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Abstract

The research aimed to study (1) the developing relationship marketing of
business enterprises in Thailand 4.0 and (2) setting the standard indicators for business
enterprises in Thailand 4.0. The questionnaires were constructed as a research tool for
collecting data from 660 business enterprises registered in the stock exchange of Thailand
and the data was statistically analyzed with frequency distribution, percentage, mean,
standard deviation and Confirmatory Factor Analysis: CFA.

The research findings indicated that the sample group of business enterprises
created relationship marketing in Thailand 4.0 overall at high level (x =3.75) with creative
potentiality, enterprising market communication, imaged enterprise and societal
responsibility, marketing ethics, personnel management, business performance and
business success, services and business brand respectively. The specified standard
indicators of relationship marketing for business enterprises in Thailand 4.0 developed
parallel with the empirical data, consisted of 44 indicators from 8 components. Each
component had its convergent validity because the constructed validity valued passed
more than 0.60 and extract validity of constructed reliability valued passed more than
0.50. Furthermore, all the developed indicators relationship marketing by total net marks
into 5 levels of not passing standard (1 star) (<50%); below standard (2 stars); (=50-59%)
standard (3 stars) (260-69%); good of standard (4 stars) (=70-89%) and excellent (5 stars)
(290-100%).

Keywords: Indicators, Relationship Marketing, Thailand 4.0
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gafvesuTEniiaanzidovlunaravdnninduissemalng wuirdnwazinumnlungy

' N

fegrfeusiniieglunuingmamnssuedmsuninduazneasns (PROPCON) Andusoy

q 3

az 23.2 Inuaanzidougsnaeie 17,852.94 duum ssegiiainisaniiugsnameie 22.15

o

U dndnaulusednslaeiade 862.21 au nanouunudedunindagnovay 6.25

'
1% a I~

9
HARRULNURAIUTRINeuBiToray 7.23 wavldnsilsgrsediSevay 7.52

¥

N13ATIABUAINUIEANVDIRITTANITAAIAAIUTUNUTVDI99ANTTINA
Tutsgmalnega 4.0 wui (1) Msrataanuduiusvesssdnsgsnalulsemelneen 4.0
fu Frunruanselunsadiaassd @1 Skewness pejszaring -0.250 89 0.744 uazen
Kurtosis 8¢/581319 0.524 §i4 1.424 andnuaiasAnsuazanuiuiinyeudedny @1
Skewness 8¢5¥1314 0.281 11 0.647 UATA" Kurtosis 88521319 0.374 fis 1.415 N3
Usznougsnanazaludn5a9e3gina A1 Skewness 8g321313 -0.359 {1 0.684 uaz Al
Kurtosis 8¢/5¢1314 0.272 4 1.023 A15UTNNT A1 Skewness BE5EMI14 -0.372 614 0.749
WazA1 Kurtosis 88581319 -0.040 §i9 0.724 ULUUAYBININTST A1 Skewness BETENIN -

0.584 14 0.738 uag A1 Kurtosis 8g5¢1314 0.183 §14 0.796 N1TUINITIIUYAAR A7
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Skewness 88581319 -0.659 §19 0.694 UA¥A1 Kurtosis 8581314 0.334 619 0.965
938555UNINITAAIA A1 Skewness BET¥1I19 -0.354 §9 0.715 UarA Kurtosis 8¢
581319 0.049 Ti9 1.298 Uarn15A0ANINNINANATEIBIANT A1 Skewness BYEWING 0.237
14 0.707 uagen Kurtosis agj5zm19 0.316 fis 1.083 Hufedulsnisnaiannudusiug
ves03fnsgsRvlulsemalnega 4.0 1 8 Fusdsilanumunzauiiaziluinszi
aafUsEnouLdedudiu (Confirmatory Factor Analysis: CFA) wailiilesannarnanud

(Skewness) laltfiu 0.75 (A1duysal) wazA1r1ulag (Kurtosis) TiiAu 1.50 (Arduysed)

£ o

i liveyaiin1suankaauuuni (Normal Distribution) (Hoogland & Boomsma, 1998)
Mailiflaannunan1sinsgviseiinugndediaviaiugl Weduwdsiinis wanuasdayauuy
Und uininAuusiiudennastiaginlininuaataadeuvesiiaaiaiininung

(Underestimate) danalviluinaaennaesiudoyaideuszdnduvuligndas

o f av o

(ueanwal 35ude, 2555) war (2) Anuduiussenitedwsildlunisimseinisnain
ANuduRusatasAnsgsnvlulszmalvegn 4.0 wudn Anuduiussenineiwlsildin

ANNANNTIIUNNTATIETIA 31U 4 MUTndauduiuseysening 0.604% §4 0.807*

v
v A

NiudAYN19aia 0.05 MNENBAIDIANTUAZANTURATOURDEIAL T1UIU 5 FTindl

s ' '

AUFUTUSYTENine 0.487% Die 0.847* MudAgyn1eadia 0.05 N1sUsENaUgINILAY

Y

AUAN5IV09537Y $1W3U 6 MTindianuduiuseysening 0.569% s 0.854% MitludnAgy

[ ' '

71985/ 0.05 A1SUSNIT I1UIU 7 HITTALANUTUNUSDETENING 0.570% 919 0.854* 7

L]

v o w a s 1 '

Wod Ay 19ada 0.05 LUTUATDIAINIT 91U 4 FMTindanuduiusogszning 0.733*

U

)

a o s

919 0.846* MilpdAyneadis 0.05 NIUIMITNUYAAR F1UIU 7 MTTndlauduiusey

o o a

S¥IING 0.432* 914 0.819* NudAUN19@DA 0.05 FSUTITUNNNITAAIN U 6 FITINL

7

AnuduiugoEsEming 0.591* fla 0.865* fitfudndyynsadia 0.05 uaznsAoatsnIsman
YBIBIANTIIUIU 5 ﬁﬁi’mﬁmmé’uﬁuﬁ‘agiwdw 0.618* fia 0.883* fifud1fyneada
0.05 wanslifiuieudiiuszrinsiulsildiansmaaanudiiusvosesdnsgsialu
Usewelnoya 4.0 %1 8 fu felaitesndn 0.30 (Aduysal) uazlian Kaiser-Meyer-
Olkin (KMO)=0.938; >0.50, Bartlett's Test of Sphericity=2,681.618* Htiud1AgyN19aiif
0.05 wansliiuinfmulsane danumnzaudmsuihluldinsvsiesruse neudsdudu

lApEnuiaze (Naw Nlvddey, 2560)
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diluazanusemna

HadeiiuguvesesdnigsiavesuisniaanadoulunaavdnninduisUssimna
Ingduausiadu 660 uiis anuan1TITedsduasnadestuiiandoyaniinisiuuas
sreulszslvesuievene feamzdevlunainndnning @aiandnnindursUseme
ne, 2561) luiFeanuingaainnssy Nuannziloussne nanouunudeduning
HanauLnusdIuveIdneviu ans1mlsans saudsrernain1saniugsia wagdiuu

nunulupanns

[

TUsrasAn19Idei 1 Waudidinnisnainanuduiiusvesesdnsgsnaly

Usemalnelulsemalnega 4.0 nuluwassdusznauraInsnalnauduiusue s

a o ¢ A

aaAnsgInalulszmalnega 4.0 MaTuiiaunaunfuiutoyaidasedny esin

' o 1 ' a

ANUNAUNAUTDIULAA MUNINT I (Overall Model Fit Measure) WuIN dadumanalag

ws/Aduuisaududases ((%dh ety 2.892 Fuiunaafidmuefetiosnii 3

'
1o

(Silvan, 1999) WaRiasanavlinguiimualifiseAuunnimsewindu 0.90 wunawidvn

q

fleun GFI=0.956, AGFI=0.944, CFI=0.941 sinuinau A%l PGFI=0.619 WuLnaui 0.50
FulU (Byrme, 2001) dquguiifitvunlifisysudesnin 0.05 nuindwil RMR=0.039 uas
RMSEA=0.047 wutnauaififnunly (Kelloway, 1998) Feagulanlunassdusenouves
nsmamaudutusTetesinsssialulsamalneya 4.0 dvautuianunaundufy
FoyaBauszdny Sewonduannigiuniided 1 1 “lunassduszneuvesnisnain

Anuduiusvetesdnsgsialulsemalnega 4.0 Iauduiinnunaunduiudoyaids

v '
Ay a a

Usgdnd” fufie nanslneiiildaenndeaiuidiafiinainnsmumuissunssmm
wnAneieg hlulilunisimuanseuniside Tnserdedeyaandogisiisausaumsi
n1siasgidoyanisadffiiodredaunuludangudsssinsienuald Snieluina
asfUsEnouTesImamANduTLSTetesinTgsATlulssmalnegn 4.0 FlmunTusiad
AruRsudanilou (Convergent Validity) wailifiesainAraruidesfuiddassadia
(Construct Reliability: Pc) ag5nin4 0.895 614 0.952 Uarlag sy 0.952 auadu
FerinuinaainouInngn 0.60 (Hair et al, 2010) warAIANNAULUSVOIRIAMUEDITULT
Tassadedaduaadsveansiundsiadnld (Varance Extracted: Pv) agsening 0.579
§4 0.764 warlpesauwiiu 0.712 Feiunaeifeuinnii 0.50 #e (Diamantopoulos &

o

Siguaw, 2000) #3ona138ntiedn eaduszneay (Fuusud) Audriniiegniglu Fauds

a

gunale) Jadnumileudutiures 3nsas Y8ANadns, 2558) Tanan1swalu1luLna

aeRUTENoUYRINITAANAANENT LSV IRIAnsgsAalulstnalneya 4.0 luaseilding
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Uszneudae 44 §7inan 8 seiUszneuwuiy ieanndtmiinesiussneu (Factor
Loading) Hutnauisaus 0.60 FulU (Esteghamati et al, 2010) (Anduysal) Feaonndes
U Grénroos (2000) WU MWIRANITAAIAAIUFLTLS (Relationship Marketing) 7iviu
dunilwasinsnaiauinsuagmmaingaamnssudaiadesiunmsatne msdnw uag
nsauduiusliatuseninduiiisadestuesdnsgsfafieliussaunadnioniy

Wwngvesildiuieites dunmusenau 2 wiauaiuawisng 2
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AIAANNAMUTUNUS

(Relationship Marketing: RM)

03AUsENBUTA 1 AANLANLNIAlUNNTASN9ETIA (CA)

(A=0.815)
1. fingaw (A=0.795)
2. Judesldl (A=0.877)
3. sanisiad (A=0.899)
4. a¥sassh (A\=0.721)

23AUsENBUT 2

o e < o = e
NNANWUDIANTLALAUIUNATBUABDE AL (CSRI)

(A=0.782)
1. ldipevheslsidemefudsan (A=0.913)
2. Usanaku (A=0.911)
3. $uilnvausiedenu (A=0.897)
4. SuRnvoudeduindon (A=0.622)

5. ldlalulgmlaniou (A=0.633)

< = a o &
29AUIENAUN 3 N15UsENaUTINALALANLF1L5IURY

gafta (BA) (A=0.798)

- Senuanansalunsvials (A=0.773)

—

_vigsievialan (A=0.771)

_weei (A=0.841)

A WLWN

dulanuudefu (A=0.875)

U1

hifidensmmnanisfu-dayd (A=0.844)

. Mevhmansauiu (A=0.771)

o

asfUsznaudl 4 n1su3ns (5) (A=0.855)

- USunanvsngay (A=0.777)

—

. Aavanavany (A=0.779)

N

. @vdmauann (A=0.766)
_anudiavann (A=0.752)
_anuiiauy (A=0.817)

. MslAAesA (A=0.857)

~N o AW

. Msl#Eusnnsanta (A=0.835)

—

LN

23AUsENBUT 5

wususvesianis (BO) (A=0.800)

. udaunse (A=0.852)

iulasoiies (\=0.882)

andandsiouusus (A=0.903)
flyar1ge (A=0.858)

~

03AUsENAUTN 6

MsUmsnuyAaa (PM) (A=0.964)

. fpuAansmeuld (A=0.732)

Shwauns (A=0.758)
Anuansaistuseiios (b=0.761)
Auiinaunn (A=0.744)
fusmsiifianuanunsa (A=0.777)
fusmsneuauasionsdsuutasldd
(

A=0.778)

- ewdnsasulansiuresuimssziugs

(A=0.744)

—

S

o

83AUsENaUR 7

3555u119N150819 (ME) (A=0.890)

. AmudedndgasnlunmsudiRon (L-0.860)

azfunnnsnduunddidretined (L-=0.875)
Jormunvesngmnelunsvigsia (L=0.864)
eduiuazuInsIMgRsssy (A=0.911)
Audifterfiurudunguazuszaunisal

(A=0.873)

- myassnunnaulugusy (A=0.729)

X?=2510.281, df = 868, GFl = 0.956, RMR= 0.039, RMSEA = 0.047

p3RUsENaUT 8

mMsdpasnsaangesesdns (MC) (A=0.833)

1.
2.
3.
4.
5,

Aoanawu (L=0.899)
HowanwAa (L=0.835)
sefunina (A=0.906)
nsvfumstosverdy (L-=0.777)

Ys8uIN1T (A=0.776)

mwdsznau 2 lnapsAusenaunsnainmuduiiusesinsgsialulsendlneyn 4.0
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v

71979 2 lunaeaAusznaudi@innsnainauduiusesdnsssialulsemalvega 4.0

ATIANIINAINANNTUNRUSVD909ANTTIN \ ,
R C \
Tuuszwnalnesn 4.0 P P
aafUsznaudl 1 anwawunsalunisadieassd
0.815 | 0.664 | 0.895 | 0.682
(Creative ability)
F3ad 1.1 msdl “Anenw” TunmsAnduddle
0.795 0.632
(Capability)
Faind 1.2. Anduddvilg senunlfidiu “Sudedls”
0.877 0.769
(Achievability)
FaETad 1.3, “dwaunnisivd” (New Improving with
0.899 0.808
something New)
FaF¥ad 1.6, MstmuAn “adrsasse” (Creativity) 0.721 | 0.520
asfUsznaufl 2 nmdnealasAnsuazanuiuiinvaude
o 0.782 | 0.612 | 0.901 | 0.651
#9AU (Corporate CSR Images)
FaEvai 2.1, “linevherlsdemetudeen” (Do-no-
0.913 | 0.833
Evil)
FP¥adl 2.2. 921 “U391AEL” BEaue (Join Donation
0.911 0.830
Activity)
FaF¥ad 2.3, Sy “Suinveusiodaan” (Community
0.897 | 0.804
Responsibility)
a8 3ai 2.4. ey “Suinvoustedawnindon”
0.622 | 0.387
(Environment Responsibility)
i sai 2.5. “ldlalutlymlandon” (Care for Global
0.633 | 0.401
Warming)
asrUsznaui 3 n1sUsznaugsiauazAud1saves
- 0.798 | 0.636 | 0.921 | 0.662
§3na (Business Achievement & Practice)
§a83ai 3.1, “femuannselumsimls”
0.773 0.597
(Profitability)
$3Infl 3.2. “sigsiiavilan” (Global/Operation
0.771 0.594
Reach)
F3Indl 3.3. fins “vees” vesgsivedvminae 0.841 | 0.707
(Continuous Expansion)
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£
o o

M54 2 LunaeeRusenauditinnsaainauduiusesnsgsnalulsendlneen 4.0 (ve)

o o

ARTIANITAAIAAIUFUNUSVDID9ANTFIND

A R? C v
Tuuszwmealneea 4.0 P P
a9AUsznaud 3 n1sUsznaugshanazAua3aves
- 0.798 | 0.636 | 0.921 | 0.662
33N (Business Achievement & Practice)
FaTivadl 3.4. Aans “Wulanuudedu” (Sustainable
0.875 0.766
Growth)
FT3nd 3.5. “Lifidoasmmensdu-tyd” Aidewds
0.844 0.712
(No Accounting Fraud Accusation)
FaTadi 3.6. nagvns “n15vna1nsaniu” (Synergy) 0.771 | 0.595
a9AUsTNOUT 4 n1suSNNS (Service) 0.855 | 0.732 | 0.925 | 0.637
FatSad 6.1, Audiliusnst “Usunanmnyan”
0.777 0.603
(Balancing Quantity of Services)
FaR3ed 4.2, Audndllusnist “anumannuans”
0.779 0.607
(Suitable Variety of Services)
FA%3a7 4.3, @onudl/aufiliusnnsi! “sruaunn” (Lot
0.766 0.557
of Services Location)
§25n7 4.0, aoudlsiu3nis “azenn” (Convenience in
0.752 0.565
Use Service)
Faaitadt 4.5, aanudiliusmsldusnisieede “aue”
0.817 0.668
(Service Points are Comfortable for Services)
Fadi 4.6 il “iiesi” QnANA (Staff Respect
0.857 0.734
to Customers)
FaR3nd 4.7, winewlsiusnis “annla” (Staff offer
0.835 0.697
Services with Inner Service Minds)
29AUszNaLT 5 wusuduasRang (Brand Owned) 0.800 | 0.640 | 0.928 | 0.764
FT3n7 5.1 19udvesusudn “udaungs” (Strength
0.852 0.727
Ownership)
Faaitadl 5.2, 1Wudveawususd “dulasedes”
0.882 0.778
(Growing Ownership)
Faitadl 5.3, 1udveanususaa “anAsindsiouusun”
0.903 0.815

(Brand Ownership)
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LY o

a13519 2 Wwaesrusznaumdiansnanaeuduiusesrnsganviulsemdlvesn 4.0 (o)

ATIANIINAINANNTUNRUSVD909ANTTIN \ ,
R pc pv
Tuszwnalnesn 4.0
#d¥ai 5.4. Hudrwesuusudd “dyarige” (High
0.858 0.737
Value Brand Ownership)
23AUszNBUT 6 N1sUIMIIIUYAAA 0.964 | 0.929 | 0.906 | 0.579
(Personnel Management)
FT3ad 6.1, \upsAnsTianunsa “Fenuiansaneuls”
0.732 0.536
(Ability to Recruit Talents)
FTind 6.2. \BupsAnsTianunsa “Shwaue” Thunga
D4 0.758 0.574
NURBLUBY (Ability to Keep Talents Continuously)
FTind 6.3 WussAnsilveuddyuniswan
WnUlAL “anuaunsaintiusiowiios” (Staff 0.761 | 0.579
Development a Priority)
#¥¥ait 6.4. wiinaunnseaudadu “auliganiw” (AL
0.744 | 0.554
Level Quality Staff)
3R 6.5. 1 “uimsiifianuannn” (Quality
0.777 0.603
Management Team)
FT3nd 6.6. HUSMENINT0 “RauauDIsianIs
WasuwUaslédd” (Capability in Respond to Change 0.778 | 0.605
Management)
FTind 6.7. “audnsasulannuvesfuImssEaUEs”
Lﬂuﬁ%’uiﬁ?ﬁlﬂ (High Level of Known Management 0.774 | 0.599
Success)
29AUsENaUT 7 A38555UN9N15AA1A (Marketing
0.890 | 0.792 | 0.941 | 0.729
Ethics)
ndind 7.1 el “AnudedndaninlunisufiRa”
. o 0.860 | 0.740
FURATO UMV ULUIANTNTIVDIAY (Integrity in Duty)
T3ed 7.2, fe “aziuainnsndusndliseded”
L 0.875 | 0.766
warhviguiatudelonta (Fair Competition)
P iat 73, feufRma “derfmumesngranglumsvi
a o LY S a ) Yo 1 v 0.864 0.746
§IN9” Y Laﬂmﬂmgamagﬂmaﬂ (Business Rule by Law)
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LY o

a13519 2 Wwaesrusznaumdiansnanaeuduiusesrnsganviulsemdlvesn 4.0 (o)

o v

AYIANINAINAMNTUNUSVD09ANTTIND

A R? pc pv
Tuszwnalnesn 4.0
29AUIZNBUN 7 938555UN19N15AAA (Marketing
0.890 | 0.792 | 0.941 | 0.729
Ethics)
Fd¥ai 7.5. el “eufifeviiumnudungua
Uszaunisal” vesniingusenisinisiinausy 0.873 | 0.763
(Knowledge Acquirement and Development)
frian 7.6. feliauaulaly “n1sasiseusiauluy
yuwy” Idenndesiudngnnyasyuwunug (Work 0.729 | 0532
Place Community Opportunity)
23fUsEnaudl 8 n1sdedsn1snatnvasasdns
0.833 | 0.694 | 0.923 | 0.706
(Marketing communication of Organization)
fadal 8.1. sUkuunsdeansnsnaniagly
4 0.899 0.808
“@ouaru” (Mass Media Model)
faiai 8.2. sUwuunmsdeansnisnanlagld “delaniy
- 0.835 0.696
A3” (Specialization Media Model)
FTind 8.3. gﬂqumiﬁamimimmmLﬁamﬁﬁq
naudming “seRuning (Above the Line Target 0.906 | 0.821
Market)
FTind 8.4. gﬂqumiﬁamimimamﬁaLﬁﬁﬁa
naudmineglagianiy “nIgdun1stesseyduy” (Below | 0.777 | 0.604
the Line Target Market)
F3eM 8.5. gﬂqumﬁaaﬁmimamwu “ysannis”
0.776 0.602
(Integrated Marketing Communication)
Tumaesduszneumsaanauduiusgineuaud 4.0 0.952 | 0.712

T UseasAnIs3qe9 2 AVUANIATFIUAITAAINAMUFUNUTVRI09ANTTINY

ludszimalveya 4.0 N13UT21HUTEAUNIATTIUNIARINANLANTUS VRS0 4ANTTIRT

ludseinalngga 4.0 nsevillagnisudedennenssunsguseidiuegadosdiuay 5 viwu

wieUszifiugsianin 44 dtalu 8 asdusznaudneiu Jsflazuuiia 100 w38 100% lny

INATINIINNNTUTEIUNY 44 FTInlU 8 B9AUSENBUAINANIVBINTTUNITHARLAULAYIN

o

NsARATLULTINENSEIEALazAngaeen nanzLuuvhoANUTINTUEMALRRY
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sugvudulamhodusaniesas (%) Weuduunasgudidmunnasild 5 seauldun
1) sgdulisinuannssiu (1 a1) adedldnzuuusauandini Yesay 50 2) sedudinin
WNIFIU (2 A1) AzRedliaviuusngnsliddeunitdesar 50-59 3) sEAunnsgiu (3
A7) Aefadlinziuusngnslidesniniovay 60-69 4) sEAUR (4 A7) AzdadlanzwLY
sougns litfesnindesay 70-79 waz 5) sedufdon (5 a) azdedldazuuusiugnslyl

v

Wouninsouar 80-100 erumnlidveausuaunfgiuil 2 31 “daauusngreiulunis

q

FImumInTEINNITAA AR NSV seAn g Ae Iutssmalneen 4.0 11 5 sedy”
gslsfnanedesmnefusesnnsgiu (i) Avudesdnsssiafiongiies 3 U desUszidu
Tniiflefnwumsgiunnuiendnualianiedldegiauiade denadastunsuiamuigifa
131 (2562) AfnwgTToInaeiunsgIugsAa NUTNAMTIIIATIILGIAIAINTANTIsEAY
vaaran1sUseluld 5 seuvfe seAu A (Alam) azuuuysziiuswlaunninfesas 80
JeAU B (Aun) Aziuulseliusiuldfasay 70-79 seiu C () rzwuulsediunulasesay
60-69 5edu D (weld) Azuwunusediusiuld Sesay 50-59 uavaasusuuse asuuulseilu

s2ulASpgag 50 AuaIRU
v
YBLEUBLUTAINHANITANEN

29ANIN1ATINIVBIVTENANzIdeulunatnninduislseinalneasind g in

a

P unldlunisussunisnainannuduiusvetesdnsgsna Wuduluvainsgu

v
=

goufuliuaina lasenvazuiuuslidndiuudagmnagnaivnssuiiolianienied su
Snvadendeanusuflonnmhenuisuazionsulunsildsuasusicliduindeusie
winnssy ndudiuaianisandudlugnisiduniauinisnniy lnserdenisadis
\wIetnsnaziusinsmgsiannndUszaigduinistuedeu Tnerdenisiineusy
e foimsdieiasuaiiunnuiifieliiAnuinnssudaieassd vinveiieliia
mmsﬁwmmimﬁumsﬂisqﬂmazLLf’ﬂsuﬂigmﬁﬁmm%’u%'aumuLLu’;uIstaﬂizmwﬂ,‘ma
4.0 naenauntsUgnilsandisuassssamedndnliaseunauiianuyana n1suing n1s
UIMINU MFeanInInatn MadnndnualfifnesSuiinveudedeay Wudu sl
dHosnnuanisidenuin “hiianmainenuduiusvesesdnsgsinlulsanalnege 4.0
ﬁﬁ'@umﬁuﬁmmﬂamﬂﬁuﬁm’fagm%ﬂm%ﬂﬁ” ((*/df=2.892: <3), GFI=0.956; >0.90,
AGFI=0.944; >0.90, CFI=0.941; >0.90, PGFI=0.619; >0.50, RMR=0.039; <0.05, RMSEA=

¥
Y o 1

0.047:<0.05) fapaUsenausie 44 A3 nguny 1nau1nsn1snaesdiuws busseniulyd

fa1s1InAvtnesdusEneuiliags Metinty “mslinevherlsideniaivdieu

275575555UAITNT DD 85



(A=0.913)” Tngnstasuas N InNdnwaiosrnswasANSURnvausadsnundaslidanarde

o

AoFIANAIUTIU

LYY L4

ngnuingItesnsinisliesemunensedudnvaliJundestudulunday

o

ganadusieg 1 Tnamsimunns (1 ana dusussauldiiuunsgiu) 2 anadmsu

v o

FEAUAINTININTFIY) (3 ANEMTUTEAULINIFIY) (8 ANIFEUTUITEAUR) Uag (5 AIdsU
seiufBow) ieliAnnutndetie 1Fesiu uaglinsdavesmiinnuiiviieu gnAmie
fuilnaiifinisdoriefuuisndingn Tnsazdeainsussifiulninng 3 Biftednw
wnsgrufieidediinnmsseuiulfogauiinge vetidesnanuanisidenudn “da
wane19iulunIsAIMUALIASFIUNISAAINANLENRUSYRIR9ANTTIAY lulsemdalnaen
4.0” #a 5 58U

v
[ [

dudunisideassialy Aasfinwin1sinsziesduse neulBdudunyszau
(Multi-level Confirmatory Factor Analysis) N15Aa81AAINFU R UTVYBI0IANTTINA
luuszinalnega 4.0 lnefnwiannidnauunudeyaszduyana (Within Group) kag
fevulnajunudeyaszduasdng (Between Group) itauduanumangauasiaiia
fanunsahluldlunsyseifiunanisaanaileaisnnudnilungugniudoduslaaves

'3

2IANT

1BNEN591999
Mwnlng

NIURAUNGININTAN. (2562). AlloINAIINTTINGTND. NTUNN: NTENTHWEVE.

*9 9

2> v
& a o a L

fiaen Ny, (2560). 1153AT12viaAATUGRE SPSS for Windows (Riamin3ail 12).
NIANN AR,

Tnea Afasssu. (2554). a9AnIviFiosin. NN Y18NwINITALN, 10-13.

§n5A3 Ufuaavs. (2558). N9¥INITIAUAYNITAFOU. AEANWIAENS, NMINETEE

yinged. @9van, 9-10.

AUSIA Iwéwqﬂwwﬁuﬁ. (2551). 54TgUT5396. NN OnBUesiin, 52-60.

nanndnninswisUsemalne. (2561). Tedausenieanzdoulunainnanysneun
Usemalneg. duduiiie 16 NINHIAY 2562, 910 https://www.set.or.th/

th/company/ companylist.ntml

275875555 B 86



aaa

wsanwed 35vTe. (2555). AIIWANNUSIATIATIIFUAY (LISREL): aAATISVa 195 UNITITE
NNAIAUAITATUALNYANTTUAIFAT. NTUNN: dUNAUNUNIIRIAINT 0]
UNINYAY.

Ueznad ud15ey wasdsines Asln. (2555). MU ImanyuANUSURAteUn&IAN
UB909ANSO8NEIBY. 295TITANWIMIANT UnTINedeAaTng, 10(1), 15-28.

o

uup3 W3eena. (2553). Aauvudunimaiaesloefignuiain. msussyivnsatauay

q

s =

anfuszynd AT 11 Ysednd 2553, C-2.
316 euFumssnl. (2560). Yaduanudnsavesniseaiadaduiuslugnaimnssuvieaiien.
MIFTITeuarim Aageawnsal lunszususigUdusd arviuyvemansuas

FIAUAIAnT, 12(2), 321-329.

v
[

audn v1aly. (2555). n1sifugsznaunTs (Entrepreneurship). (RUHASAT 5). NANN:
waa Jad, 19-21.

asal 29A3TuNs. (2562). wusUd Foexls. Auduile 3 Turau 2562, 910 https:/Awww.
softbankthai.com/Article/Detail/1665

ATnN9IUAMENIIUNITTINTITNITNALS 0. (2560). nilvdediannsadng AI1UANIT
aiassA. Audwidle 15 Suneu 2562, an http://www.ocsc.go.th/

gaua fsntiuni. (2550). sudeuIzaven waiaumans: uuImNuua. nsaunwa: 1sefud
PANTUNTINAE, 44-46.

gnd Wdun3d. (2560). uuaAnUszmAlne 4.0. Auduiietudl 12 unsiau w A, 2562,
Wy dafl W http//planning2.mju.ac.th/goverment/20111119104835_
planning/Doc_25590823143652 358135.pdf

ARiCADNANLS,

Alrubaiee, L., & Alnazer, N. (2010). Investigate the impact of relationship marketing
orientation on customer loyalty: The customer’s perspective. International
Journal of Marketing Studlies, 2(1), 155-174.

Byrne, B.M. (2001). Structural equation modeling with AMOS: Basic concepts,
applications, and programming, Hahwah. New Jersey: Lawrence Erlbaum
Associates.

Chen, J., Batchuluun, A., & Batnasan, J. (2015). Services innovation impact to
customer satisfaction and customer value enhancement in airport.

Technology in Society, 43(11), 219-230.

275879555UAANT XD 87



Columbus, L. (2013). Roundup of CRM forecasts and market estimates, 2012.
Retrieved July 18, 2019, from http://forbes.com/sites/louiscolumbus/
2012/12/04/ roundup-of-crm-forecasts-and-market-estimates-2012/

Cronbach, L.J. (2003). Essential of psychology testing. New York: Hanper Collishes.

Diamantopoulos, A., & Siguaw, J. A, (2000). Introduction to LISREL: A guide for the
uninitiated. London: SEGE Publications, Inc,.

Esteghamati, A., Zandieh, A., Khalilzadeh, O., Meysamie, A., & Ashraf, H. (2010).
Clustering of metabolic syndrome components in a Middle Eastern
diabetic and non-diabetic population. Diabetol Metab Syndrome, 2: 36.

Giovanis, A., Athanasopoulou, P., & Tsoukatos, E. (2015). The role of service faimess
in the service quality relationship quality customer loyalty chain: An
empirical study. Journal of Service Theory and Practice, 25(6), 744-776.

Hair, J.F., Anderson, R.E., Tatham, R.L., & Black, W.C. (2010). Multivariate data analysis.
(7" ed.). Upper Saddle River, NJ: Prentice Hall.

Hanninen, N., & Karjaluoto, H. (2017). The effect of marketing communication on
business relationship loyalty. Journal of Marketing Intelligence & Planning,
35(4), 485-472.

Hoogland, J.J., & Boomsma, A. (1998). Robustness studies in covariance structure
modeling: An overview and a meta-analysis. Sociological Methods &
Research, 26(3), 329-367.

Institute for Management Education for Thailand. (2018). Business Ethics. Retrieved
November 11, 2018, from http://www.imetthai.com/ethicsall.php.

Kaplan, R.S., & Norton, D.P. (2007). Using the balanced scorecard as a strategic
management system. Retrieved July 18, 2019, from https://hbr.org/
2007/07/using-the-balanced-scorecard-as-a-strategic-management-system.

Kelloway, E.K. (1998). Using LISREL for structural equation modeling. New Jersey:
Sage Publication.

Kleiman, L.S. (2000). Human resource management: A managerial tool for
competitive advantage. United State: South-Western College Pub.

Kolter, P. (2010). Marketing management. (The Millennium ed.). New Jersey:

Prentice Hall.

275875555UAIANT T 88



Kotler, P., & Keller, K. (2006). Marketing management. (12" ed.). Upper Saddle
River, New Jersey: Pearson Prentice Hall.

Kozlenkova, V., Samaha, S.A., & Palmatier, R.W. (2013). Resource-based theory in

marketing. Journal of the Academy of Marketing Science, 6(4), 1-21.

Lian, S.B. (2017). The role of relationship quality on customer loyalty: The
effectiveness of strategic relationship marketing. Processing of 112" The
IER International Conference, Tokyo, Japan.

Liu, C.T,, Guo, Y.M., & Lee, CH. (2011). The effects of relationship quality and
switching barrier on customer loyalty. International Journal of Information
Management, 31(1), 71-79.

Moriarty, S., Michel, N., & Wells, W. (201 1). Advertising and IMC principles and
practice. (9" ed.). Boton: Prentice Hall.

Nagasimha, K. (2000). Role of relationship marketing in competitive marketing
strategy. Journal of Management and Marketing Research, 1-17.

Ndubisi, N.O., Chan, KW., & Gibson, N. (2017). Supplier-customer relationship
management and customer loyalty: The banking industry perspective.
Journal of Enterprise Information Management, 20(2), 222-236.

Nwakanma, H., Jackson, A.S., & Burkhalter, J.N. (2007). Relationship marketing: An
important tool for success in the marketplace. Journal of Business &
Economics Research, 5(2), 55-64.

O’Cass, A, Song, M., & Yuan, L. (2013). Anatomy of service innovation: Introduction
to the special issue. Journal of Business Research, 66(8), 1060-1062.

Silvan, M. (1999). A model of adaptation to a distributed learning environment.

(Progradu thesis in education). Finland: University of Jyvaskyla.

275875555UAIANT D 89



