT AT VRIRUSENeUdE 9 ld

AN319fi 4.1 én Bartlett’s Test of Sphericity YDIETBTLUY

eI dmsugsiaiiuems

KMO and Bartlett’s Test of Sphericity
Approx. Chi-Square 1087.367
Df 105
Sig. .000
Kaiser-Meyer-Olkin Measure of 53
Sampling Adequacy

9NA15197 4.1 uansAn Kaiser-Meyer-Olkin Wiy 0.753
Fannn 0.50 ansnagUléd deyadtossuumnenndiu
fagInaiueIMT TrnumnivauwazansanlUinge
29AUTENDUNATI9LAAIUSELNUNNTNNEDR Chi-Square
Wiy 1087.367 wazAn Significant iy 0.000 Uaanin
0.05 ansnsaagUléh Fudstiadesi q s 19 Fulsannse
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Ynvoua i Sogay 16.6, Factor 71 2 iU Seeaz 12.6,
Factor i 3 Wiy $eway 10.1, Factor 91 4 whity osas
9.8 uay Factor 1 5 wifiu Sevay 9.6

mntufifelfimadnsannnmsiiansiesdusznoy
13981573 (Exploratory Factor Analysis: EFA) 1indanaudadey
Iiamun 5 Jad sall

Yaduarunszuaun1shiuinig Usenaulusae
Sudndulaainnisldindesiiefildwauldsunsy 143
Usgdnsnnlunisldaw, duandulasinauaiuisalunis
THusafuszuusy leegrmainvane, sudnaulaannnig
Wiulgwanduan, Judnaulaainnisiauivensuiseadns
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¥ . JOURNAL OF DESIGN, MANAGEMENT
% AND TECHNOLOGY INNOVATION

45

Hadesunmuamuazaruniidede Usnauluse
Fusndulaninaunimdudn, dudadulasinanuuidede
voslnis wazdudindulannammniidedevesluims

Yadeauanudesnis Ysenaulume dudndula
nANseInsidmaluladlu o wazdusndulaainaiiu
AIn1slunITanAMURANAIALUNI TN

Taduaundndu Ysznauludie dusndulaain
AuEnsalunsUsEINaNa iszuvanunsavinle, susndu
Tananuausalunsiauneiudnt wazdudndula
Mnitentuvedusunsy Wilasumuanudeinisvesiuegiaue

UadaausiaazauaIuIsalunisiseuLiioy
Toya Usenaulume dudndulaainsiaivesdum wagdu
andulaainaausavesszuy luniswIsuifigutoya
e liduiueegnetniau

4.4 Han15IAI1LIUINdmasan1sanauTagasEuUYIe
v v
¥
ANMUAUNUTTENINT28919 5 AUNAINARDN1T
LEDNYBTLUUVIENUI 91NNNSUTZUIANANITILATIEHNITA
noynvAad (Multiple Regression Analysis) @1u13085U
NANTITIATIZALARINIGIIN 4.2

M19199 4.2 naansuandasUiiluvann1sanaes (Model Summary)

Model R R Square

Adjusted R Square Std. Error of the Estimate

1 4661 217

.208 .54196

a. Predictors: (Constant), 51A4aEANUAIUITE
TumsiUSeuiieutoys, Hansae, @mmmmzmmﬁﬁaﬁa,
NIEUIUNITIAUSAS UATAIUADINIS

9NP51971 4.2 WU SeduaMudSsEretlady
5 nqu laun Jadesunssuiunistiusnns Yadesunmnin

WALANLUTDE Ua38AIUALABINTT UITuaUNARS

wazdadeausiauazanuaansalunsileuiigudeya

fanuduiussunisdenteszuvreniriiu degsia

$1U0IMNT
Tnausnvunenindondossuuuieniiniiy

IapgefitodAyn1eeia wazaN1saesuIuANULUTUTIU
la3puay 21 (A1 Adjusted R2 = .208)

A3T 4.3 Hadns ANOVA 91nmsiiasginisanneenvan iemiadenadwadeninientessuungmiiinu degsiadneims

Model Sum of Squares df Mean Square F Sig.
Regression 33.236 5 6.647 22.631 .000°
Residual 119.839 408 294

Total 153.075 413
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a. Dependent Variable: nN15189n%932UU1Y
WU siegsNaueIms (OV)
b. Predictors: (Constant), $1a1, H&AsiauA, AgNN
ASIAUSANS, NTTUIUAISHAUSAS LATAIUABINIS
a a ¢
NATNN 4.3 LEAAINITAATILNAMULUTUTIU

(ANOVA) 1997398 Nd9Hanan15:80nY958Uuv18vns U

'
=

dmsugsiasuens Badummeasuiieadnen (F-test)
WonTIA0UANNAUNUSTENIRILUTBaTEYNAILUSAU

AUIAN NUMAEDALNIAWYINAY 22.631 wazdAl Sig.

WU 0.000 Bafldfesndnszduieddey 0.05 Fsasu
164 nadentossuurenindusegsiaiuemstuag i
Tademunszuiunsiuinis Yadeauaaninnisiiusnig
Uadesuanusents Uadesundnioe wasdadesusan
ogetion 1 ¢ Fadunsufias videsouiuvesauudgiu
nuideha 5 9o Feduideimaaeusoiiiidetonguleatig
fidsmadenisidentesyuurieniniudessiaiuemis
pglitedIAYN9ada Tagvinsmadouneansan (t-test)

FaMN599 4.4

M15197 4.4 A1 Coefficients MINMITIATIEINISANRRENYAN e Udendanarionisiiondessuuientiinu

FOFINIINUOMIS
Unstandardized Standardized
fiauus Coefficients Coefficients t Sig.
B Std. Error Beta
AT (Constant) 4.021 027 150.950 000"
ATUNTZUIUNITIAUINNG 226 027 371 8.465 000"
fununwLAYAITeTe 133 027 218 4.983 000"
AUAIINABINTT 046 027 075 1.709 .088
ATUNBAN U 080 027 132 3.006 003"
AUIIATLATAINEINITATUNS 058 027 .095 2.169 0317
WIguiiigudeya
r=.466 Adjusted R* = .208
R* = 217 SE = .542

M 4.4 Wedaszinsldaifinisiasgsing
nanvunyAMd (Multiple Regression Analysis) lunsvnaeu
auduiusszuninatiaderis 5 du funisidendessuy
Peniifudegiaiuemns wui Assfuanuidesiy
95% Uaduarundndmaidan Sig. wirdu 0.003 Jady
AusIAkarANaTatunsiIeuLigudeyailen Sig.
Wiy 0.031 Jaseamunszurunisiiusnisian Sig. iy
0.000 uailadufunmuamuazaaindediesion Sig. iy
0.000 Fafletieanin 0.05 sgafitudfny nueds vousu
auuagmﬁ 1,2, 3 a8y 4

NNANITIATIEITeAY a3Ulad Han1s3dY
aﬁfuauuamﬁgm%’aﬁ 1,2, 3 uay 4 lown

auufgiui 1: Jadedunszuiunmsliuing daa
somidnaulatossuvanenthiusogsiviuoims

a a Y% oA A
aumim‘w 2: ﬂ‘ﬂT’UEJWWUﬂﬂ.Jﬂ']WLLﬁgﬂ'J']lIu’]LGU'E]ﬂ@

dwmadenssinauladossuunenihiudessiaiuems

aunfgud 4 : Yededundnioe dwasonisindu
Tileszuuevinudessiadue s

aunfigmud 5 : adefunauaganuaansalunis
Wsuieutoya deasdenisdinduladeszuurentiiuse
5379311013

Tunenduiu wanideliaduayuauuigudod 3
1¢un Jadeduaudesnis dwasdensiaduladeszuvune
wihHrusegsiaiuenailosinuansidowui dadusu
Anudasnis laifianudiiusiunsdaduladessuument
$1u fogINaTILeMS

19T 4.4 efinrsandrdulssansonnes
wnsgu (B) wuhiduusens q daademadenteszun
Menthuiessiaiuenns faunsadedidumadyina

1nulues laun Aunszuiunsiiusnis Mmuruamn



WAYANUUNIDND AUNARNNN ANUSIATLALAINNANLIT
lunisiSeuiisudaya wagd1unuaeenis taediuys
719 5 FaIN1TNTIUAUNEINTAINTSLEBNTDTLUVINENTIS U

1 a v

sagsnaiue s lasesay 20.8 (Adjusted R2 = .208) Ing

FanduyseanSandunius () Wi 0.466 LaEAINNAANN

dl ! U d! = U v 6 o
LARBUNINIZIU ININU 0.542 mmmmauwuﬁﬂuluszmqq

5. aUnauasdalauauuY
5.1 9AUT1ENAN1IY

mnmsAnundes Yedeiitasenisidentosyuume
sth$usegsiai e aunsnefuTeranisAnuldsd

A TndeUALLAFIUT 1 Yaduiunseutumslv
133 dmariensidendessuunenniusessia e s
Tnefldudndyneadan 0.05 Jangusognsazidendadula
Fosvuvmentihdnuannsiannlusunsuiivssansam
auanisalun1syhusiufussuuduldnainvais
MsWTed e eailles warauTInaElunsudly
Uaym saufansiiulavanduingliuinis aenndesiv
nAdpves Yesnnsel Sreymy (2559) finwn Tadeiiidvina
somsindulagodufrhumedsnueseulay wut Jededu
nsrvIunsiusMsdamanenisindulatedudriiuna
dernooulall uazdidonadaanuauideues

unBEne m13na (2552) Anwy Jadedidua
senszuunsinaulateedw iU sIamsndsnulih
Yo9gnA1 UM Tiled 1Buiuesd woud Wudileds $1in
WU J9dudIunaunIinIsnaInaIunszuIunsiAusng
feuduiusfunssuiunisinauladesenduisuims
Famsndsanilulihvesgnd U3 fedt 1Buluesd ueud
Budifleds $rin TuﬁﬂwmLamﬁu%umi%’uiﬂgym

nan1sadeUALNAg LA 2 Tadurununinuay
anuthdede dwasensidendessuumenthinsessia
Sruewns Tnediludfayneadai 0.05 naudagvEulng
fnilsfadesaunmvesdud nasnsuanutdedeuay
Anusfunsesliuinig deaenndestunuidoves vaam
wanafly (2563) Anw Yadeanudeiuiiddnsnasenis
dnduladedudesulatvenenvilng wui wnivlng
TenuanlaBesnunmmsuinsnniian wasdiaenndes

¥ . JOURNAL OF DESIGN, MANAGEMENT
% AND TECHNOLOGY INNOVATION

47

6

AUNUITEUed g57a1 nawwY (2562) Anw1 N15EBNIY

weluladinaromsdinaulatedudooulatvesgeng
wuh anudesiusarauilindaiinanonsdnauladedud
soulatvesgeny

nansnageUALNAgIul 3 Jadufiundiudeanis

I I

Udanasienisidendeseuuvientniunegsniaiuems

—

o o

TodAgyn1eada 0.05 laungudiegrainagindula

93z UUENTNITIUINAUNR oI TIdnATuladlnd 9

D RBhe ).

1%
v v v

Snvadsdesnsanaaiianaialunisiniey Ssliaonados
NUNUITLVRY HNNEUNFA

p3una (2552) Anwn Jededidinadensyuiunis
dnauladorarduasuimsdanisndanuluiiuesgnén
U Theft Buluedd weud Wudidess $1dn wudh dade
ATUNANVINITAAINATUAN YL VINEANTANFURUS
funszuumsdnaulateverifinsuimsdnnmandenuludh
Yo9gnA1 UM Tiled 1Buiuesd wous Wudillese din
lufirmaferfudunisdunidoya waznisdndulade
VULIALINUNGUADAAADINUIUITEVDY dnTLadN TIUATEY
o, ula lnysdasyain wazalyidl lsanisedina (2558)
A dusvaumensnaindidnadenisinalatesunsy
Tuvasuslaaluwansammnavnunas wudt Jadesudnuaey
manrenladfinarensyuiunisindulateautsnlvy
Tnefifudfayneadafi 0.01

NaNISNAFBUANLATIUA 4 Jadesunan e
denadenindondesruuuieniniuregsiadiueinis
Tnefiduddnymading 0.05 Tnenguiesnadendeuasiden
Tszuuneviniuanilsituredusunsuidasudoun
AIUABINITVDIAULEY TIRIAIUANNTOLUNTUSENIANE
uaznsvhayai T SaaenndesiunAdees sua
@Sy, 5UY AIDA1M warUSeIns UNsee (2559) Anw
ﬂ%%’aﬁﬁwamwwiamﬁmﬁu%Lﬁ@ﬂ%@lﬂmmué%%gﬂ
yan1stydvesgsia SMEs Tuwaiuiifeninvouudy

a,

deimaiavszmeuasugiaoni@eu (AECQ) wui Uadedu
wanfasidinansenudenisdnduladendelusunsudifasy
ynsmstiyfanniian Snvdsaenadasturmideves msf fnvey
(2565) Anw madnduladentdiusunsudidagunanisUayd

lngnsUssgnAlinssuIunSARBERUTY (AHP) n3eifine



3 JOURNAL OF DESIGN, MANAGEMENT
' AND TECHNOLOGY INNOVATION

v v A

atinanudaydaaunin wud guimsdindinunmeingduy
Tadenldlusunsudniagunianistyd 9nanuddgves
Uadenundnsdaaiduadiunsn

nansAdoUaLLAg LT 5 Jadususimuazaniy
annsalunaisuieutoys dmasenadendeszuume
mih$rusiessia¥ueimns lnefltduddynsadian 0.05 nau
fhohuinasdendessuurevinfuanmeuesdudn uay
AnuaansavasssutlumsiUSeuiieudeyasie 4 laees
oiau BsaonndestuanAdvesangd eftanilnena (2555)
Anwin1sidenitlusunsudusagunenistydlimunzay
dmugsia SMEs wu Jedeiiiiarensidendelusunsy
dusagumanstiydvesssna toua s1Avesdndne uas
AN saveslUsuN SISl R NA RN LAY ALALR
5949 Uarddenndeaiunuideves ¥n1snl A1usITUna
(2548)

Anwinsiiaseviosdusznauidnina fonns
andulaidonldlusunsudnsagunianistad vesuien
nnestoulunanvanminduisusemalng wonTamnamues
w1 meudnuistafefaslifinsanlunsdaaulade
WsunsudisagumenisUad dlennn Tuswnsudifisnaung
o19lillilusunsufiannsaneuausinudesnsifiauely
”qﬁ?u'ﬁqmaﬁmsm@mamﬁamaﬂﬂmmmﬁwL%fa]'gﬂmqms

TyalivngauivgsiadeaeAuaiutuamy

5.2 Ualauauue
5.3.1 daiausuuglunisinaideluly
fusneunsgsharisnunalviguasunngen (SMEs)
sufuegsddlulunslimuddysenisinauladossuy
w1y (Point of Sales System) Mslui3eve AN o
5101 uwazdliuinisiifessndudesaonndesuazaseniy
Anugesnsldauresnuies LileliAnanududidonis
T lnsanzesidadietisandefananalunisvhasing g
wazdadosrdedsauandivdnuasseuureniniuain
fliuinenetu 4 haunsaieliviudsestoya Sufin
werdnifudayaldognaenia snluntidumnvinadunis
Tufldouszuunenihiuud msduiivinwwioauisa

asuelenaUselov Nt ofkas oL duUnIsE UL

Y a & - < A =) v | v a
nnglruinisiy o weidudnuilsluiidislunisdndula

FosruuventiniuTeNEsEneuNIinudy 9

5.3.2 Jaauauuzdmiunsidelusuinn
NuITeaadysdnynanizgldaussuuvieni
$lugsfiademswindu dwunsideluasaieludided
anuAaiuhmstinsfnyifeiudldnussuumemiin
Tugsiadu ) sadiadadesiusing 9 uenmilonntadeyidy
a = A e o Y a v oA
ndugninAnw efnwidedndladeerlsdnineiidiwa
FaN1sHeNTeTEUUNTNIIU aLUSEUTIBUAAIINWANGAN
- < o v
ezt Juusglorilunsimuignaivnssussuuvent

Sandliuinstnsisly

LANA1531989

[1] AnfSy wnAn. (2562). WUINNNITBBALUY
Iummaﬂwawﬁumqmsﬁu‘ﬁ'ajaLﬁumsu'%mﬁﬁuﬁﬁim,
WeITNUSUS Y Y INeIFIdaTUNITSn NRIINEI8Y
SITUAIENS.

[2] nsuvimungsian1san. (2562). uniiATzigsna
Usgdndiou nuniud 2562, duduile 28 furew 2565
3nhttps://dbd.go.th/download/document_file/Statisic
/2562/T26/T26_201902.pdf

[3] 91380 e Tmndllena. (2555). maidenldlusunsy
dnsagunansUndlimungaudmiugsia SMEs. 913813
unIeaedadang, 32(1), 23-37.

[4] dwsiady ueTydy, ula Inysdiasyain
waraigial lsddgeina. (2558). diudszaunians
naniifinasonisinduledoanfnlnuveaduilaaly
WANTHNNUYIUAT. ITAIIATANAATANAMNTIY, 14(3),
684-689.

[5] ¥a1$eud A9UsIIURR. (2548) NITIATIEY

a |

psAUszneufiinsna dentsdndulaidenldlusunsy
dusagumenistnd vesusunaanzdeulunaiavanning
wiUsenelng lwangumunuas . inTivendemalulad
WILIBUNAITUYI/NTUNN. DOI: https://doi.nrct.go.th/
ListDoi/listDetail?Resolve _DOI=10.14457/KMUTT.

the.2005.74



[6] w7156 Aadu (2562). ngfinssunsliueundiadu
Tovuanlungaymanuns, Fuduile 22 woednieu 2565. 910,
https://e-research.siam.edu/kb/behavior-of-using-the
-line-man-application-in-bangkok/

[7] waan1 spail. (2563). Yaduaudesiufid
Srswariemsindulateduiesulatvessnulne. Misans
UYBEAENTIVING, 27(2), 189-214.

[8] guAw ASHUE, 5TE A3BANM wasUTEINT Unses.
(2559). Hadefiflavsnasion1ndenyalusunsudaidmsu
JamAavuanansiazsungouludsninveuniu Tunias
FYUANUNTBUGUITVIAUATYFNIONTU. NTaNTITeuaL
AW UMAINeNTAgae, 35(11), 13-24.

[9] Yesnasal reymy. (2559). Jadefilidvinasie
nsmaulatedudriunsdenueeulat, nmsfunirdasy
USeygyrusmsgsiauynUaudin umninendusssueans.

[10] #ngaA An3ena. (2552). Jadefiinasie
nszuumsinaulatevensusumssamsndaa uih
Yo9gnAn Uit flefl luesBueus 1Budilesa $1in. ans

TNUs Us.u. (MIeanA). NN TaudinIneae W ine1ae

¥ . JOURNAL OF DESIGN, MANAGEMENT 49
% AND TECHNOLOGY INNOVATION

A3unTunsilsaLe1913dfuTnviatsinud ; 13138
A3.3I5NAMT BAATUTELERS

[11] WViny aguital. (2538). anuianelavesUseunvuy
ADILUUKAZNTTUIUNTIIUINITVINTUNNUMIUAT AN
RNIZNTUAITNULALIUUI, INeITNUSUI QeI
Uaudior an1dudndiniauuImsaans.

[12] n15A Hnveou. (2565). n1sdndulatdenldy
Waunsudusagumenistadlaenisdszendldnszuiuns
Anidsddutu (AHP) nsdiAnwiddnautyBamam.
InensIansIlageasnsaliusviemd, 3(2), 15-28.

[13] g5n@l mauwii. (2562). nseauiumalulad
fifinaonsfndulatoauiesulativesigias, Ineinus
SR IUIMNITINAUMUUNN UNINGRLUSATS.

(9

[14] POSPOS. (2018). szuu POS Anagls? dAgy
agalsfugsniaz, Auduiilo 28 flurmu 2565. 210 https://
pospos.co/article/detail/important-point-of-sale-shop

[15] Shelly, D. (1993) Igneous and Metamorphic
Rocks under the Microscop. Chapman and Hall,

London, 445.



- COLLEGE OF

INNOVATION

THAMMASAT UNIVERSITY

Usdundvwadanmisavioo:lsdankuneeaiigyus:9101u
daluda nuuusnuindsnssunivina

The Intention To Use Medicine Smart Vending Machine Kind
Of Telepharmacy

Stydsal 3vadv (Thanwarat Chingduang)
ggdauu 9aauns (Chaiwat Oottamakorn)




51

Uvdehdonwadanisaviva:lEgokureeraiveydss10usalusa

nuvudsnuindsnssunivina

The Intention To Use Medicine Smart Vending Machine Kind Of Telepharmacy

o/

2504 F9M29 (Thanwarat Chingduang)

[

] MAAUINT (Chaiwat Oottamakorn)

e e
@ 2

AINYIFYUINNTTU N INYIDYFITUANEAS
E-mail: rotjeep23@gmail.com

UNANga
meiialmnaitofnuniladeifiadenisnila
wlfiedesdmedalui@ wwuinwundunssmalng
(Telepharmacy) ngufnegs fie fiiondvagneulaiiley
3o amsniiy luwansannumiuas agldnguiegns
F1uau 400 au (Judilsinelinugsmmiosandyussd
tusalufi Inglfuuvasuamesulaifueiosileluns
fususudeya visaniuinsinssideyalneliada
Banssauuwn wagldadfasoyuny s1u8n15ATI8eeR
Usenauliedudu (CFA) uagnsiasIsineadanieaunis
Balasaadng (SEM) ilefnudauus nansidenuiriladed
finananssiansaslaarligiimineiansiysalud® uuy
USnwundunslng (Telepharmacy) Uademanss lnwda
naidean fe nsfudanuinglumsldan dudadeidma
yedeuidauan fdmadenissensuuassilanyfinalulad
lngTadeu AnAIMNITUINNT deRauINEn AUATEATY
AuNMISTUUTIdmAITEaY Famatiadeidannsnduuums
Turgazamuuazdiieinmunszuy e suiemudesnis

o v %

Mgldnugamieerandyuseirdudniul@

Abstract

The research aims to examine the factors
affecting The Intention to Use Medicine Smart Vending
Machine Kind of Telepharmacy Purposeful sampling

techniques selected 400 people who have naver used

Medicine Smart Vending Machine and The sample group
is people who live in condominiums or apartments in
Bangkok. An online questionnaire was used as a tool
to collect data. Afterwards, data were analyzed using
descriptive statistics. and use inferential statistics
Including confirmatory factor analysis (CFA) and structural
equation statistical analysis (SEM) to study variables.
The results of the research found that there are
factors that have a direct effect on the intention to use
generic medicine vending machines. Remote pharmacy
consultation form (Telepharmacy) A direct factor with
a positive effect is the perceived ease of use. As for the
factors that have a positive indirect effect It affects the
intention to use technology. By factors Service quality
has the greatest impact, followed by system quality that
has a negative impact. The results of this research can
be a guideline for those who will invest and those who
will develop the system. To recognize the need to use

automatic home medicine vending machines.

Keywords: Telepharmacy, Smart Vending Machine,

Household remedies, Structural Equation Model
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Tilunisesungdnuaizdoyausynseans e 81y seAu
nMsAn® 813N 1ele @arnaw

2. #RW9aYIU (Inferential Statistics) L1Uun13
Anmziifiemanuduiussewingulsdase (independent
Variables) uagsiuwusnu (Dependent Variables) lagil
MsieuALELTUST ALY ST aNam TN s aa LUl
(Latent Variables) ifislsmsuasauduiusidaausewing
faus nensTiaest aseiidsoynuduldun

MTIATIEINEDAMYENNSSLATIES (Structural
Equation Modeling : SEM) ifiomdaudsfiuiasauas n3o
fudsmenmliiinsgideyaiitodunisiigadiluaadiaing

PMMIUMUNIITRaT AN uilianugnaewseld

3 v
2.3 MIAUTIUTWTRYA
HITEAnYIUUEDUN TN 9INASBYEe Google Forms
Pauysolielilunsfivsivsindeya ngldnseans (Share)
1 dl' U L4 1 dl' . .
WUUAB UM UFRFIRNeaUlall Wy AU Social Media
Facebook Page wasnpulaililousney luwangaunn
= 4 1 a A 6 v '3 Vv
vseladnguasulaiilonuazomismduy dinauidn
Me1fsagnuneulaiiieuvseaniiiiundiLuuaouny
mengubay

2.4 MRty

Audsdaselaun AnnmuessyuU System Quality

ANAIMAITUIANT (Service Quality) AnsiTelaluninios

(Trust) FanUsaaulann Jadeidinananisnslaazly

o v [y

neeaiyUszdinusnluia wuuuinendsnssy

A

(Intention To Use)

3. NN
3.1 nansuATevivayaaiAdans s (Desciptive Statistics)
AT 1 INAYDIKRBULUUEDUNIY

A | 91U (AY) Spuay
ilkd) 238 59.50
MY 162 40.50
PN 400 100

NN 1 nugpeunuvasuaudmlngfilumane
Fuau 238 Au Anduiesaz 59.50 @wfivideldumands

U 162 AU Antdusesay 40.50

ANT197 2 BIYVBIHRBULUUFBUAY

918 | 91w (Aw) Jovaz

fnin 18 T 3 0.75
19-25 ¥ 9 2.25
26-30 U 62 15.50
31-35 1 160 40
36-40 U 85 21.25

a1 Yuly 80 20
5 400 100

9197 2 nuipeuuuasuauanilugiiong 31-35
91w 160 A Anludesay 40 sesaanAe 01y 36-40 U
$runu 85 au Anudasay 21.25 01 41 Tl Fuay
80 aw Andufosaz 20 97 26-30 U 1wy 62 Au Andu
Sowaz 15.50 019 19-25 U 91w 9 au Anluesas 2.25

wazereandy 18 U S1uau 3 au Anlusosaz 0.75
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A19799 5 ﬁﬂ']Uﬂ’]WﬂIENIﬂIGIEJULLUUﬁ’eJUﬂ’]SJ

JEAUMIANYT | 91U (AL) Sovay
Fnieyey s 26 7
Usgaye3 208 52
USauay1ln 161 40
UsgygLen 5 1

Ry 400 100

MNAN519N 3 nudgneukuuasunudulugisedu
nsAneUTyg1es dwau 208 Au Antduiesar 52
A [ =2 a [ a @ Y
599A%NAD STAUNTSANUTY IV A euAndudesas 40
sEAUNSAnEIAINIIUTYING U 26 AU Ay

1% [ = a o a a v
vUaY 7 LLﬁ%iZﬂUﬂ?iﬂﬂE’]Uﬁé}J}Qj%@ﬂ 27U 5 AU ARUUTREAY 1

=] =] %
M19190 4 5']El‘lﬂﬂ'e)Lﬂ@u%a@aﬂaULLUUﬁaUﬂ']N

F0UNN | 91U (A) Savay
|G 280 70.00
dusd 110 27.50
e 10 2.50

59U 400 100

Al 5 wuigmeunuvasunudlvaaniunn
Tan 31131 280 AU AnduSaway 70.00 589a9NAD @0NUAMN
Ausa 91w 110 AU Anlduseay 27.50 Lagda unINUeN
11 10 A AnluSeway 2.50

YYo 1

A13199 6 Uszaumsainmslddamineendnludfvasinau

Y

LLUUdaauau
nsldaug
Imdeeadly |, Y
szt AU (AL) FREGE
SR LUIIR
LA 80 20.00
laliae 320 80.00
334 400 100

s1elasoLneu U Sovay
(AU)

0 - 15,000 UM 17 4.5

15,001 - 20,000 120 30
U

25,001 - 35,000 120 30
UIN

35,001 — 45,000 90 225
U

45,001 v Fuld 53 13.25

RoTt 400 100

Anaadt 4 wuigmeuuuuasunudlugiiseldiade
Aaliew 15,001 — 25,000 U kazseldlaassoiieu 25,001 -
35,000 UM 31134 120 AU Anwdudesay 30 Winfiu 50983
Ao swldadeseIieu 35,001 — 45,000 UM $1uIw 90 AU
Anludesay 22.5 seldadedeiiou 45,001 v duly
$1unu 53 au Andudesay 13.25 uaseldlnduneliou
fndnsewiniu 15,000 U $auau 17 au Aadu
Soway 4.25

31NN 6 WU @J’GIEJULLU‘UﬁE]Uﬂ’liJﬁg\‘]mJ@IZjLﬂEJFL%IQ’]u
Avmieeradyusyindiudnludfiuuy Telepharmacy
F1uu 320 Au AnduSevay 80 LLaz;:JﬁlaiLﬂﬂ%muéﬁmma
g1al YUz IUUSRluRLUY Telepharmacy 97u3u 80

AuAnlusasay 20

3.2 ANEDARINITUUITIEAILUS

1) szuvanunsadnlaflsddunisinanuvesssuy
Indrglaglidasldiiandnwiuiy danadewindu 4.45,
ddeauuannsgruingu 0.65

2) SYUUNSTBENIUNLNR TAnuiaies au ladn
fAedeminnu 4.37, dudeauuninsgiusiniu 0.64



3) 53UV Telepharmacy t@dusn nuazidesdnlau
lddndasseninalsamuiaadewintu 4.38, druieauu
1INTFIUAAU 0.64

4) 1A39YUN88N9R IR AU UENER A ugien

a v s v 1) o Ao & an ~
wIenviueiseninlasgregnieausiudinundste daade
Wi 4.45, dudeauuansgiuiniu 0.74

5) n3sdmieendnluliianunsansuazideanis
T UV INARNA U U NS BTN WAL ATIVFDUTUNAN WAL
U v Q.Il dqj a0 dl 1 U 1 dl
Funueenglaneunads@ayn IAnadewiniu 4.92, dules
LUHIASgIUINAY 0.29

6) suuiianuaendedesiunislasnssudeyaves
AIUINS lAedewiniu 4.33, daudsauunnsgiuniiu 0.70

7) szuviinsinwdeyadiudlve sl ldusnng
fAedeminny 4.35, dudsauuinsgiumiiniu 0.72

8) fAamuivednludifuuy Telepharmacy
a Y v d‘ U a a0 dl 1 o
T vnNndunsApeusN1s 24 Y. JANRASWINAY 4.15,

1 d‘ 1 %
drudeauunnsguiniu 0.76
9) ASIAUTNITNTIAGT ANIUNAIAILANITHIRD
= U a0 d‘ 1 [y 1 Qll
uiissasuen HAnadewindu 4.25, dadsuuuuinggiu
WInAY 0.67
10) 5995UN159152RUlAa18Y9IN1WNDDIUIE
a a W | ~
ANNATAIN TAnaRewindy 4.32, daulesuuninggiu
WINAU 0.71

11) wdviianunseiesasulunisliausne

& a1 a Y | A
paulal lAadsviiiu 4.25, d@ulsiuuuinggiu
WInAU 0.71

12) f58UUNaaUNUADET NN SALIDLATBITINUNE

Y = a v % A A
gintaaseszuuilymanunsauitamle 20vw. nade
winiiu 4.40, dudeauunnnsgiuiniu 0.70

13) msliusmsgnandeueaiese dAnadewiiy
4.20, ghudeauunnnsgiuiniu 0.71

13) vinudianugulalunisnlgusnng dawade
Wiy 4.12, dudeauunnnsgiusitu 0.78

14) wndynsiuntiusmsseadilatymuvesievse
liusnistoidu egned fanadewiniu 4.38, dudeuuy
WMTFIMITY 0.70

15) wndansnunlusnisaiusassuienisigen

lnedrsgniesuazidnladneniy ssuy Telepharmacy
ffnadewintu 4.46, drudeauunasgiumiiiu 0.70

16) filfidenvatenaindie waleruIAnIY
ALEBINTT SANRABWINAY 4.15, d’;mﬁaqwummgm
Wiy 0.77

17) danuasuiiundnfuaeiazyiugansiy
Usgddhundenlsiuins Senadewiniu 4.35, dudeauy
WIATFIUIINY 0.69

18) nanfaeieuaziarsiou Sueygnlvinegnies
punnunegle faadewiniu 4.60, drudsavunasgiu
Wiy 0.67

19) wdnduvisnaznvdudiinunnldideneld

q
1 A

Hounmamiaiiouluiefisune fanadewity 4.59,
drudsauunnsguwiniu 0.68

20) nanfnTieuazviugdinunaeasdelasy
N133usaIlANINIgIUAILVANEINa flaaasinfy 4.95,
dueauunesgumiiiu 0.21

21) viuAadgdmiegendnludiuu telepharmacy
ausaUszndanainsiunie  daedswiiu 4.26,
dudeauunass ity 0.75

22) uAn I migendnluifLuu telepharmacy
FrgUszudaaldanelunisdosinliuazAndunialy
FoRenfisuioen Sradewiiy 4.17, dudsavy
1INTFIUAU 0.79

23)vhuAndriiviieen saluiRluy telepharmacy
finnusndilasueurhiidiodesnisessauns iy
fienadewiniu 4.31, d’mﬁ&mmumm@uwiﬁu 0.76

24) uARIMIUINYINEUNUTZUU Telepharmacy
avmninladne SAadaminiu 4.12, ehmﬁmwummgm
Wi 0.77

25) yuRndmsdsiosuasySasiiugR mineen
fwazmnaugliigaenn danedeniiy 4.17, dudsauy
1INsFIUNAY 0.81

26) ﬂﬂuaau%’umﬁ?g@]mmuﬁmsmé’miuﬂauw
Telephamacy fisvsule Slanadewiiu 621, dudosuy
WRTFIUIAY 0.75

27) ﬁwuéﬂgﬂmz%aawﬂwué’mamé’miuﬁﬁLLUU
Telephamacy fisveule Sanadewiniu 4.14, daudssuu
NS 0.81



3.3 N159LAS189R9AUTENBUREUEY (Confirmatory
Factor Analysis: CFA)

NTIATIZR0IAUTENR U UTU (Confirmatory
Factor Analysis: CFA) Wunisesiadeuaudannasd
ANMUFUNUSIENINNTOULUIANIUITEUALAILUTIN
ARYTIAAIIUNANNEUVDINTOULLIARUITETUAINT I
(Overall Model Fit Measure) 33fi15a1191nn153ATIE %
ANUULNEENUDaling (Goodness of Fit) lnaUsznausie
A1 CMIN/DF msiiaiaeninusewinfiu 2.00 M15inaeiianiig
naunau (Goodness of Fit Index: GFI) \ouansAUsIa
auLUsUTIUasAILUsUT U ndsmsiiauinniivie
Wiy 0.90 fuiisapunaundufivsundlonds (Adjusted
Goodness of Fit Index: AGFI) A35dANINNIINIBLYINAY
0.90 dufisnTidesweiradsANuAIAAADURS @eUDs
n13UsEaNAT (Root Mean Square Error of Approximation:
RMSEA) fla Anadfiiolinnaeuauufigiu msdaiosniy

3aWINAU 0.05 UseiA15¥1INg 0.05 D4 0.08

A51990 7 A1519LEASAINTRINANUNANNAUYBINT AU
kAU TuNINTIU (Overall Model Fit Measure)

adaTiieados | Afiwensu ANEDA
Relative Chi- <2 0.983
Square (CMIN/DF)
Goodness of Fit > 0.90 0.915
Index (GFI)
Root Mean Square < 0.05 #39 0.000
Error of | 0.05 < RMSEA
Approximation < 0.08
(RMSEA)

3.4 NANVIAFDUANNAFIY
MsnadeUALRgIUazaIsavhldidonseunuafn

mAeiimunaundudsedng nefarsananatmn

duiusu1nIgU (Standardized Regression Weights) waga

v v o w a

seRUtudIAN19EDR (P-value) ¥9A75ilAtiaenIn 0.05

o
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A19199 8 Ms1auansAANLTTuNIeEhA (Probability
Value: P-Value)

ANNAURUSIE NI AT Regression | P-Value
Weight
Usefulness <---- System -0.781 Hxx
Ease <—- System -0.817 xR
Usefulness <---- Service 0.938 FEX
ANUFNTUS TN Regression | P-Value
Weight
Ease <--— Service 1.000 o
Usefulness <---- Trust 0.063 0.305
Ease <--—- Trust 0.033 0.575
Intention <--—- Usefulness 0.223 0.048
Intention <---- Ease 0.547 ex
A15199 9 MTNETUNANISNAHRUANNAFIY
ANMUANNUSTENINGIMYT | AUEUTWS | Wanns
WU
AMAMNYBITEUUTANNANTUS | 07817 | wausy
semssuiusslew
AMAMNISUINSEAMUANTUS 0.938%* | gauu
semssuiussleow
aaielalundn o 0.063 1l
anuduiusAonsTuUsElow gausu
AMNINYBITEUUTATNELTS 08177 | gawiy
nanslgaug
AMAMNISUINSEAMUANTUS 1.000%* | gousy
mansigaIude
aaelalundn o 0.160 19l
ANUEUTUSHENTSTIFUY goUSU
MssusUsElovilianuduiug 0.223 lai
sonseensumaluladuazaile goUTU
g I mireednludd wuy
TELEPHARMACY
nmslgnuiedanuduiusme 0.057** |  wausu
mseonsumaluladuaslons
g meendalud@ wuy
TELEPHARMACY
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AUAAFIUN 1 AMNINYBITEUUIANUFUTUSHE

nsfuiuselevd aunsoagulanauudgiui 1 lasuns

[ Q

aauiuLummﬂumuamﬂmmqa

o

#oeni1 0.001 uag
deanopnuduiusludsay

suNAgudl 2 auannsUINsTiaaduriusie
msuiuselond amnsoasuldiauudgiud 2 163uns
gousuiilosnndatudfyeatiftosndt 0.001 uavdwma
ARANFUNUSTWAIUIN

[

AUNAgIUN 3 Anuvelalundndueiliauduiug

son13FuiUseled awnsoaguladrauudgiun 4 1l

a1 W

SunseesullinsaniliadediAgyneadfininndi 0.001

waeliidanasionsiuuslovy

v 6

AUNAFIUN 4 AunInYeIszUUiiAuduiuS

Aonsldudne aunsoagulddnauufigiui 4 lasunis

[ a

EJE]?,JTUL‘LJ’EN‘\]']ﬂﬂJﬂWUEJﬂ’]ﬂiUV]NﬁQ

o

#auni1 0.001 wag
dananamnuduuslumau

ANNAZIUT 5 AuAMNTUTASEANETS
AONTT U mmsaaiﬂlﬁdwamua%mﬁ 5 1asunis

a

goufuilosaniarfodrdynieadftesnin 0.001 uay
danasiaAuduRusTugun

sunAguil 6 anudelalundndasiilrnuduiug
sonslianuing aunsaaguldiaunignd 6 laildsuns

v o w

gousuiilosaniatudfyniadauinniy 0.001 waglyl
dsnasionslgeudiy

auuAgIudl 7 nsfuiuselevidanuduiug
sonssaufuimaluladuazsislangligimingsdnlud
LU TELEPHARMACY anunsaasulédiauufigiud 7
Lildsunssensuidiosnniaifuddunisadifiannndi 0.001
warhidenasiomsseusuimelulabuasntlany AR meen
9nluglf Wuu TELEPHARMACY

suufgiuil 8 nislderudredanuduius

soniseauiumalulaguaysalaagldginmingednluds

WUU TELEPHARMACY ansnsaaguldiausigmd 8 13y

I @

miaamuLuaqmﬂumuamﬂwmqa“ Toun1 0.001 way

o

lidswaroniseeusumaluladuazsslaayldgsnminee

9AlULR wuU TELEPHARMACY

4. aAUTIIHNANUITY
nansanwnuiilaesiladedtlony AHI e
andoyUszsrinuselulti Tnefiseasdeasil
Yaduiifinanisdoudsauraniseausunisldeu
ganmingenandyussdudeludinuudinwindunidlng
(Intention to use : Telepharmacy) Lﬁ'mﬁuﬁawammmw
ssuuthufidsnaBsausonislday L%mﬁzwﬁ;ﬁﬁﬁﬁmm
Anasieszuugmingesnluli TG ATt Il
YU Q’U%TmﬁmaL%qsuaﬁaﬁﬁmmamvfwzﬁmmmus‘h
panunldnssmuiidesnisdedenseldidosanidudud
FauRerugnazduiEes Sensitive mszanunsaiinsunsiels
F9n58/U Cunningham (1977) lénd@nd1 mssusfenan
lsiwsdueu fgnsuiisenudssnnuliuiueulusdugs
Rasdadoduduazuinistiosas sulufadesnsondeya
duilunisdedesisasyliiAnanufnaisfuag
vasafevestoya Bsllanuinageiasinadenssousy
Lazdslaagld F@amineedaluifaiuluiag Fedonndes
U Martin & Camarero (2008) msteAuuiouinislugy
wuueoulay fluinissusfennuides Tuegfussuuinm
AuUasnse mmﬁ’ukﬂuﬂmﬁu%’auaa’wé’maﬂqﬂﬁw

1%

oesAigaiilduImssuifemuasdusziuiigaiazdaa
semspensukasalanmAlulal Jedeiifinansdoudaun
san1sgensunsidugdnmeeaiyusedrinudnlula
wuuUSnwndsmisina (intention to Use: Telepharmacy)
shutladomadon apunmMIUInTg (Service Quality) Wesan
Humsiimsilididmihinihnunesgua Service Quality

Jsilnasienmisgenuuasitagligimheeandyusediou



doludRuuudnwundunssumslng isegliuinisiass
nsReUALeIN1TUINIsTisInEs Lidaedunsidinduns
AegliAIUTnw 24 . 9mlUien1UsN1INaInN1591Y
Feinsoudatiymiatesdeaiidminiinesgua 24 v,
Faaonndeiiuauity wardenadesuideres wywn
WaTRTE (2559) NE1I1 NSHBUAUBIREaNANABNITUINS
fiflsamenazaseunquienufoInIsgnvielliins
dwanansidentduinis Tadememsadisuinsoniseausy
msldugmheeradylszatudaluiiuuudinm

wndwmalnag fis M33u3n1sliauang (Perceived ease of use)

o A |

femneannud dadendniidsaneniseenuuazasle
ldgameeandiguseariugnludiuuudsnwiwnmg
milna fuazdosdinsuusszuuliianudilasas
mslinuiiie aelinsliTinvesfidviniiuiinnug
avanavie Wlidnidsenndiludefiuasaindevie
$gv1een Yademenseiilifinasenissensunislda
gdmheenalyussihdudalulfvuudinwindsnsmlng
(Telepharmacy) lodan L%E)Waﬂ@mﬁmﬁ}aﬂiﬂwﬁ
suaaé’hLﬂ‘%laaﬁai’mmaauﬁwé’miuﬁa (vending machine)
Augnanzdilidindsselond imelutlagtuiuasainie
AflusnsTmiisenandiyusedndiuegud Tuvinliddn
azmntuililvImsliadlafeussleviusaslimmuada
Fesvaanstinuhesnnnd sliinldnuneEouiine wu
nInsendayaniieg sullUfssruunmsiieiuiisessunas
sUnvvazmndts ligwnlunisddonmielilaidussuy
nsUsnwwwngmelng vilvglduinisianagainauiend

Mgaumaluiuneen

4. YaleuauuzauIY
4.1 YalsuaLUEAUNITHAL
NHANTANYINUIINGUAI8E19TAUNA7A

fuladeniedaundinadionisgousuuiniignneiies
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Ya U

Y99 AUNNSTUY (System Quality) Aifldiiannudea
esnduidminelug fe “erasiyuszditiu’
JefliuinmsaiAndefnamnninaufgulnauilnashly
Lidaznfuanuinaludiuvesszuudueiosddmine
fillanuwiugh Gliusmsgmineedaluia asdies
aunmszuuudindidy nsvhauveasesdimieen
Solugid fifldanunsansiaaeunandusinansTununeny
otheday dilsruunisinuiussavinimveseiiongly
gaming ieliglduinisliiAnanufnaniodua
TumsWnufimsseusumeluladiuiiinntu uasludagsy
JumiBesauasnfovesdeyailutiagtuiimsvgatoya
dauﬁwa@%’u’%mimqqﬁﬁmn%umﬂmsﬂsaﬂ%a&aﬁauﬁa
Wrunaeeulal yilvgldusnsiaunsendndaniiy

v A

Uaandouaznisinwianuludiudinezdesiuiindeya

[
&Y

Wungeaulald Inszayiug

(v

AU liUSN15AR9YINTEUY

Tifunnsgsnundeyarudaendeveafunldliiduegeg

4.2 4937MAUIY

uideiifudeyainngudiagiaiunisds
wuvaaunugUkuueaulall Google form winllu feiu

Toyanlienavgliaunsarinenissensunazailaneld

o 4 v

Admingerandydseirdudnludiflundudiegnanide

1% a

af']ﬁ’ww@umaﬂﬁmﬁmsLﬁusuauammuuuamma%l,ﬁm

Y

vsauldgaulddumasidafdesnsenuuuasuniuvinle

Audayaliasudiuauysaluaznisinuidensaiagniels

Y Y

'
vV v A
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.q'gfale [

e ldanansaiuteyalavians

4.3 Yarduanuzdmiunisidelusuian
nuaITeluaseidnudl nqudtegiiniufaag
NEIfUANAINTEUY (System Quality) d1m5un153de

Tusunanaenty 1N15798 L1LANATUTDISBIAIULAY



60 D INNOVATION (£

'
a v A

luffd1udue Ne1avzinduld et deyawmuiszuy
T7USn1s5 waztdeaa1nluUIULs 1599999158081
1 Y o 1 [ d' d' 1 ) [

W1ugmitsgnlusesitniindmivlulssmalng
NanTIReMsAnwuRgIiugImeesnludRlussmelng

[ v 1

ddeeuazdildiianisldedisunsnatslulseinalne
Fameievesfidelundeiifeynernnsdilinsounquyniy
fagvilsruunistosiugslusifseufuuuuunivans
2INTY NSN3 T08RIUGT i1 Sanaiidadedug
Adsmarensuensu dvdnanisdenu Suansenudengingsy
fifinswdsuuadluviela Wiludesos 7P fuesmen
Frulusluduusegdla fuvesaniufinisiiass Suadenis
gousuuazndulaldgimiresdnludivield souly

Ve

fuITemsAnwtengvunefiendsiinisiuisunasiiy

WWO5095UN1T91MU887 iU TeaslyUszanviu

Iau13averUsEUUEI e SRR

5. AnAnssuUsznnd
nsfunindaszauildnsogarslumed lesen
AUNTUNNARINTANRIN §PIA1ans13158 ag.Tednil
9MANINT 81915871V NaaznaliAwugingieie
loelaTuuzuuINImaoan1saluNITITu8E195EN 0L
2 0§ Yyaw o I3 Y a a ¢ ¢
Fayhliideanunsainesdanuinaniasgiieussend

[
a

Tlun1sandunsideluased didevensiuveunsyan
I I &
Wuoy19EN U U

YBUDUNTEAMYNUUIETIUNTTUNMIUAENTTUNTAOY

¥ Y a dl Y o o o <2 o
ANTAUAINDETY ‘1/16[,‘1/1?’1’]LLUS‘UWLLﬁ%ﬂWUiﬂ‘H’]LLﬁSﬂ’ﬁUﬁUﬂéﬂ

7% v
[ (%

wilrlunnsvinideluasslidnnivereunsenmennnsdussdn
MaNgRIaNIIINsUIMIsUinnssuLazimalulagnnyiny
-d‘ v ¥ o o
nlalinnusuagiuuzdiunlagnasn

VBVOUNTLAN HRBULUUADUAUMATHLTEIY DY
Mldrnetaduriunanidenniunaasiailunisney

wuvasuany v bgIdgaunsatideyauiiaTeiliiine

TmAdyauysalunguuy

£

gavinetiveveunseAmau¥nluasauasy AuND
Aol Mlvinsatiuayy saudaieulugu MTT 41 Alviany

Y YA o o 14 14

Yewaokarmadlaulnenans dunasulunIevinIsAua)

Y

aszdnsagansllle

LONA1T91984

[1] Arora, S., Yttri, J., & Nilse, W. (2014). Privacy
and Security in Mobile Health (mHealth) Research.
Alcohol research : current reviews, 36, 143-151.

[2] Poudel, A., & Nissen, L. M. (2016).
Telepharmacy: a pharmacist’s perspective on the clinical
benefits and challenges. Integrated Pharmacy Research
and Practice, 5,75-82.RetrievedJuly23,2020,from https://
www.ncbi.nlm.nih.gov/pmc/articles/PMC5741040/

[3] Le,T.Toscani, M., Colaizzi, J.(2020).
Telepharmacy: a new paradigm for our profession.
adults” Journal of Pharmacy Practice, 36(8), 176-182.
Retrieved July 23,2020, from https://pubmed.ncbi.nlm.
nih.gov/30060679/

[4] Martinez-Pérez, B., De la Torre Diez, I., &
Lopez-Coronado, M. (2014). Privacy and Security
in Mobile Health Apps: A Review and Recommendations.
Journal of Medical Systems, 39.doi:10.1007/510916-014-0181-3

[5] Ramirez-Correa, P., Ramirez-Rivas, C.,
Alfaro-Pérez, J., & Melo-Mariano, A. (2020). Telemedicine
Acceptance during the COVID-19 Pandemic: An Empirical
Example of Robust Consistent Partial Least Squares Path
Modeling. Symmetry, 12(10). doi:10.3390/sym12101593

[6] Poudel, A, &Nissen, L. M. (2016). Telepharmacy:
a pharmacist’s perspective on the clinical benefits and
challenges. Integrated Pharmacy Research and Practice, 5,

75-82.Retrieved July 23, 2020, from https://www.ncbi.
nlm.nih.gov/pmc/articles/PMC5741040/.



(71 afgad anunidanl. (2561). dadedidana
sensvensuna nsliiasesmmiedudsnlulif (Vending
machine) vesnguiaauidsauaziaueisiudlulszmalne,
(nerdnusUsygrumtudn). un1IneIausIsuAIans,
AMYNAITEAER LAz SULT, 8197390150 MSNIRaIA.

[8] WSTIUN 1138197 uasnmaTy. (2561). N15ERNTY
wialuladaunn nsflAinwn s¥uu Health Service Search.
(einusUTgygrumTuda). Un1INe1ae5ITUAIENT,
Me1as UINNTIY, 8197VINTUIIIINALULEE.

[9] Ww312A @aleygina. (2563): Audsle

Tunsldusnisuoundiedulnsivnssy. nendnus Usggn

¥ . JOURNAL OF DESIGN, MANAGEMENT 61
% AND TECHNOLOGY INNOVATION

UMUUTR). UNINYIFETITUAIEAS, AMTNINVLAIANT
wagn3Und, anvivsuuasaumneiion1sinnis.

[10] yagsuay wnuduni(2564): Jadeiifina
menslusNsIndsnsTunelng (telepharmacy) U998UHY
Uagtuuasnindniguaim GnerinususyaumUnde).
UNINYIFETITUAIENS, @191N1TUTUIANILNETNTTY,
ALNAYNTTU

[11] 250uey Avdsiuns. (2563):mseensumalulad

wazAuRalald TELEMEDICINE









4 COLLEGE OF

INNOVATION

THAMMASAT UNIVERSITY

3ng1avuIanssy UKIDNYI1AYSSSUAIEas
1[AUN 2 QUUWS:DUNS IUIVWS:USUUKIS18ID

lyaws:uns nsvinw4 10200

CITU Official : www.citu.tu.ac.th
@ CITU FB Fanpage : citu.tu

cTuia : cituofficial

O CITU Youtube : CITU Official

InsAwA 0 2623 5055-8
Tnsas 0 2623 5060




	Blank Page
	Blank Page

