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Abstract

This research aimed to design and develop interactive media to promote computational
thinking skills for first-grade primary students and to evaluate their satisfaction with the use of
interactive media in the form of activity games to promote computational thinking skills using
the concept of computational thinking and unplugged coding activities as learning tools. The
developed media consisted of four types of activities: 1) decomposition game-based, 2) abstract
game-based, 3) pattern recognition game-based, and 4) algorithm game-based. The media was
developed in the form of a web application using Visual Studio Code and Unity Game €ngine
via HTML, CSS, JavaScript, and C# languages and stored with phpMyAdmin. The researcher
collected data from interviews with & experts: experts in platform activity content design, experts
in children's interactive media design, and experts in platform program development to ask for
opinions on the design work and provide suggestions before improving the work. It was then
tested, and the satisfaction of use was assessed with the sample group of ¢ first-grade primary
school students. It was found that the students were highly satisfied with the design (mean
2.70), highly satisfied with the functionality (mean 2.53), highly satisfied with the feeling of use
(mean 3.00), and highly satisfied with the overall performance (mean 2.79).

Keywords: Design and development, interactive media, computational thinking skills, children
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Abstract

This study aims to analyze the perspectives and readiness of public relations
professionals in Thai public universities regarding the use of artificial intelligence (Al) tools in
public relations writing. It focuses on assessing the needs and limitations in the application of
Al-driven blogs and chatbots and proposes a conceptual framework for creating an ethical and
effective co-creation model that integrates Al and human input. This quantitative research
employed a questionnaire to collect data from 4 00 public relations practitioners. Data was
analyzed using descriptive statistics and the Modified Priority Needs Index (PNI Modified) to
identify gaps between actual practices and ideal expectations. The findings indicate that
practitioners place high importance on using evidence-based data to enhance communication
credibility (mean = 4.453), emphasized that credibility and transparency are central to Al-assisted
communication. Conversely, the use of bots for generating statistical content received the lowest
score (mean = 4.1 9 3), reflecting practitioners' uncertainty or limitations in related skills. The
most critical needs identified include linking blogs to social media platforms, real-time data

analysis, and the use of bots to align content with current trends. As a strategic recommendation,
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this study suggests that educational institutions and related organizations develop Al adoption
strategies in public relations. These strategies should focus on enhancing data analysis skills,
fact-checking, and evidence-based storytelling through targeted training and specialized courses.
Furthermore, it is recommended to promote co-creation models that combine Al and human
collaboration to strengthen credibility, efficiency, and ethical standards in public relations. Clear
policies should also be established to guide the use of Al in communication, helping prevent

misinformation and build public trust.

Keywords: Artificial Intelligence, PR Writing, Evidence-Based Storytelling, Blogs, Chatbots
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Introduction

In recent years, the rapid advancement of artificial intelligence (Al) has significantly
transformed the landscape of public relations (PR), particularly in the realm of content creation
and dissemination. The integration of Al technologies such as natural language processing
(NLP), machine learning algorithms, and conversational agents (e.g., chatbots) has opened new
possibilities for enhancing scalability, efficiency, and precision in PR practices (Zhao, 202 5;
Volari¢, Tomi¢, & Ljubi¢, 2024). However, alongside these opportunities, critical challenges have
emerged, notably concerning the ethical dimensions of automated communication, the
transparency of authorship, and the contextual accuracy of Al-generated content (DellAcqua et
al, 2024). These issues have intensified the discourse surrounding responsible Al deployment
in PR and the need for frameworks that can guide practitioners in navigating this complex
terrain.

To address these challenges, this study introduces an Al-driven ethical communication
framework, designed to support the development of public relations content that not only
leverages Al's technical capabilities but also adheres to ethical principles and professional
standards. This framework integrates three core elements: (1) the use of blogs as dynamic
platforms for evidence-based storytelling, (2) the adoption of chatbots for data management and
verification tasks, and (3) the embedding of ethical guidelines to ensure transparency, authenticity,
and accountability in all Al-assisted communications. The conceptual foundation of this framework
draws upon recent scholarly works that highlight the dual potential and pitfalls of Al in PR.
Nies and Zhao (2025) emphasize the transformative possibilities of Al-powered enhancements
in media relations, while simultaneously cautioning against the ethical risks posed by opague
and inadequately supervised Al outputs. Similarly, Yang (202%) underscores the urgent need to
advance pedagogical strategies that prepare PR practitioners for the Al era, advocating for
education that balances technological fluency with ethical sensitivity.

The literature reveals a clear consensus on the necessity of human oversight and the
importance of embedding ethical considerations at the core of Al-assisted PR work. Cusnir and
Neagu (2024) report that although a growing proportion of practitioners incorporate Al tools
such as ChatGPT into their workflows, there remains an unwavering emphasis on human editorial
judgment to safeguard accuracy, appropriateness, and credibility. Akpan et al. (202 4) further
point out that many organizations have yet to establish the strategic infrastructure required for
responsible Al integration, which includes both technological systems and competency
development initiatives aimed at fostering ethical Al literacy among professionals. In light of
these insights, it becomes evident that the successful adoption of Al in PR hinges not merely
on access to technology but on a profound understanding of practitioner needs, contextual

constraints, and ethical imperatives.
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Consequently, this study seeks to conduct a situational needs analysis to illuminate the
actual practices, expectations, and challenges faced by PR professionals in Thailand’s higher
education institutions as they engage with Al-enhanced writing tools. Such an analysis aligns
with Hennessy and McNamara’s (20 1 8) argument that interventions designed without a prior
assessment of wuser requirements often fail to resonate with the realities of practitioners,
particularly in fields experiencing rapid technological disruption. Through this inquiry, the research
aims to answer several pivotal guestions: How do practitioners perceive the role of evidence-
based storytelling in enhancing message credibility? To what extent do they trust chatbots to
verify content accuracy or manage statistical data? What ethical concerns arise in their view
regarding the automation of content creation?

These questions are positioned within the broader context of digital public relations and
are informed by the communication barriers and professional anxieties identified in contemporary
scholarship (Nies & Zhao, 202 5; DellAcqua et al, 2024). By anchoring the investigation in
these recognized concerns, the study ensures that its findings will not only contribute to
academic discourse but also provide actionable guidance for both educational programs and
organizational strategies aimed at strengthening Al competency in PR. The data generated
through this needs analysis will serve as a foundation for developing a co-creation model that
synergizes blogs, chatbots, and ethical storytelling practices into an integrated system for
cultivating PR writing competencies. This model aspires to equip practitioners with the tools and
ethical compass necessary to harness Al's potential responsibly, thereby fostering innovation
without compromising the integrity of communication.

In summary, this research responds to the imperative of reconciling technological
advancement with ethical responsibility in the evolving domain of public relations. It aspires to
fill a critical gap in the literature and practice by proposing a structured framework that guides
the ethical and effective integration of Al into PR writing and communication strategies. Through
empirical investigation and theoretical synthesis, the study endeavors to contribute to the ongoing

dialogue on Al's role in shaping the future of professional communication.

Objectives

1. To examine the perspectives and preparedness of public relations professionals in
Thai universities regarding the utilization of Al tools in public relations writing.

2. To assess the requirements and deficiencies in the utilization of Al-driven blogs and
chatbots.

3. To present a framework for establishing a co-creation public relations writing model

that amalgamates Al and human participation.
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Scope of the Study

This research examines public relations practitioners employed in public universities in
Thailand. Data were gathered via a questionnaire survey from a sample of 400 individuals

engaged in Al utilization for public relations content creation.

Literature Review

The incorporation of artificial intelligence (Al) into public relations (PR) practices has
catalyzed substantial changes in how organizations communicate, produce content, and engage
stakeholders. While the global scholarly discourse on Al-enhanced communication tools—such
as generative Al, chatbots, and Al-assisted blogging—has grown rapidly (DellAcqua et al, 2024;
Cusnir & Neagu, 202 4; Akpan et al, 2024), there remains a discernible gap in studies that
contextualize these technologies within Southeast Asia, particularly Thailand. This section reviews
both contemporary and classical literature to illuminate these global trends, ethical
considerations, and regional research deficiencies, thereby establishing the foundation for this

study’s focus on Thai higher education PR practices.

Generative Al in Public Relations Communication

Generative Al, defined as Al systems capable of creating new, coherent, and often
complex outputs from user prompts, including text, audio, video, and graphics—has emerged as
a transformative tool in public relations. These systems, such as those based on large language
models (LLMs) like GPT-4, facilitate the production of customized content at scale, reducing
time and resource burdens while expanding audience reach (Ahmed et al, 2024; Henke, 2024).
In practice, generative Al supports tasks ranging from writing press releases and speeches to
producing social media posts and managing media relations (Volari¢, Tomi¢, & Ljubi¢, 2024).

However, significant challenges persist. As DellAcqua et al. (2024) note, while generative Al
can enhance individual creativity, it often diminishes collective originality, raising concerns about
content homogeneity. Moreover, systems may produce hallucinated facts, biased language, or
stylistically inappropriate messaging (Ahmed et al, 2024). The ethical stakes are high in PR, where
credibility and trust underpin all communication efforts. Classic works on public communication
ethics, such as Hallahan (2000), underscore the imperative for message accuracy, transparency, and
fairness—principles that Al systems cannot autonomously guarantee without human oversight.

In the Southeast Asian context, empirical research on generative Al's role in PR is
sparse. While some organizations in Singapore and Malaysia have piloted Al-driven content
tools (Tan & Lim, 2022), comprehensive studies on adoption patterns, ethical considerations,
and practitioner attitudes in Thailand are notably absent. This research gap is consequential,

given the distinct cultural, linguistic, and regulatory environments in the region.
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Chatbots as Artificial Intelligence-Enhanced Communication Instruments

Chatbots represent another critical Al-enabled tool reshaping PR practice. From their
origins as rule-based responders to their current incarnation as sophisticated, LLM-powered
conversational agents, chatbots now perform key roles in customer engagement, issue management,
and audience feedback collection (Porlezza et al, 2023). Cusnir and Neagu (2024) highlight the
growing reliance on chatbots for co-creating content and facilitating generative storytelling in PR,
noting efficiency gains and enhanced audience interaction.

However, chatbots also face well-documented limitations. De Freitas et al. (2023)
demonstrate how even advanced bots frequently fail to detect emotional distress in users, a
deficiency with ethical implications for PR, particularly in crisis communication and stakeholder
relations. In public contexts where empathy, nuance, and trust-building are paramount, as
emphasized by Hill and White (2000), chatbots’ deficiencies in emotional intelligence could
undermine rather than enhance communication effectiveness.

Within Thailand, chatbots have seen increasing use in customer service and e-government
portals, but their systematic application in PR, particularly within academic institutions or cultural
organizations, remains underexplored. Existing implementations, such as those in tourism
promotion (Tourism Authority of Thailand, 2021), have not been rigorously studied for their

communicative, ethical, or operational impacts.

Blogging and Evidence-Based Storytelling in Digital PR

Blogging continues to serve as a cornerstone of digital PR strategy, providing platforms
for brand narratives, thought leadership, and stakeholder engagement (Toteva, 2023). Al-assisted
blogging tools now enable practitioners to accelerate content creation, tailor messages for
specific demographics, and enhance search engine optimization (SEO) performance (Henke,
2024). Cusnir and Neagu (202 4) describe how Al co-creation processes in blogging can
harmonize speed and personalization, though they caution against overreliance, which risks
eroding authenticity.

A classical perspective reminds us that content credibility hinges on evidence-based
communication, a principle long espoused by PR theorists such as DiFonzo and Bordia (2000),
who examined how PR professionals combat misinformation and corporate rumors. Contemporary
Al tools, despite their analytic capabilities, cannot independently validate facts or provide the
human judgment required to craft persuasive, credible narratives anchored in verifiable evidence
(Nies & Zhao, 20258). This shortfall underscores the enduring relevance of human expertise in
Al-supported PR writing.

Regional studies on Al-augmented blogging in Southeast Asia are scarce. While countries
like Indonesia and Vietnam have reported rising adoption of digital PR practices (Nguyen &

Pham, 2021), comprehensive analyses of Al's role in enhancing—or potentially diluting—

onsansIssloBidauins OA 1 aUUA 1 (Uns-Dauneu), 2025 @C TSILPAKORN 51

ICT Silpakorn Academic Journal Vol. 1 No. 1 (January-June), 2025 I ACADEMAL(E




Developing Public Relations Content with Al: A Demand Analysis and the Use of Blog Bots and €vidence-Based Data
Thitirat Somboon, Jaitip Na Songkhla

evidence-based storytelling remain missing from the literature. Thailand, with its rich tradition of

narrative communication in public affairs, offers a compelling context for such inquiry.

Principal Challenges and Ethical Considerations

Across the reviewed literature, key challenges in Al integration into PR emerge
consistently:

First, issues of precision and verification remain paramount. Al systems can generate
erroneous or misleading content if not carefully curated and fact-checked. Calls for integrating
Al-powered verification mechanisms, perhaps drawing on the computational rigor seen in early
HCI research (Capel & Zisserman, 1998), have grown louder (Toteva, 2023).

Second, ethical concerns regarding transparency, authorship, and consent persist. Users
often cannot discern whether content originates from a human or a machine, complicating trust
relationships (Ahmed et al, 2024). The ethics of Al-assisted communication thus extend beyond
accuracy to encompass consent and audience autonomy—issues emphasized in foundational
ethics literature (Hill & White, 2000).

Third, gaps in competency and training inhibit effective Al adoption. As Yang (2025)
argues, without structured educational initiatives, PR practitioners risk becoming over-reliant on
tools they do not fully understand, increasing vulnerability to errors and ethical missteps.

Finally, organizational readiness remains insufficient. Akpan et al. (2024) and Mao et al
(2024) both identify deficits in infrastructure, policy frameworks, and strategic alignment that

constrain responsible Al integration.

Regional Gaps and Research Deficiency

Although global studies offer valuable insights into Al's potential and pitfalls in PR, their
relevance to Southeast Asia—particularly Thailand—is limited by contextual divergence. Most
extant studies have been conducted in Western or technologically advanced Asian settings (e.g.,
Japan, Singapore), where digital infrastructure and Al literacy levels are higher (Tan & Lim,
2022). Meanwhile, studies on Al-enabled PR practice in Thailand are fragmentary and tend to
focus on narrow applications (e.g., chatbots in tourism or government portals) rather than
holistic communication strategies within educational, cultural, or civic institutions.

This research addresses that gap by focusing on PR practitioners in Thai higher
education, examining their perceptions, practices, and developmental needs in relation to Al-
driven content creation. By situating its inquiry within the Al-driven ethical communication
framework introduced in the previous section, this study contributes a contextually nuanced
understanding of how blogs, bots, and evidence-based content can be integrated responsibly

into public communication strategies in Thailand.
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Methodology

The target population

The target population of this study comprises public relations practitioners working in
public universities throughout Thailand. Given the indeterminate size of this population, because
no centralized registry comprehensively documents PR staff across the country’s diverse
institutions the sample size was calculated using Thanin Silpcharu’s (2010) formula for infinite
populations at a 95% confidence level. The base sample size determined through this method
was 3856 participants. To account for potential issues such as non-response, incomplete data,
or minor data entry errors, an additional buffer of 15 participants was incorporated, yielding a

total sample size of 400 respondents.

The sampling method

The sampling method employed was incidental (convenience) sampling, a form of non-
probability sampling. This approach was chosen to ensure timely access to respondents actively
engaged in PR activities and possessing familiarity with Al or digital content creation tools.
While convenience sampling introduces certain limitations in terms of generalizability, it is
appropriate for exploratory studies aimed at gathering in-depth, practice-based insights from a
specialized professional cohort. The sample therefore reflects the perspectives of practitioners
with direct experience or awareness of Al-driven communication technologies within their

organizational settings.

Data Analysis Procedures
The data were processed using statistical software to generate descriptive statistics,
including frequencies, means, and standard deviations. These analyses provided a profile of

practitioner characteristics, usage patterns, and attitudinal tendencies.

Ethical Considerations

Ethical compliance was a cornerstone of the study design. Participation was voluntary,
with informed consent obtained from all respondents. Data were anonymized prior to analysis
to safeguard participant privacy. The research protocol adhered to the ethical guidelines for
human research of the hosting academic institution and was approved by its institutional review

board.

Research Instruments

Two research devices were utilized:

1. Systematic Questionnaire
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The primary data gathering instrument consisted of a three-section structured questionnaire:

Section 1: General Information — Comprised six items collecting demographic and professional
background information.

Part 2: Current Practices — Comprised 13 items evaluating prevailing practices and perceptions
of the utilization of blogs and chatbots for data-driven public relations content generation.

Part 3: Needs Assessment — Comprised 19 items designed to assess the perceived significance
and optimal utilization of Al in public relations communication, emphasizing content reliability,
personalization, campaign analysis, and social media integration.

Participants evaluated items on a 5-point Likert scale, from "Very Low" (1) to "Very High" (5).

2. Bxpert Validation Document

A panel of academic and professional professionals evaluated the questionnaire to verify
content validity. The instrument was assessed with the Item-Objective Congruence (IOC) Index, which
quantified the alignment of each item with the research objectives.

3. Research Design Framework

Stage 1 Literature Review & Problem Identification

Review of global and Southeast Asian studies Identification of research gap

Stage 2 Instrument Development & Validation

"

Design of structured questionnaire Expert validation (3 experts) Pilot testing (30 participants)

Stage 3 Data Collection

|4l

Target group PR practitioners in Thai public universities Sample size: 400

Stage 4 Data Analysis

|¢

Descriptive statistics PNI Modified analysis

Stage 6: Model Development

|¢

Synthesis of findings Proposal for Al-driven ethical communication

Figure 1 Research Framework

Data Analysis

In this study, the data analysis process was designed to provide both descriptive insight and
prioritization of developmental needs regarding Al-enhanced communication tools in public relations.

The analytic procedures are structured as follows
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1. Descriptive Statistics

Quantitative data collected from the structured questionnaire were analyzed using mean,
standard deviation, skewness, and kurtosis. These statistical measures provided a comprehensive view
of respondents’ perceptions, experiences, and current practices in relation to the use of Al, blogs, and
chatbots in public relations activities. The descriptive analysis enabled the identification of central
tendencies and variability in the data, as well as the detection of any anomalies or non-normal
distributions that might affect the interpretation of results.

2. Modified Priority Needs Analysis (PNI)

To systematically assess the gap between current practice and ideal conditions, the Modified
Priority Need Index (PNI Modified) was applied. The PNI Modified quantifies the relative need for
improvement in specific areas of Al integration, supporting evidence-based recommendations for targeted
intervention. The formula used for computation is

To identify priority areas for capacity development, the PNI Modified formula was applied

I—-D
PNI Modified = 3

Location:
I = Ideal State (anticipated degree of practice)

D = Present Condition (existing level of practice)

A higher PNI Modified score indicates a greater developmental need. For this study,
items with PNI Modified values greater than 0.35 were interpreted as representing high-priority
areas requiring immediate attention or capacity-building initiatives. This threshold aligns with
practices in assessment research for organizational development (Thanin Silpcharu, 2010)

3. Ethical Considerations

Ethical compliance was a cornerstone of the study design. Participation was voluntary,
with informed consent obtained from all respondents. Data were anonymized prior to analysis
to safeguard participant privacy. The research protocol adhered to the ethical guidelines for
human research of the hosting academic institution and was approved by its institutional review
board.

4. Instrument Reliability and Validity

The questionnaire’s reliability was verified through pilot testing with 30 public relations
practitioners outside the main sample. The instrument demonstrated strong internal consistency
(Cronbach’s alpha=0.84>0.7), indicating high reliability. Content validity was confirmed using the
[tem-Objective Congruence (IOC) method, with three experts in Al communication, PR education,
and the guestionnaire items were reviewed by five expert specialists in Al communication, public
relations education, and digital ethics to ensure alignment with the study’s objectives and

conceptual framework. All items achieved IOC 0.80>0.5, meeting accepted validity standards.
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5. Ethical Considerations in Research

Ethical integrity was a foundational aspect of this study’s design and implementation. All
participants were provided with a detailed explanation of the research objectives, scope, and their
rights as respondents prior to their participation. The principle of voluntary consent was strictly
upheld, with participants given the option to withdraw at any stage without penalty. Data
confidentiality and anonymity were guaranteed; individual responses were anonymized during data
processing and reporting to ensure privacy protection. The research adhered to institutional ethical
guidelines for human subject research in the social sciences and received approval from the

university’s ethics review board.

Findings

This study sought to investigate the existing practices, views, and developmental requirements
concerning the application of Generative Al specifically blogs and chatbots in public relations (PR)
activities inside Thai public higher education institutions. The findings are organized into four categories,
encompassing both descriptive and needs-based analyses. The findings are interpreted in direct
accordance with the research topic presented in the initial section: the ethical concerns, credibility
issues, and competence deficiencies related to Al integration in professional public relations writing.

1. Attitudes and Readiness for Al-Driven Tools

The descriptive statistical analysis revealed a notably positive orientation among PR
professionals regarding Al-enhanced communication tools. The overall mean score across readiness
and attitude indicators was 4.324 (SD = 0.928), signaling a strong perception of suitability and

preparedness to engage with these technologies in their professional contexts.

Table 1
ltem Mean SD Interpretation
Using evidence-based data to enhance content credibility 4.453 0.680 Highly suitable
Using blogs to generate PR content 4.450 0.986 Highly suitable
Using bots to adapt content to current trends 4.400 0.880 Highly suitable
Using bots for pre-publication content accuracy checks 4.328 0.928 Highly suitable
Overall Average 4.324 0.925 Highly suitable

These findings substantiate the hypothesis that ethical responsibility and credibility
enhancement remain central concerns among PR practitioners when integrating Al into their
workflows. The high endorsement of evidence-based data (M = 4.453) particularly emphasizes
the recognition of factual accuracy as a cornerstone of ethical public communication.

2. Needs-Based Gaps in Blog Utilization

Despite favorable attitudes, substantial developmental gaps were observed in the actual

deployment of blogs as a PR tool, particularly in applications requiring strategic content planning

onsansIssloBidauins OA 1 aUUA 1 (Uns-Dauneu), 2025 Q)C TSILPAKORN 26

ICT Silpakorn Academic Journal Vol. 1 No. 1 (January-June), 2025 fgﬁ?aENM)&




Developing Public Relations Content with Al A Demand Analysis and the Use of Blog Bots and €vidence-Based Data
Thitirat Somboon, Jaitip Na Songkhla

and evidence integration. The PNI Modified analysis consistently high-priority needs across all

examined items.

Table 2
Actual Use Ideal Expectation PNI Priority
ftem (D) 0] Modified Level
Using blogs to showcase case studies or results 3.103 4.748 0.5630 Urgent
Linking blogs with social media 3.170 4.763 0.499 Urgent
Storytelling with evidence-based content 3213 4.798 0.493 Urgent
Publishing high-quality content 3.293 4.808 0.460 Urgent
Creating credible content 3.280 4.745 0.447 Urgent
General use of blogs for PR writing 3.250 4.678 0.439 Urgent
Overall Average 3.218 47565 0.478 Urgent

These gaps illustrate a clear disconnect between professional ideals and operational
realities, particularly in evidence-based storytelling and strategic digital integration, echoing issues
identified in the literature and conceptual framework.

3. Needs-Based Gaps in Bot Utilization

A parallel pattern of developmental need emerged concerning chatbot applications. While
respondents expressed general positivity (M = 3.872), actual practice levels fell notably short

of ideal standards, particularly in data-driven functions crucial to Al-supported PR.

Table 3
Actual Ideal
PNI Priority
Item Use Expectation
Modified Level
(D) U}

Creating content tailored to target audiences 3.040 4.748 0.561 Urgent
Analyzing and refining PR content 3.163 4.740 0.504 Urgent
Analyzing data from PR campaigns 3.010 4.645 0.542 Urgent
Synthesizing data from multiple sources 3.088 4.645 0.504 Urgent

These findings highlight critical areas for capability development, notably in data
interpretation, content personalization, and evidence synthesis—functions essential for upholding
PR credibility in Al-assisted environments.

4. Comprehensive Analysis of Findings

In synthesis, the research produced a coherent and compelling picture of both promise
and challenge in Al adoption among PR professionals in Thai higher education:

« Ethical integrity and credibility remain non-negotiable principles for practitioners, as
evidenced by strong support for evidence-based approaches and editorial oversight mechanisms.
» Significant gaps exist between aspiration and practice, especially in domains

requiring analytical reasoning, content integration, and Al-assisted data interpretation.
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« The findings provide clear, evidence-based justification for structured educational
initiatives and co-creation models to support responsible Al adoption in PR writing.
These conclusions affirm the study’s relevance and practical utility, setting the stage for

the proposed Al-driven ethical communication framework to guide capacity building in the sector.

Discussion and Implications

This study was designed to evaluate the preparedness, existing practices, and developmental
requirements of public relations (PR) professionals in Thai higher education institutions regarding
the integration of blogs and chatbots driven by Generative Al. The findings provide significant
empirical insights that not only reaffirm prior scholarly work but also illuminate critical deficiencies
in practice that could impede ethical and effective Al adoption. The discussion below draws clear
linkages between the present results and preceding studies while highlighting the pedagogical,
professional, and policy implications of these findings.

1. Analysis of Principal Discoveries

The consistently elevated mean scores for items related to evidence-based storytelling and
ethical content verification (e.g., using evidence-based data to enhance content credibility, M = 4.4563)
reveal that PR professionals are highly cognizant of their ethical obligations when generating digital
content. This outcome is entirely consistent with the work of Cusnir and Neagu (2024), who found
that PR practitioners increasingly advocate for Al-assisted content creation only when it is
accompanied by clear ethical safeguards and human oversight. Similarly, this finding resonates with
Nies and Zhao (202 5), who emphasized that ethical considerations and transparency must form
the backbone of any Al-powered media relations strategy, given the risks of eroding public trust

However, despite this ethical consciousness, the Priority Need Index (PNI Modified) analysis
revealed profound gaps between current practice and optimal expectations, especially in functions
that require analytical sophistication—such as data interpretation, strategic narrative construction,
and evidence synthesis. The notably high PNI values for tasks like creating content tailored to
target audiences using bots (PNI = 0.561) indicate that, while practitioners recognize the potential
of Al tools, they lack the competence or confidence to fully leverage these technologies. This gap
is aligned with Henke (2024) and Yang (2025), who both observed that insufficient Al literacy
among communication professionals acts as a structural barrier to the responsible and effective use
of Al 'in PR.

The findings also echo the concerns raised by Volari¢ et al. (2024) and Mao et al. (2024),
who underscored that the absence of institutional support mechanisms—such as clear policies,
infrastructural readiness, and continuous professional development—hampers Al's integration into
organizational workflows. Furthermore, the discomfort in using bots for statistical content
development parallels concerns documented by De Freitas et al. (202 3) regarding the reliability

and safety of Al-generated outputs in high-stakes communication contexts.
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2. Pedagogical and Professional Implications
The results of this research carry significant implications that extend beyond academis,
informing the future direction of professional development, institutional policy, and national
educational frameworks for communication professionals.
1) Curriculum Development
There is a clear imperative for universities and professional training institutes to embed
Al literacy in PR and communication curricula. Such courses should go beyond technical operation
of Al tools to incorporate critical thinking, ethical reasoning, and evidence-based writing strategies,
as advocated by Yang (2025). This aligns with the global trend toward preparing practitioners who
can responsibly co-create with Al rather than passively rely on automation.
2) Professional Co-Creation Models
The study supports the design and implementation of co-creation models where Al
serves as an assistive tool under human direction rather than as a substitute for professional
judgment. As highlighted in Cusnir and Neagu (2024), this approach encourages the integration of
editorial oversight, stakeholder consultation, and iterative refinement, which can safeguard content
integrity while maximizing the efficiency gains of Al.
3) Organizational Capacity-Building
Institutions, particularly within Thai higher education, should establish targeted capacity-
building initiatives. These programs should aim to elevate the data interpretation capabilities of PR
practitioners, enhance Al ethics awareness, and reduce overreliance on Al-driven automation for
tasks demanding human discernment. This recommendation aligns with the calls of Mao et al
(2024) for strategic infrastructure development to ensure Al adoption enhances rather than
compromises organizational effectiveness.
4) Policy Development
The findings underscore the necessity for formal policy frameworks to regulate Al use
in PR writing. Policies should address key areas such as authorship attribution, fact verification
standards, and mechanisms for mitigating misinformation. This policy development is in direct
concordance with recommendations from Nies and Zhao (202 &), who argue that without clear
guidelines, Al deployment in public communication risks undermining public confidence and
institutional credibility.
3. Contributions to Knowledge
This study contributes to scholarly and professional discourse in several keyways
1) This study provides one of the first empirical investigations into the state of Al tool
adoption in PR within the Thai higher education sector, a context that has been underexplored in
prior literature. In doing so, it complements and extends the predominantly Western-focused analyses
found in studies like those of Ahmed et al. (2024) and Henke (2024).
2 ) This study bridges the theory-practice divide by comparing practitioners'

aspirational ideals with their real-world practices, thereby offering a nuanced, data-driven
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understanding of developmental priorities that can inform curriculum design, training programs,
and organizational strategies.

3) This study proposes a conceptual foundation for future work on Al-human co-
creation models in PR, integrating technological affordances with ethical imperatives and editorial
rigor. This builds upon frameworks suggested by Cusnir and Neagu (2024) while adapting them to

the Southeast Asian cultural and organizational context

conclusion

This research set out to address a significant and timely gap in the evolving domain of
public relations (PR) communication by investigating how PR professionals within Thai higher
education institutions engage with Al-driven tools—specifically blogs and chatbots—and by
identifying their developmental needs to enhance the ethical and strategic application of these
technologies. The findings, grounded in both descriptive statistics and Modified Priority Need
Index (PNI Modified) analysis, clearly reveal that while practitioners exhibit strong commitments
to credibility, ethics, and evidence-based communication, their actual integration of Al technologies
remains limited. This limitation stems largely from gaps in technical competencies, analytical
capabilities, and institutional readiness.

The study’s results reinforce existing literature, such as that by Cusnir and Neagu (2024)
and Nies and Zhao (2029), by illustrating that Al's promise in public relations cannot be realized
without systematic human oversight, ethical safeguards, and continuous professional development.
It further underscores the importance of structured interventions that combine technical skill-
building, ethical reflection, and frameworks for co-creation between human and Al agents to
achieve communication that is both effective and responsible.

Importantly, this research contributes a conceptual foundation for the development of
Al-driven ethical communication frameworks, designed to balance automation’s efficiency with
the irreplaceable value of human judgment, creativity, and integrity in public discourse. Such
frameworks can guide educational institutions, PR agencies, and policymakers in fostering

responsible Al adoption in strategic communication.

Recommendations for Future Research

To advance this study’s contributions and address remaining gaps, future research should
pursue the following directions

1) Test the co-creation framework in varied settings — Validate the proposed Al-human
co-creation model in private-sector PR agencies, non-profits, and government units to assess
cross-sector scalability.

2) Examine Al writing training impacts — Investigate how structured Al writing training

influences PR professionals’ confidence, competence, and ethical judgment, using experimental or
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guasi-experimental methods.

3) €Explore cross-cultural practices — Compare Al adoption and ethics in PR across
Thailand and other Southeast Asian nations to enrich global perspectives.

4) Monitor long-term Al outcomes — Conduct longitudinal studies on Al's influence on
organizational credibility, public trust, and brand reputation over time.

5) Study Al in crisis communication — Analyze Al's role in crisis PR, focusing on accuracy,
empathy, and transparency in high-stakes contexts.

In summary this study opens a path for sustained inquiry into ethical, effective Al use in
PR writing. Ongoing research will be vital to ensure Al serves human values, inclusivity, and the

public good.
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Abstract

This research aimed to study the purchasing and usage behavior, satisfaction with the
service quality of touchpoints, and customer loyalty towards the Tops Thailand’s multi-channel
strategy. This quantitative research employed convenience sampling to collected data from 386
customers who had purchased products through both Tops in-stores and the Tops application
at least once within the past year. The research findings revealed: 1) Customers purchased
products more frequently through in-stores than the application, at a rate of 2-3 times per
month, with similar spending amounts and purchase quantities, but different types of products
were bought. 2) Regarding satisfaction with the service quality of touchpoints, the overall
satisfaction for in-stores was at the highest level, with the policy and physical aspects having
the highest values. For the application, the overall satisfaction was at a high level, with system
availability being the highest. 3) Overall customer loyalty was at a high level. The hypothesis
testing found that satisfaction with the service quality of both in-store and application touchpoints
positively influenced customer loyalty with a statistically significant level of 0.05. Specifically,
the application's e-service quality regarding the privacy and security of financial transactions
had the greatest impact on customer loyalty, followed by the retail service guality of in-stores
regarding attractive equipment and convenient zoning for purchasing, and lastly, the policy

aspect concerning loyalty points and clean, safe products, respectively.

Keywords: Multi-channel, satisfaction, service quality of touchpoints, customer loyalty
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Channel) Syanunsngaegsfialuidovweslonianienainlfunndu (Keenan, 2024) uonanni qm
Fuiaiuususiuianves (Brand-Owned Touchpoints) AianusanianIugnAAdausng
nsusnisgnan iuledeesgliuinig mindunivesiiuinis uasdruevneundinduuudetoe
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(Leva & Ziliani, 2018)

ANNNAYNENAIETONNIN (Multi-Channel) HunseFunidslunagndnisnuinnudunudiu
Qﬂﬂy’]‘u@\‘i CRM (Customer Relationship Management) AONISVYNYYDULYMAINUF UNUS
(Relationship Broadening) tfumnuwengnuiulentalunisiiugdunusiugnaitaqgiuliinseunquy
audesnislpsdilvunendndenisadnuadunnuduiussenineuivnuasgnanlvidanuisuuds

=

UINTU A1nAnanalUT AL WUTInayMEanYeNnIY (Multi-Channel) Aonnsygngdiuiunie
UssLnyeanenisiinse (Touchpoint Expansion) Tunns§nuaaMudunus ”Uzjnr;ﬁ (Dantamrongkul
& Udon, 2006:201-208)
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Warunlufivyountveeulad 1dun Tops Online AianunsnidendeduanldnivueUnaiasu Tops
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Fuwelavevgnantudufesddny nsiiuanuianelavesgnamiunn nstiugnig ludnasdu
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/Aunmnsuinsinudnanvasiniiu (Retail Service Quality) N\
(In-Store Channel)

+ fun1En1 (Physical Aspects)

« frunaingefie (Reliability)

+ sunsuffuiuddauynaa (Personal Interaction)

- firunsufieynn (Problem Solving) H1
\ fuulsus (Policy)

/.

/ﬁ,mmwm‘i‘u'%m‘s'éLﬁnmaﬁnémmuaﬂwﬁm'ﬁu (E-Service Quality) v o v
ANUNNAVIIANAT
(Online Channel) u

- guusEANSAw (Efficiency)

« suntsussarusune (Fulfillment)
« NUAMUNTONYITEUU (System Availability) H2
« grunrludiudn (Privacy)

+ fITUN15ABUALDA (Responsiveness)

« fnunnsyaige (Compensation)

\Q fnun1sAnga (Contact) J .

AN 1 NIDULUIAANISIAY (Conceptual Framework)

. ¥ |

ANNNSOULLIANNISIREFNIWA 1 §Adudounisnsiudnmnuieneladenmuniwnisuinis
vounagnsvansresniuseslafiduwadoninusnivesgnan FunaaeunnuduRusvesiuyslu
Uity 1dun Faulsduiiussneudlefuusdesvinvun 12 fauasfuusann 1 f Taufulssiu
Ao muRvweladonmunInnisuinsduaUanvewntindiud 5 dauusdes Tdun Faunnenin
(Physical Aspect) ﬁﬁummﬂ’n@?}@ﬁ@ (Reliability) ﬁﬁumﬁﬂﬁﬁmﬁuéﬁ’mw}ﬂa (Personal Interaction)
ﬁ’numsmuﬁwom (Problem Solving) wazanuuleuny (Policy) wazadnuianelasionunIwnIsu3nIs
Sidnnseindvesuoundindull 7 fuUsdes ldun druusednsaaw (Sfficiency) AMuUN15USIA
Waviung (Fulfillment) AnuAundoauveessuy (System Availability) fnumdnududiuda (Privacy)
ANUNNSMOUALSY (Responsiveness) B1uN1S%ALYY (Compensation) wasdaunsfinse (Contact) 7
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msAnviteifout 1uATeEvUSII0 (Quantitative Research) Tasifiuteyadiuiu 386 ¥n
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1. uAnfsafunginssunstennsledunmiouinis Ao veyanginssunistonistende
msleaunmTousng feuiladdouesnisudmnsanudunudanan feeguuiugIuresdnnns
fidmginssudupdevasiourimunf quiiduuazanuvey TavasRansun 3 du Idun 1) JAdu
A1 2) ffduyan 3) JRFLALAWZeUSNS (Dantamrongkul & Udon, 2006:87-95)

2. uAnREITUALNIMNNITUTNNSEILAIUEN (Retail Service Quality) Ao N1STAANNINANS
U'%ms"’iuu%wlﬁueﬁﬂw-ﬁyﬁsﬁusqsﬁﬂh”ﬂﬂﬁﬂ Usznoulugne 5 @ 1dun 1) drunnenaw (Physical Aspect)
2) Fauanuindedie (Reliabilty) 3) drunisufduwudauynna (Personal Interaction) 4) #1un1S
Lm"{kgm (Problem Solving) 5) anuuleune (Policy) (Dabholkar, Thorpe & Rentz, 1996)

3. LUIRRAUNINNNSUINISBLANVSTing (E-Service Quality) Ao NMsUsHTUAUNINNITUSNNG
wsidnnseiind Usenouluday 7 dau ldun 1) duuszandnam (Efficiency) 2) F1unisussq
Wanuny (Pulfillment) 3) A1uANUWSouveNseUyU (System Availability) 4) Arumanusdudausi
(Privacy) wazinns¥adm§ulsadunnnneesudnisuduniseneuuiules 1dun 5) dunispouaues
(Responsiveness) 6) ANUNISYALYY (Compensation) 7) A1UNISAAR® (Contact) (Parasuraman,
Zeithaml & Malhotra, 20058)

4. LLmﬁmﬁmﬁummﬁﬂﬁ@qwqﬁﬂ%m (Customer Loyalty) Ao ms’a"mmmmﬁnﬁ%\iqnﬁﬁ"’iu
Fruwgfinssu Ussneuludae 4 dau ldun 1) anusilavenste (Word-of-mouth Communications) 2)
A1usialage (Purchase Intention) 3) AusaladuiinannAnugoulnsedadodausian (Price
Sensitivity) 4) ﬂ’mm‘iyq%’iﬂna'mﬁl,mdsu (Complaining Behavior) (Zeithaml, Berry & Parasuraman,
1990)
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NAUA0814Y0Y (Roscoe, 1969) fuuAAIAINLT o U ©6% uazAIAUARIALAA OU 5%
anunsaAuannguiegslduszunns 385 au lasifureyaldsiuiuivvun 386 Au uaslyis

| Y !

Lﬁ@nﬂzjuﬁa@eh\iLLUUT&JT%mmm%LfJu (Non-probability Sampling) TngAgdusr0819uUUAILAINY
azAn (Convenience Sampling) WAuUNIsifuYeyauTLNuANinavuazyesvesulative
oUd Tnouaud Uszneuday nsiffureyaniunisasiuiiniinaiv vesiieud Inouausd aneluion
nyamwumuAsuazUSuunafioygaliiunlufureya feil 1) ngumwumiues Tdun Feud anen
angUsezivg NeUd anvipesuad 9iiu anandn wazieUd anviandatyu amns 2) Unusadl
1§un fioud w0 The Nine Center Fanuudt 3) uunyd 1dun uunyd feud anendled uasioud
a1 egAsara Wi Fuwgny saufufuveyariuresnivesulatvevifeud nouaud Taeifu
wuuaeunuesulatfugnarfidugduiudansluurumavesfioud nouaus detl 1) uwanwegum
%{n Tops Thailand - hoUd Inouaun 2) uwanWes118ny Tops Thailand 3) uwamnesuBUARS
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tpSeulionisisy
wevdenfidelydusuiusiusmveyannnaustedvie wuugeunu (Questionnaire) Tng
TyuuvasunuUssnUateTn (Close-ended Question) Usznaulusing & du avselud diuf |
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° (9

FomARnses dwwdl 2 Aonufeafureyainluvevgna 7 Yo dwui 3 Aonufvatungingsunis
gonslalurowmisuuunagndvatsyesnie Tasleannsin Nominal Scale uag Ordinal Scale 7uaw
15 90 Usznoudae 3 ffide dAduian IAfuyant uaslAduAuamieudnis uasiitunaaeu
anuinsenadesiie (Validiy) Anuderiuveunieslle (Reliabilty) Tnstinlunaaeu (Pilot - test)
FunguuszensiAnyisuaL 46 AU MAREUAINLITeNUYENLUUABUNLAIEAE Cronbach’s Alpha
wud duit 4 Aonudeatunnsiarnuivwelasiennninnnsusnsvesqaduialugesmnauuunagng
vianggom N windu dwil 4.1 msfannuiivweladenmuninnisuinisvesgnanfiined eduamiin
$nuevfioud grledundifin dauau 18 Yo Useneudae 5 daude daunienan, Fnupnulndede,
Arunisufduwusdauyana, Frunisuntomn uasduuloung S0 Cronbach’s Alpha el 927
daufl 42 nsTaruiaweladenmunmnisuinsdidnnseinduesgnanfiiredoduaiuueunaindu
Tops 4nuIu 22 Y9 Useneuday 7 dufie FulssAnSnw, drunnsussqilming, dnuanuwden
youseuy, Fupnundududa, dunnsmeuaues, Aunseaee uasdunsAnsie a1 Cronbach’s
Alpha otjfi 966 wagdufi 5 Aouifisafunuinfvegnan sauau 11 90 Ussneudiy 4 dufe
auslavensie, AnuRilade, Anumsladufinannanudeulrsetatudiusian uazaumladn
naMAfey GAn Cronbach’s Alpha egil 941 Tasuuuaeunuduf 4 uadufl 6 leursiauuy
Likert Scales 6 SsAU
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N19ILASILVIYDY AN1YAN B LINWTIUUN (Descriptive Statistics Analysis) INLANAIINN
(Frequency) ANSouag (Percentage) AILadY (Mean) LLaxmuLﬁmLuummgﬁu (Standard Deviation)
n197tAsizvigeyanwadfidvounnu (Inferential Statistics Analysis) Tya@d i Multiple
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ussqrdavune (Fulfilment) daanuiswelalassaueglussauuin (X = 4.14, SD. = 0.754) Tay

¢ dld = v U =} a N =1 U | a v a dl ]
ovaUsgnauNdauiuneladuauusn Ao woundindudnisandvduaiaseauiuanslussuu @8?14

!
(9

sefusnnilan (X = 4.23, SD. = 0.722) Suduil 4 Ae dunnsfnsie (Contact) Hauiawelalay

! [ v ¢ PR = LYY = a (Y
S'JLI@EJVTUS%WU&J’WI (X =411, SD. = 0.828) Tngovausznoundanuisweladunuusn Ao LoUnAIATY

Yo A | a Y ¢ ! .
WisdenvunainuatslunisAnsoniuavAns 19U ¥unelay Call Center 1467, €mail, Contact us,

|
=
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ausinilausiueglusesuuin (X = 3.83, SD. = 0.976) Tnwevaussnouiidssdummiiudaesusu
usn Ao vinundeuasfifouveilufawelalunistefuafifioud giledundifinlridunisesansinensa
oyluseiuuan (X = 4.06, SD. = 0.888) Sufufl 4 Ao AnusnidiuauAsladufinainay

soulsedadusiusnan (Price Sensitivity) AusinAlaesiegluseiuunn (X = 3.54, SD. = 1.134)

€

¢ dld U v U U =} ! a ! a dw a v dl
Tnvevauszneufiissiuanuiusedusulsn Ao Mnuduseuasanuiiugeduaivnevd yesunsiin

widnsnmnaumiazgedu eglussiuunn (X = 3.64, SD. = 1.113)

5. NANISNAROUALNFAFIUNISIAEA8aliAn193AsIzYinnsonney (1BWdY) WUuwy v3e Multiple

Regression Analysis

AISINN 1 UAANNANISNARDUALLFAFIUNISIS8AI8a0A Multiple Regression Analysis

Independent Variable B Beta t Sig.
AuianeladenunIwn1sUINIdIuAIUEnYeIningIu (Retail Service Quality) (H1)
AUNIEAIW (Physical Aspect) (H1.1) .209 163 2.977 .003*
FrumnuUndede (Reliability) (H1.2) 097 .088 1.766 078
AuNISUSEUNUSSzninayAna (Personal 057 051 817 414

Interaction) (H1.3)
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AISINN 1 UAANNANISNARDUALLAFIUNISIAeFI8a8A Multiple Regression Analysis (5i©)

Independent Variable B Beta t Sig.
frunisundoyyn (Problem Solving) (H1.4) -091 -082 -1.264 210
snuulguny (Policy) (H1.5) 227 156 2.801 .005*
AuiswelasenunIwniIsuinisBiannselindvevueuwaiadu (E-service Quality) (H2)
AnuUsEAnSnw (Efficiency) (H2.1) 082 070 1.0917 276
punN1sussqlanruny (Fulfillment) (H2.2) -012 -011 -190 849
ANUAIMUNWSOUYONTEUU (System Availability) -046 -040 684 494
H2.3)
snumnududiusa (Privacy) (H2.4) .183 203 3.565 .000*
ANUNISAOUAUON (Responsiveness) (H2.5) .120 .120 1.709 .088
ANUNISYALY (Compensation) (H2.6) 018 .020 311 756
ANUNNSFARM® (Contact) (H2.7) .089 096 1.602 110

Note: R Square = .400, F = 20.760, Sig = .000

T
v aaa

pdAynINadA7N 0.05

*p-value < 0.06 * vunedy I

ANANSNA 1 @arunsoefuneld AN wanisnareuaNuA§IUNISINY anndaudsdun
Usgneusigsuusgesnvun 12 fauasfiudseiy 1 f2 wuidianuianeladenuninnisuinis
$umUANYoIUTENSIU ANUNIENIW (Physical Aspect) wag auulouny (Policy) @INANINUINGD

|
aaa

AusnFvevgnAtegiitfuddynivaifnsedu 0.06 Tudiuvevanuivneladenmuniwnisusnig
3i&nvseilndvesuoundindu drumnuidudiusa (Privacy) dawanivuIndennusnFvetgnalegi
fifodndynvatifiissdiu 0.05 uenaninudn AuFvwelasenunINNIsUINISBIENNSeindvey
woUndLATy druninuidudiud (Privacy) 1iudadefdenatdudusunis (Beta = 203, Sig
= .000)

sovavudu AuRenelasonuaInnisuinisdruniUineeentindau Fruntenaw
(Physical Aspect) Lﬂu{]ﬂ%ﬁ'ﬁwaqqﬁuﬁuam (Beta = .163, Sig = .003) wagAuRNIneolase
AoUNIHNNSUSNNSEuAUEnwenindiu druuloune (Policy) iutasefiduwadusuaning (Beta
= 156, Sig = .006) femuinAvevgnAn uenanniiu wuditaduie 12 faanunsalevinungainy

wUsUsAuYoNAUSNAlASeuas 40 (R Square= .400)

ldl a a v Y aa . . . ¢
AN 2 LAANNANISNAADUALUAFIUNITINUAWANEF Multiple Regression Analysis s71809AUTENOU

Independent Variable B Beta t Sig.

AuitswelasenunIwnisuinisBiannseiindvevueuwaiadusuaaududiuda (Privacy)

1. MudndIueUndipdudnissnyiniy 079 095 1.371 171
UaensTuretreyadiufivewinu

2. vinuddniueundinduaglitnveyadiusa 091 121 1.942 053
vouinuugslritugsiadu

3. VINUARIILOUNALATUAILNTOYINEINTTU 129 150 2.404 017
nnisiuldedviaensie
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] a2 Qv Y aa . . . ¢ !
AN 2 LEANNANIINAFDUALURAFIUNITINUAWANEH Multiple Regression Analysis s1ueNAUSENOU (P9)

Independent Variable B Beta t Sig.

AuiawelasonunIwnIsUINIsSuatUBnvesntingiudrunignaw (Physical Aspect)

4. Avdrunsmuazannneludugiuaie wwu

AIIMUIGIIUAWWINNIY AIIUIGTULUY -037 -035 -731 466
Self-Check Out Qm‘u‘%m%@ﬂﬁﬂ Customer

Service

5. gunsainneludu wu upnenden gudeuts 171 218 4.597 .000*
vinliivinud@nunsvgala

6. Aundnnadusafou amunsouewiiuld -065 -066 -1.034 302
elasdaLaL

7. ms¥alsuduainisluduanunsovinlviviou 177 171 3.180 .002%
\Audendumlfagninauny vnauAIRfounIs

{Ane

AuiawelasonunIwnIsuInIssuatuinvesntingudruuleuiey (Policy)

8. viuddnAndnissesfuinsasauudulunisde 151 131 2.719 .007*
Auan U URsauIdn The 1

9. anwutindundeuliudnisvinuluyaaiaanii 045 .040 779 437
VINUADINT

10. GuAivinugeannntiraivniainulaensy .138 1156 2.243 025%
an A@zon

Note: R Square = .399, F = 24.941], Sig = .000

LY

*p-value < 0.06 * viungiy JusdAynieadsn 0.05

7

MNASNT 2 WANSVARDUALNAFIU Wud AnuivelaseAunIwNsUSNsBiAnnsetind
YoanaUndladuy Anumnuidudiudn (Privacy) wuevaUsznauldoveey MnuAndiueunaiaduy
a1u150vingsnssunvnisiSuldedaUaensy (Beta = 150, Sig = .017) Lilgveifigaiiduna
navuansennusngd ludiurevainuiewelasenuninnisuinisdruatuinesuindau dau
AN (Physical Aspect) wuesAUszneuideswes gunsainnsludiu wu wanpiden gudeuds
vialivinudfnundvgala (Beta = 218, Sig = .000) uagn1s¥nlsuAuAInsludLaunsovinliviou
FuBendueldazainauny nduaiiidesnisideng (Beta = .171, Sig = .002) AaNNANINUINGD
AU uazaduRanelasenunmnIsuinsdruanuEnvestindau druuleuiy (Policy) wu
ovAUsEnouliovey vinuddndiidnssovduinsasauudulunis?oduan wu Unsauidn The |
(Beta = .131, Sig = .007) uazAumfivinudeannutinanendninudasnsie an azenn (Beta = .116,
Sig = .026) dWaNINUINFeAMUSNAYNgNAT NANISNARBUALLFAFILNSATY nudtevaUseney
W 10 geanunsalevinuneanuuUsUusiuresanusnilddesar 39.9 (R Square= .399)
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onusigwa

v

1) Anwan1sispgnAdanyuswgfnssunisdenisledunvieuinislusesniuuunayns

aa Y

vianggewnuAnsstudufiiidunaiwudn mnuilunstedunwiuntiidruuanndinistedunn
WauueoUnAIATU Tops Tasfedunnnuntindiueydl 2-3 asvselfounasasuangaiideduinnin
woUwAtaduswisaty TnsyraaaniideduniuasTunaniiveunnsneiu wudiuddinisdeduanniou
vinduasfinnuiuinndinisteuadiuneundiadu udueundindudiJureowniamisiifusaden
TunnsPeduan waginlvigstalddudnlsuandu 1Wulununanisfnuives Li et al (2021) wudd
anANT g eanINLUUNagNEratuYeInie agddndinuesldsunmuaiasieduualtufiaglyaneSu
wnnduazUesnsandt fRduyann wudtduuuiingdentsteniaduuazuiununisdeduani
drulugjastodmnurdiotu GAfuauAmIeusnis wuinuseandunmieuinisiitelaudrulng
wansdulusazgeownne annan1sitesnandulumuuuidauasnguingfinssunisdenisly
909 Dantamrongkul & Udon (2006:87-95) insngdnwnfinssutuiundevasiourmuns 9uide
UAZAIIUYDY

2) anwaNIsItudLresAuRIHelafenunINANSUSNNSYeRdLNATUS e NLUUNaY NS

NANYYONNINWUIN AUanelasonunIwnIsuINIsdrumIUanvesuntitdruniwsanegluseauunn

an (X = 4.22) fanuianeladediuulouy (Policy) guunniign (X = 4.53) TuiFeswes ns

b

AdnissevSuinsazauudulunisyedunn wu Unsauidn The 1 annwassnandulumiy

=

and

ealde

WUARANOYHAUNINNISUSNISS1UAIUANYEN Dabholkar, Thorpe & Rentz (1996) WS8R
ulsungazaziioufivauninwnisuinisildsunalaunseannulouiseesdiuan 1umnuaiunsode

€

ulgurgdrumlunismevauespufenisyegnan AnuivnelasenunIwnnsusnisdidnnsedng
younoUnaLATu nawsauegluszaunin (X = 4.09) danuiswelasesiuainundouvevssuy

(System Availability) guuinfian (X = 4.34) TwSewwesniswnlyanuneuniinduanunsanlauiu
¢l ¥ ! [ € = (3 [ [ ! [<f a
Nnaunsalfivinudewnts wu Insdwvidede Tounn nIeuiuidn anwasvnatduluniuuuiidn
nauAuNINNIsUINISBLIannsetindves Parasuraman, Zeithaml & Malhotra (20058) 1WS1231 AU
AMUNSouYeNsTUULY Ao nisvituniumeieveniuladfignaey Tnemeuausvaiiusiounisly
uldnasnioan
3) AUNINNIUINISVeNInAURATUYININLUUNaYNSaEgeanN aunsaasliinany

(Y

Snadugnatiingfnssunisteduninuunagnsnanvyesnuls Tnenavesauinilaysiveylu

sgivunn (X = 3.89) Tnearnusinasiuminusslavensie (Word-of-mouth Communications) g4sn

]
=

Ngn (X = 4.25) TwSeovwounisazuusinauseus wu AUIN Aseunda tWeu ausn Tiunge

s ¥ da ¢ ¢ ¢ @ 0 v 9 v g o ¥ da ¢ ¢ ¢ @
Auafinevd ylesuisifin wazasuusinauseuminndeduniiivioUd glosunsiin annwa
Aanane tulupmuuulAauasnguiainudnfigengfinssuvey Zeithaml, Berry & Parasuraman

!
vy

! v = o ¢ Y v L Y U v ya v ¢
(1996) tWws1eIn Ej‘ﬂﬂ"IJJﬂ’HLLLl%u%Nﬂﬂii‘ﬁﬂUN@u LLa?d‘mﬂﬁUUE*llaLUﬂUE"%ﬂGtMJJ’]GE?Jﬁ‘LLﬂ’WJ@Q@\‘iﬂﬂﬁ

LY

4) ANNISNAFOUALUAFIUNTISITY AAUUSAUNINNISUINISYeNAFURETUYOININLUUNG
YNSVANYYOININYONGNATMOUA (NEUaUR WU AUNINNISUSNISAIUNTENIN (Physical Aspect)

9

[

$rumvdnveantndiu Auninnisudnissiuuleuny (Policy) $rumuanuesntindiu wazpunin
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a o ! !

n1susnisdiannsedndanuminuidudiusa (Privacy) ¥9uloUNAIATY ANHANINUINABAINUSNAYEN

anAlageanINuuUnayninansgesnvegaifud Fynvat ffisedu 0.05 uagwudn Aruaay
WJudausa (Privacy) ﬁzJ@\uL@UwﬁmﬁzTuLﬂuﬂ’a*%’sﬁé\iwazj\ui‘]ué“uﬁuﬁ 1 wazA unNIgnNIw (Physical
Aspect) vountinduidswatiususun 2 wazdnuulouny (Policy) veuntindududusuil 3 Fusa
wuswantanunsavirunganuUsUsIuYesanuing 1§deuas 40
wansliifiudndnunnuiiudrusniudwasrennusnfuiniian esnusznouresduanudy
dqusi (Privacy) fidawasioninusdngd Fun vivuAndiueuwdinduanunsoringsnssuniensiSuls
agvUaonsdy WulupunasudqeYes Veerapong (2022) ANWILazwudn ANUUUaAILFD A3duna
Auiflevlufvarnuiewela veulaeu uagannanuianelavevdlaudunaselugunanusinfves
{lnu Fvaustng Tlanunsaleduls dadaunisudnnwsiunniniwnisuinisniedifnnsednd
WevagvAvanasdulumunuidanguiauniwnnsuinisdiannseind (E-Service Quality) vo
Parasuraman, Zeithaml & Malhotra (2006) ns1gin anududqusaiudanudnfeytesiianluls

A widvesdnasenisusadulngsiuvevgnan Tasanisludiuainulaensvvesyeyauasninu

|
)

fulaitgnandreiulys

SONANLNAOANUNENW (Physical Aspect) AidNKAROAMMUSNF ovAUSENOUYENAILNNEAIN
(Physical Aspect) fidunastonnusng Tdun qunsainieludiu wu upnpnden gudeut vinlvivinu
LEnindegala uaznsialsuAumnisludruaunsovinlivinuAutonaualdazanauiy mauai
Hounisldvng 1TulununauAToves Beneke et al (2012) ANYILATHUIN ANYUENINNILNTH
wudndudavinungmnuiewelavevgnaniidsiugiiian Sanuudunseunnndinnuduiuddu q g
atfuayLLLIARTITIR U HYeNANINIIRdounNnien s Tufovarenn (Dusudou wasldSunis
guassNINzay tusiugiauavdnlugileundifindulvnfevesdn gnatasdesnisseudviu

(%
LY =

anwiandeuivaendouazgnavdnune uenainidsusndusesesnuuuiuiilfasainsdenislaviu
vonanndaduluniunasnuidoves Charupongsopon, Tripopsakul & Puriwat (2016) Anwnuas
WUINAUNINNITUTN S uANUENTEnEwantsuansennuiawelanasAusnFvesgnategiil
TadrAynINaia nilslugnumanduesunianin (Physical Aspect) fidunasonuianelages
anAregeiitfoddny wu nsenudsiilaneiu $runiiidnissaisduaidununavyivisdenis
AUVILAzAENTo

snuulounsdudanasonnusinfniudnsu evauszneuesdnuulauny (Policy) Hauwase
Ausing 1dun vinuddnsidnissesiuinsasauudulunistedunn wu Unsaundn The 1 uas
Fupnfivinugeannutnanandanudasase an azens Wulumunasuiduves Charupongsopon,
Tripopsakul & Puriwat (2016) An¥ILagwuIn ﬂmm‘wmsu%ms%ﬂuh”w§nﬁ§w§wamw'mr;ie
auiwelauazanusnAvesgnategifoddynvads uamidvludrumandfufediuulouns
(Policy) $ruanuinaisiuinisiinensnegnuifeanenasasainauisdmiugnauaznsidnliugnig
Tunafignanazain InoaunIwnisuiniseevdnuaUdnteidudsddnyfdunareninunelanas
Unlugausnivevgnanlussuzeny Tudiurevdauysiludwwaroninusng Tuudunnagnsvane
FoanveNnsAnunlusuaded onaiowwnanussinnvevgsfiauasimusssuvesyanaisneiuly
TuurazUssna
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asuliazuolauauu:

a3Unan1sidY

1. anwansiferinldiaunuinnagnsuatsresntadunisadnanuazainaunslvsugnan
WugowntainguuazieUnaiadu Tops gnanquiliingfnssulunisdedunisiugesnieianti
SuuazuoUndindusneiy Tnefignanasuntedumiiniindruvesnduazadedngaiiunnndn Tuvmed
finnsanuiiutasuSunauduaadnetu widuavieudnisunnsneiulupnugewmnisiignante Anuiv
wolaronnnIWNISUSNIsYeAduNaTUYeNNINLUUNANSANIYEININ aNunsnadAusnATriTy
anAiddnvnznislogesniauuunagnsuatesesnald Wiuauiaweladenmuninnisuinng
ZuanUBnvesntingdau #auniunaw (Physical Aspect) dnuuloune (Policy) wazainuiswelase
AN WBIEnnsoilndvesueundintu Fruarnumdudauda (Privacy) Fafu nsvianagnsvany
govnwsadunagndnisvensqafinde (Touchpoint Expansion) tefnuAMuFuRUSTugnAnTy
SEETIal

2. nagnsuatyresnvvesioUd Insuauiuaisadnsanuianelalinaeunguimtindau
wasluweundiadu Tnepuninnisudnisiruresntindrusioudndediy daunituniw (Physical Aspect)
genunefegunsaldng q fegnneludu wu wanpiden geieuth dewinlgnanddnsvgala uas

o v A

nsanlruduminisludrulignatanunsaduldasainauty vnduanliviy nivsesidiAyfenu

5
v | v

ulgune (Policy) 3umunedunisdssuvazanuduyes The 1 lunnsdedumn uasdumiiigeannudn
anandovdanuiaonsy an avenn LieovanniJussiagiesundifin udeslrinnudfyduiesvey
uTSJmsJ@qﬁnsﬁmﬁuammw?{uﬁﬁ TudrurepunIwnisuinsBiannseiindzesneuniiadu Tops
foslvimnulalaluieswevanududiuda (Privacy) wnfian FevunetivnnsAidsiennuvaensdelu
AN¥igsNssuNNSBeAuANNLLEUNEIATUAMSUgNAn datiy ringstanuAnlafidesnisWamivie
USuuganagnivaturesnisienisadvanuianelavevgnandennninnisunisluidesiiaumuann

¥
N A

nisfnwdeiliielviiinnusinivesgnanlussyzenn

volausnuzdmunisiinanisideluly

Anwan153dy wudnTennafissfaanunsowaundulddensivgnantvinduunteduniuey
waiadulfvesnsuaziunndu anunsowaungauulouy (Policy) vessiafeud Tnsuausdfumndn
ewmLuazadvaTurenIesEnitantindunazteUnAIAT U RS9I U saudedfuntenn
(Physical Aspect) vauntindunasdnumnuidudiusn (Privacy) sevuoUnwaiady vuailidaasy
Furieasnpnnusinfuesgnan

volausuuzdmunsidundastely

duduesuidelueuianenadinisdnwinisifeiudutvaduiesweanagniuanggounis
(Multi-Channel) Tugsfianiudnuusuddu q viessfaniuinnislugininveslsemnaing Tnely
vsunvesnguuseanstuiuiiu elvifurnuuansramainvatsveswgfnssutandulsslveise
gsfapUAnvesUsamAlnelunwsaustely
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Super App Grab Thailand fimanuanunsalunisfeans uazadieussaunisalfialidugnatniiunns
U315 uazniseenuuulssaumsalfidoulesiudinuszinTurevgnanlas

AdAty: Anuiawela, Uszaunisalgnan, anwsing, yuilesued

Abstract

The objective of this research was to study satisfaction toward customer experience and
loyalty in using the Super App Grab Thailand. This quantitative research, via survey, employed
convenience sampling to collect data from 390 customers who use the Grab application and
have previously used both the deliveries services and transportations services by using an
online questionnaire. The result of this research showed that 1) customers had the highest
level of satisfaction with customer experience in terms of empathy and time & effort. Overall,
customers were satisfied with Grab as a super app that offers a wide range of comprehensive
services and effectively meets their expectations. 2) customers had a high level of attitudinal
loyalty in terms of satisfaction. Regarding behavioral loyalty, customers also demonstrated a
high level of loyalty in terms of word-of-mouth communications. The results of testing the
hypothesis also indicated that overall satisfaction toward customer experience was moderately
correlated with customer loyalty at a statistical significance level of 0.01. Moreover, multiple
regression analysis at the 0.05 significance level showed that expectations, personalization, and
resolution affect loyalty, respectively. This suggests that the Grab application effectively
communicates and creates positive customer experiences through its services and experience

design, which is well integrated into customers' daily lives.

Keywords: Satisfaction, customer experience, loyalty, Super App
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Uizﬁvﬂ’ﬁﬂfqng’] (Customer Experience) Tu‘u@‘uw&uam%u?msmmé’uw‘“us‘qngﬁ
finnnudrdyronisadneanuianela uaznisadieainusnAvevgnan (Dantamrongkul & Udon,
2004) Tnguszaunisaignanluyuueswesnisuinismnudunudanan Fedrudidnyuednisadng
AuduNusAvenBon fatu nistianuddydunisadneussaunisalidauandugnan deuvinl
anAfnnauUseiula sauiednwiauduwusfugnanliey fussia (flussurean
(Wongreanthong, n.d.)

Jaqiuguilnalulnedownisidsuussaunisalfifdviu idovannnisindyadana gaudiu
wiinle@innruinsdwidofotunindu nsldulssaunisalfifangstaiidiovausnisii

b3
{ ¥

wingviu guilnafeaunigsfannevlandseninusesnisiduiniign a1ns1891u Customer
Experience Edge: Thailland 2023 wuin fuslnalulng FewnnslissiausuuseluiSeswenisiiiy
Fruauusnisueundiaduuuiietenin 47% sedu nisesdaves Super App Anduteundindu
fihyuauluguszaunsalyaiavialulsamalng (Sanook, 2023)

guUiloduoU (Super App) Ao weunAiadufigauveulyidulsssanniu ilewnfeusnisg
Avannrany wdeuduuszaunisaifisnuiuldseusio (Sevenpeaks, 2023) saurdfiaosunnuned
anunsovirfianssulduatvegng vinlignanldsdufiasfovesnannueundinduiielulyuinisuey
WALATUS U (Bluebik, 2022) Tay Super App mmsma’waﬂ%mum'@Uszaumsmjﬁszqﬂhuﬁ
vannvany 1wu Uszaunisalfiusuusidiannsyana (Singh, 2023) aunsnleviuldegisuasnse
ﬁwsxuumsﬂa\iﬁwg@uﬁa (Coreteka, 2023) 1Judu aziuldsn Super App Tdaruwaslunns
USuussusgaunisalgnan nsadneanuiiawelafiunniu uazanusnivesgnan drenistniaue
UFNSLUUATUNAS Beasiinludgnugnanfiiiudu uaznnsPednfiliudu (Mendes, 2024)

Tugpfifuslnalefiniuiiefofundn Ussaunisalgnan Senaneifutadudndnlunisadng
auianelanazauing Tnogstafawulunisufulgelszaunisaignanls Tnoafeudadsns
M5§NYINANNLRLTY 42% AuRanelavegnALANTL 33% Bt 86% voufuilnadusifiag
o U eNesIUsEaunIsalgnAiAnda (Lynch, 2022) Tngiawnzegnedsluuinisussian
Super App 9814 Grab %qﬁummmmeuﬂausﬁu%’immzﬁﬂ'?u%\i@u%‘[m {71z fuudnisifonse
ANOINNS AuWaR USen1sEnTeNu

WoUNWALAYU Grab %S0 Super App Grab Thailand ﬁ@LfJuLL@UwﬁLm%uﬁ@sﬁugmwu Super
App TaadnassausauusnisiinainnatenieluneUndiadulfien (Areepermporn, 2018) Ej‘ﬂl;’]
anunsolauinisidianun 4 vuavylvgdiodu (dun Muane&ines, vuinnisiaunaN, wuane
UsnsAuNMsiu uaguandug Flutaqiu Grab Tddnnsadisussaunisailvifugnavainuany
wu nsleveyagnatiieadnsussaunisniinseiuninufounisvevgnausiagsny (Grab, 2018) i
nsadedlagafuiidetolduasiaonsy Fronisdmunveuiunnisinvinnulaenieiiffiannaon
nszurunsTaLLeUnEIndulifugnAY (Grab, n.d) usu

o tvinligatedainuaulafiagdnudn gnaniilesiu Super App Grab Thailand fAau
ﬁqwe%ﬁfaﬂsgaumﬁoiqngﬁ@dwis @ﬂh”ﬂﬁmmﬁﬂﬁ Tunnsl¥nu Super App Grab Thailand
otls sausmnuiswelasieuszaunisal Sanudunusuazasnaionnusnivesgnan Tunisly
NU Super App Grab Thailand viSeld egvls
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nOUs=aIA

= =

1. ieAnwanuiswelasoUssaunsaivevgnan Tunnsleenu Super App Grab Thailand
2. WefnwiANusinAvevgnAn lunslyenu Super App Grab Thailand

UaULUNNNSIOY

MsAnuAdeiFen “nsfnuinnuiawelaseussaunsaignan Adunadennusinfvevgnantu
ansleanu Super App Grab Thailand” 1uns@nun3deludeusun (Quantitative Research) Taavin
ﬂ’]ﬁLﬁ‘U?T@%laNﬂuLLUUﬁ@‘UmJJ@@uIa‘LI (Online Questionnaire) YU Facebook, Line, X platform wag
TikTok Annngusegidugnanfilynuteundindy Grab Anelalyuinisielunuanuinnsiniined
wazvnAnsAun Tnefissognannafiugeyaeglusae 20 wpAnIsu 2667 — 9 Surau 2667

-
—

loN&SIaIUIIUNINYIVDI

1. uudafisasuuszaunisaignan

KPMG Nunwood (2014) ldszyfautndanamdnuszaunisaignan (6 Pillars of Customer
Experience) Litolalunisadne waswaunUssaunsaignAtidussAnS I WiuesAUsEne UL
6 #u TnefseanBunded 1) druanuldlaanisyana (Personalization) Wunistemnulalaanie
yARaLit oad19A LN UNINensunl 2) Aaunnudednd (ntegrity) unisadarnuidede
wazvinliifinaauldangla 3) AnumnuAIaniN (Expectations) 1UNISUSUISIANISANUAIANTNVON
anAn 4) Faunsuniadamn Resolution) iunsiasulssaunnsaifug Winaedulssaunnsnidia 5)
FunaiagANLWeNeni (Time and Effort) lunnsannnugsenlifugnaiasadnssuaunnsilud
gUassA uag 6) Aumnueienienla (Empathy) tunisvinanunlagoiunnsaivesgnan iieadng
ANUAUWRUS UL UL

2. udafisatuanusndiBeiauas uaswgingsy

Aaker (1996) Idinnunsadnpnuinfideinuai fanednuensuaiuasanuddn anunsads
nnevAUsznouarun 4 d1u Tdun faannnnsfignanddeienmuniiiseuduluannsiudsululans
JuAN8U (Switching cost), Yaannmanuivwela (Satisfaction), TrannmNuey (Liking of the brand)
UAaEINANNAURNWL (Commitment)

Zeithaml, Berry & Parasuraman (1996) l@dvuniginanusinfidewgfinssy Tuu§unsing o
gov558a Tnvanunsninainevausenouiamun 4 d1u (fun ausalavense (Word-of-mouth
communications), Awsalade (Purchase intention), AuAladuifinanAuseulnfedadudau

59M1 (Price sensitivity) wagAuANTaInnNaIfiieu (Complaining behavior)
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Super App Grab Thailand 5@L@uLL®UW§Lﬂ5§uTu§ULLUU Super App ¥i5® Everyday Applications
Nanunsoaduszaumsalffidugnantunng Ju Tneiduteundinduiineuauesanusiownisgnaius
a¥918 WIuUsNIsuSeRresiviainvatunneluleUndledu asiuladnnsadnussaunisalgnaniifde

!
A va v

Fndudvdfysegstaludagiu annsfigadeldaundiveyaifisatulssaunisaianan (Customer
Experience) WUl TAud Ay onisadieauiawela uaznisadivmnusnivesgnan
(Dantamrongkul & Udon, 2004) sauwsddaugaslunisdnuignantieyfugsia Idlussesynn
(Wongreanthong, n.d) fiNtiu anYeyasediudideivdesnnsfiagfnundn anuineladeuszaunisal
anAn Sanuduiuduasaawarennusinfvesgnan vdell egnls FuinludnisaeauuRsiunside 2
Yo il

1) Anuivwelaseussaunisaignan fanuduwusieninusnivesgnan Tunislyvnu
Super App Grab Thailand

2) mmﬁqwa%ﬁ@UszaumsmiQﬂhyﬂ éqwaﬁi@mmﬁnﬁ%\iqﬂgﬁ Tunasleanu Super App
Grab Thailand

NSoULUIANNISIY

® )

= 3 ¢
ﬂ')'mWQ‘Wa’li]ﬂa‘lj'izﬂ‘l]ﬂ'ﬁmgﬂﬂq

Auildlamzyana (Personalization)

LY

< ¢ .
ANNTDANY (Integrity)
Y o o
ANUAAMI (Expectations) H1 AUANA

mauAlailym (Resolution)

AAZANNNYN8I (Time and Effort)

\mmﬁmmﬁﬂa (Empathy) J

NIMWA 1 neuLUIAANISINY AuiawelaseUssaunisalgnan danudunusseninusinfvesgnan tu

mﬁeﬂ‘g\‘ﬂu Super App Grab Thailand
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= ' L3
anuiianelafeyszaunsaland

v

puldlaannzypea (Personalization) ~ 42,

Anudednd (ntegrity) H2.2 \ -
ANUA1ANI (Expectations) 23 I—
o o
w H2.4 »
msunlatgywm (Resolution) g — AUNNA

vamavAMuneey (Time and Effort) \_
Quﬁhamﬁ?ﬂa (Empathy) W /

WA 2 neuLUIAANISINY AuawelaseUssaunsalgnan duwasiearusinfvesgnan Tunisleenu
Super App Grab Thailand

35610UN1SI9Y

nsAnuntifunisinuifeludeiunn eiiddniunisidy feil

1. Usz9Ins uasnguidegng

Usgrnsiilslunsnuanded Tdun gnanfilesiuueundiadu Grab Maslaudnisiiunuan
U3NSIAAINOT WaTMIIANISLALUNNY LHevanndAdelinureyavevduiuUssrnsiiutiueu Avlygns
904 (Roscoe, 1969) Taurmupainuidesiuil 95% wazanuiawainlilifiu 5% amnsadiuion
nausegaldussuin 3856 au waslyisnisifennquitegisuuuldendainuiiasdu (Non-
Probability Sampling) Tnegunguideg1NAIuAINUAZAIN (Convenience Sampling) A28N15L{U
wuuaeunueaulall Nﬂuszj'eww Facebook L"Zilu Grab Facebook Fanpage, Line L‘ZJI‘LL Line Open
Chat 19y nquaReUsEIIny U, X platform uag TikTok 19U ugwuiin 7Aifvagesdyu Grab
TAumsd 19U #GrabTH, #GrabFoodTH vieuswuiiniioadu Aadlu Ansn Surgiouwesiineiwndau

YV v

Campaign AU Grab L@y #Geminifourth umiflevanniideladvinnisifusuvaeuanuldnenun 390

LY

[y

¥ AlAlyngusieg1y 390 Ay luanudedl

2. in3esiielunisisy

3 oo fatelalunnssiusiuveyainnngusieday Ao wuuasuniueeulall (Online
Questionnaire) Feanunsnuusiasvadieldiiun 4 du Tfun 1) Foudnnsesynouluuaouniy
Fuan 1 90 2) Aoufgafupnuianelaseussaunisaivevgnan Tunisleiu Super App
Grab Thailand 41u7u 23 ¥o 3) ﬁﬁmmﬁ"mﬁ‘ummﬁnﬁ%\i@ﬂﬁﬁ Tunn5%297u Super App Grab
Thailand 41u7u 8 9o 4) ﬁ”m’mLﬁlmﬁugagaﬁqw%ﬂﬁmeuLLwaaumu druau 7 9o
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3. N1snAdgeuLASeNile
lunnsdnwimseil ladnisnaaeuainuiiesmsy (Validity) uwazadnuidedu (Reliability) sl

Vo U

1) ANULENnse (Validity) §Adutnuuvasunulififuawngy nsraseuanuisensenuiiond
ANLIMLNEALYOLUIAI0Y 1R eU[UUSuUSaunleneutihlulyfudeyaase 2) Anuideiu
(Reliability) §3feldunuuvasunuiadnetuinuulgeunly uaztilunageu (Pilot - Test) Funqu
Fre81991uau 34 AU Aannduasinuiaaeunuidedurestuuasunulngd8 Cronbach’s Alpha
Tnelainaiveusuegil 0.7 Full wuduuvasunudui 2 anuisneladeussaunisaivevgna
TunnslyauSuper App Grab Thailand (¥uNmSITALUY Likert Scales 5 SEAU 31UIU 23 90
vavnn 6 Fau ldun drumnulalaenizyana, Auninutndede, druauatands, Funisunle
Yoyvn, Frunan waganuneteny uasdnuauenienta Tnedian Cronbach's Alpha iU 0.949
LazLUUADUONUAIUR 3 ﬂ’)ﬁmﬁﬂﬁ%@ﬁ@ﬂgﬁ Tunasteanu Super App Grab Thailand l3unms3n
WUU Likert Scales 5 S8AU {UU 8 0 UsENouRly AINUSNAEWALAR wazANUTNFLD

woAnssu Tawdan Cronbach’s Alpha wWindfu 0.916

a ¢ ¥
4. m’smﬂswmjaga

v

TnelyadMiganssauun (Descriptive statistics) AN A1m21ud (Frequency), ANSouay

(Percentage), ANAzLUULRAY (X) wazA T8N UUNINS§IU (Standard deviation) wasafiAlgveyuIu
[ ! a ! (Y] a £ (Y] Y] = (Y] .

(Inferential statistics) 1Aun N1sAtmseiAnduussansandunusvoaiaddu (Pearson’s Correlation

Coefficient) LLagmﬁmeﬁmsmmmeawmm (Multiple Regression Analysis)

wan1sdoy

1. YayanluveNgnouLuuaaunIy
HANNSITUWUI gnANRlY Super App Grab Thailand ddulveyifuwandy d1utu 220 Au
(Jovar 56.4) oglurnveny 23 - 27 U d1uu 121 Au ($ovay 28.5) dssusnanafslunisly

SUOYR 15 — 30 U1l A au 196 AU (Fevar 50.3) JAuaiunstausIuIy 3 — 5 ASase

Y

WWou 4ulu140 Aau (Sewaz 23.1) dnnsidenlyuinig Grab Food Wudiulvg dnnsidenly

=

A8n1sdrszuvuneundiaduriwluan uasildeonlyuinis Super App Grab Thailand #a8L16Wa
o fusnisiivannuanumeulandgnan Anudgete wazdiuan/lusludu uinfigalu 3 drdunsn

po))Y

2. ﬂ')’mﬁ\‘lw&)z"lﬁi@U%zﬂUﬂ’]‘iﬂiQﬂt‘;’] Tunnsl99u Super App Grab Thailand

anandmnuiswelalngsay eglussfuunn (X = 4.10, SD. = .936) Tudiuvesduiildsy
aruianelafududu 1 Ao dumnunenienla Empathy) Tnenwsaueglussduunniian (X =
428, SD. = .792) \floRansuve/inin wuin vefildfusesuanuiswelududusuusn Ae uey
waiadufnislaniunitvinuentaléeng (X = 4.41, SD. = .736) uasveilddussiunnuiawelaiu
susugaving Ao weuwdindudnislvivinislaudndefvminudevnisvesrinuldegrwnunsay (X =

406, SD. = .839) Sufufi 2 Ao dAuatuarAILWENEIL (Time and Effort) Taunwsaueylu
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FEAULINTAgA (X = 4.23, S.D. = .794) 1fl9RaN9u10A10 WUl YoilAsussAuAuRiwela

Wususuwsn Ao wrgiiumnuazainauigyaavinuy aglddevadunislaviuluuiviananeunaindu

(X = 4.29, SD. = .766) uazvoildsuseiunnuieweladusuiugaiiie fo tumneulunisleviu
e WnuueUndipduddnurutuneudidainunssdiu (X = 4.13, SD. = .832) Sudufi 3 Ao du
AUAIANIN (Expectation) Taunnsaueylussduuan (X = 4.20, SD. = .9356) (leRasuve
A0t wuda veildfussFumnuianelaiudusuusn Ao vinuanuisnifengewnienisdnseidu
meluteundinduldvainnatsguiuy (X = 4.52, SD. = .768) uasvefi lfSusefuninufanela
Dudusuaating Ao wouwAiaduiinnsasueuTusiudundelandiuanvnuuinisld (X = 3.78, SD.

= 1.1256) dusuil 4 Ae drumdnulalalanwisyrna (Personalization) Tauniwsaueglussauuin (X
= 4.18, SD. = .830) {H9NAISUWOAI0IL WU YoRlAaSuszaumunaneladudusuLsn Ao

weUwaLAFuiinnsaninAusevnIsnIeguivunislasuvesyinu (X = 4.31, SD. = .830) uazvoi

(Y = a (Y

IAsuszAumnuianeladufuanvinede vinuaiuisonvaUydluneundiadu Timungaudunisly

!
v v ¢

ugesinuld (6 = 3.99, SD. = .903) sufuil 5 Ao FrumnuTednd (ntegrity) Tpuninsauey

UsLAULIN (X = 4.12, SD. = .904) 1HoNA15UIaAI0IL WUIN YaRlasusesumnuianelaidu

[T Y] =

duduusn Ae weundipduiinisvuiinveyavevvinuegugndevutiugn ausansiadauszianasly

unseuinisls (X = 4.28, SD. = .821) wasveilasuszaumnuiawelaududusiugaing e

=

wounatpgudssuusnunarnudasasvauisauntesweyadiuymnavedvinuld (X = 3.99, SD.

]
v oA

= ©17) Suduil 6 Ao Funisunladnmn Resolution) Tnuniwsauegluseduuin (X = 3.61, SD.

! v
LY =) =

= 1.098) {oNaNSUIYOAI0IL WUIN YenlgSuszaumnuinsnelaldususunsn Ao MNnnsRvinu

Wadgyunnlunislaanu vnuazldsunistiduusdinieveyalunisunlaUgyunldiduedied (X =

LY

3.72, SD. = 1.042) uazveiildsuszaumnuiuwelailudunuaniing Ao vinnsdivinuintym
Tunnslavnu vinuanunsonfivgesnenisuastdoyri/deudouluteundinduldlaugng (X = 3.54,
SD. = 1.186)

3. m’mﬁ'ﬂﬁ‘ua\i@,nﬁ?ﬁ Tunnsle9u Super App Grab Thailand

a a

anAdmnusinilaesiueyluseauuin (X = 3.64, SD. = 1.145) Tudiuvedarusinaiga

Weuad wuinlpesawegluseauanusindunn (X = 3.63, SD. = 1.099) HaRNNTUIWOAINIL WUIN

wd{jvw = =

Yo lAasusEAUAUN AL TUSUAULSN Ao nnusaniiywelalu Super App Grab Thailand (X = 4.07,

Y]

1
=1 v =

SD. = .833) uazweilssusziunnusnaildudunuaniing feo vnuddnduaeduanlyanendeadsly

9

mniddsululseunainduduitluly Super App Grab Thailand (X = 2.94, SD. = 1.158) Tuduves
AuSnFFangRngsy wudnlavsaueglussiunnusnfiunn (€ = 3.66, SD. = 1.190) iefiansan
FoM100u Wuln Yol ldSussiuanusniidususuusn Ao vinubufasiiuasdyrinislesuliiu
Super App Grab Thailand Lﬁ'@ﬁﬂiﬂu%fwiqLL@UwﬁLmYu"iu@mﬂm (X = 408, SD. = 1.190) uaz9of
IhsuszauanusinAldudusuanviny Ao yns1AnANUsNIsTu Super App Grab Thailand q\‘iﬁ’ﬁu vinu
as1iBonyuUsnns Super App Grab Thailand selU (X = 2.81, SD. = 1.308)
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4. NISNAFDUANURFIU
4.1 wansvegeuaLuAgIuRen 1 anuivwelaseuszaunisalgnan dadnuduwusseniny

(9

ﬂﬁ%@ﬁﬁjmg’] Gﬁumiéi‘g\ﬁu Super App Grab Thailand MA&aeuA1y Pearson’s Correlation)

AISINN 1 LAANHANISNAFOUANUAFIUNISIIUAWANG Pearson’s Correlation LgnNs1gaIU

mmﬁ'ﬂﬁ%\aqnﬁﬁ Tunnsleenu Super App Grab Thailand

mﬁuﬁ\iwa:i'wi? Pearson Correlation Sig. (2-tailed) LLUaﬂ"ﬁzﬁU

Uszaunisaignan ) AU SURUS
Personalization 5409%* .000 ANUALWUSUIUNANN
Integrity 530* .000 ANUFURUSUNUNAIY
Expectations 586* .000 ANUFURUSUNUNAIY
Resolution 504%* .000 ANUALWUSUIUNANN
Time and Effort 545 .000 ANUALWUSUIUNANN
Empathy 535* .000 ANUFURUS U LN

* fdudAgynvatiAnszeu 0.01

NNASNT 1 wansiamanisnageuaLLRsILFUUSEANS avduNuSTeuRESEL wudl AU
welameuszaunisaignausazdu Sauduwudduninusng Useneudas #ruminuainnd
(Expectations) Taefiaindy 5686 A1 Sig windu .000 SevasuIAe Aruaulalaanizynna
(Personalization) Tnefaindu .549% a1 Sig infu .000 Sevastn@e AIUATUASALNIENL
(Time and Effort) Tnafavindu 5455 a1 Sig windu .000 sevasun@e dnuadnuieniynla
E€mpathy) Taedawindu 6354 a1 Sig Windu .000 sevasunAediuaudednd (ntegrity) Tned
AU 530 fAnSig winfu 000 wasdnunsunlatiogyn (Resolution) Tnefianwindy .504% Han
Sig Wirfu .000 suddu Tnedanuduwudssiuinunanaia 6 #nu

RIS 2 LAANNANISNAROUALNAFIUNNSIAeAwadA Pearson’s Correlation Tagsau

mmﬁ'ﬂﬁ%\aqnﬁﬁ Tunnsleenu Super App Grab Thailand

AuNawalane : —
¢ @ Pearson Correlation ) . wdam1ssnau
Uszaunisaignmn Sig. (2-tailed) o o ¢
(r AIUFAUNWUS
Thgsau —
NeYolohid .000 AANUFLNUSUIUNAIN

[y

* dvdAgynnatAnszeu 0.01

£ [ [ 3 =

NENSNT 2 naenturanisnageuanuisiudulssAnsanduiusvouiesdu wuln Ay

WawelaseUszaunisalgnanlaysoy Jarnudunusiuainusnizevgnan Tunasleeiu Super App

Y
[ ¢ (Y

Grab Thailand Tufienvuan Taedavindu .659** lumlrmuduwusseauUunane dman Sig
windu .000 anuBigruduaia

4.2 wansvegeuanuRsIurefl 2 anuiswelaseUssaunisalgnan dvnasionnusinfivey
anmAN Tunslevau Super App Grab Thailand (MA&@euRae Multiple Regression)
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AISINN 3 UAANNANISNAADUALLAFIUNISIAEFAI8a0A Multiple Regression WgNsIgAIUY

Independent Variable B Beta t Sig.
auianeladeUszaunisaignaIia 6 dau
Personalization 242 .198 3.802 .000*
Integrity .099 0956 1.668 .096
Expectations 282 245 4451 .000*
Resolution 091 118 2.255 .025%
Time and Effort .097 .087 1.291 197
Empathy .0856 0756 1.133 2568

Note: R square = .449, F = 62.017, Sig .000

v a [

uneaiAnseau 0.05

52

* fdydn

ANANTINA 3 uAANENHANISNAGEUALLASIUNTSATY Annsuusiiuie 6 f Useneudae
saumulalaanisymna (Personalization), Frunnud edne (Integrity), AMUAINLANANTY
(Expectations), ﬁﬂumsuﬁiﬁuﬂwﬁ (Resolution), AnuLIaazAINUNLsL (Time and Effort) Wag
frupuinanenla (Empathy) uasdaudsany 1 61 Usenoudag Anusng wuin anunsoduwa
foAuTNAld 44.9% (R Square = .449) ieRarsuueniusiodiu wudnanuiawelase
Ussaunisaignandauminuainauds (Expectation) tiuduidewaidususu 1 (Beta = 245,
Sig .000) sevavunAe Arupuldlalawizyana (Personalization) tudqufidewaiiususy 2
(Beta = .198, Sig .000) wagdnunsunladeyvn (Resolution) udufidwwaiiususui 3 (Beta
= .198, Sig .000)

l:' a a v v aa . . ¢ !
AN 4 LEANWANISNAFDUALNAFIUNISIUNIANE Multiple Regression LenNsIgeNAUIENaUYeY

Independent Variable B Beta t Sig.
ATUAAIUAIANIN (Expectations)
1. VinuanunsalndauinisrainraneUsany 144 147 2.938 .004*

aeluleUndiaduLien

2. Vinugnunsaidenyeanienistnsadunislu .007 .008 169 866
wounainguldrainvatgguuuu

3. woUnalAdy Hnnsavueulusludunielan 088 132 2.843 .005*
druannuuinisla

4. WOUWALATUTINISOUIRANTOWM UL 065 075 1.458 146
soiile

saumdulalalanwizyana (Personalization)
5. vinuanursasuAUnydluteunaiadulii .000 .000 -002 998

nngautunisTanuesiauld

6. VinugunsaseANNISLAieurdenisdeans  .083 100 2242 026*
luneundindula

7. WoUWALAFULINISAININAINULFADNNITVSO .104 116 2.526 012*
sUnuunsTgsnuYesvinu
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lﬂ' = a v v aa . . ¢ 1 !
AN 4 LEANWANISNAFDUALNAFIUNISIUNIANE Multiple Regression LeNsIgNAUIENOUYDY (MB)

Independent Variable B Beta t Sig.
saumulalalanwizyana (Personalization)
8. weunaiaguidnisuuginusnisnseluslugu 146 176 3.902 .000*

PURUILAUAUAINUADNNISYDNNIU

arunisunletdyyuin (Resolution)

9. ynnsifivinudndaywnlunisleu viau 051 Q72 1.168 243
anunsavnAurevidenisluseundinduls

Tuviud

10. vnnsdlivuiateymnlunisleu -020 -029 -434 665

woUnALadudivounnaainuaiusesunden

Tinnsenemdedymaesyinu

1. vnnsdivnuiateymnlunisleu -040 -064 -998 319
vinuaNuNgENge s suasyvn/

$ouduu luneundinduldlneney

12, ynnsdiivuiateymnlunisleu 193 269 4.401 .000*
vinuagld§unistiduuginndeveyalunis

wnlatoymnlfifuegned

Note: R Square = 472, F = 28.086, Sig = .000

aa

* fdudAgynatAnszsu 0.05

ANANSNT 4 wansiananisnageuaLufgiusisesaUsenoudes Tnudnufiduwanonin
& 1Bun 1) druainumand (Expectations) Wudnuidswasemnusinmdudusu 1 ludiuves
ounUsEnoudey Ndwnaronuing Ussnaudie viauaiuisandeuinisnainuansussnnaielu
LoUnBLATULAYY (Beta = .146, Sig = .004) weunaiasuiinisavueuTusTusundelnndiuanyny
uansld (Beta = .132, Sig = .005) 2) Fruauldlalanizyana (Personalization) [Hudui
danasionusniiiususu 2 Tnvevaussneudesiidwnanoniusng Ussnaudie weundiadud
ansuuzinusnisudelusTududimunzaudumnugeuniseeeyinu (Beta = .176, Sig = .000) uey
waladufinisansianudewnisuiesuuuunisleiuvesiiu (Beta = 116, Sig = .012) wasvinu
AuNsoRIAINISLANieunienisdeansluneundiaduld (Beta = .100, Sig = .026) 3) A1uUNIS
uwnlatoyyn (Resolution) (fudnufidewaseninusnmdususu 3 Tnvevausznevdesfiduwasony
fnf Uszneudag vannsdifivinuiadamilunisleeu viuagld§unisliduustiimiogesalunis
uwnlatoyviFiduedned Beta = 269, Sig = .000)

onusigwa

> U ‘QQ) dl = = U ¥ &
1. ANKANI$3IteauIngUssaNA3IdY lieAnwaAuivnelaseUszaunisalgnan Tunasly
97U Super App Grab Thailand wu3n gnadaruianelaseuszaunisaignanlussauunn (X =

4.10) wassliiuinngusegivdiulugduneladuuszaunisalfinuldsu WeRansuuenidusie
AU WuIn gnantatianuddydudiuainuennla (E€mpathy) Tnedusiunldanuieweladu
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|
=

Susuusn Tuszduuiniign (€ = 4.28) FudulupmunuiAafisafuuszaunisaignaives KPMG
Nunwood (2014) findnativ nnsvinannuenlaaniunisnivesgna teadnvanuduRusSuLLLLHLY
Tnonasinlsignanddnamanunsanlannuddnvesnanivlfegnauiade uanslviiudn Super App
Grab Thailand faunenlauazmeuauesdenufiosnisuazauidnsesgnatusiazsglfiduegied
wu dnnslennvinisluneundiaduiianunsovinlignaentaldey sauisgnanldlinnudidydu

AIuauazAUNEIEIL (Time and effort) Tneidugauilganuianeladusuduiiaes Tusssu
wnfign (X = 4.23) FadulumuuuiAnfontuussaunisaignaives KPMG Nunwood (2014) 7
nanafanisanAugaentidugnan uasadnanseuaunisilufiguasse Tawgnandnansndauasziin
wounAuiawelaluiud nsuinguassaildsniu iielignananuisoussaitinunglFegns
sat§auanaliiAiudn Super App Grab Thailand Tﬁmmﬁqﬁcyﬁu%wmm%mz%nﬁﬁ Towulnwan
Augasnnlunisleeuas uasiiuanuazanauislidugnan wu siiuauasainividugnan
TagligovadunsTanuluumatsieUndindu

Tudruvesdnunsunladaymn (Resolution) ifuduiilgSumnuianwelaludusutiosfigalusssiu
wn (€ = 3.61) Fafulumunudaifioadulssaunisaignatves KPMG Nunwood (2014) find1ati
msiasuUszaunsaifing Wnaneiduussaunisaiis Tnougenduinaednssuiunisiuifesuseng
WianAndudanunsalfimsasduldedvsamdafigaminiu widwinliignanddnsdulssaunisalil
Ao waalAiudn Super App Grab Thailand fnszurunisannistiudomnlunng Tﬁz?mu%\iziﬂﬁﬁiﬁsﬁu
SeAURR U dvewnwiainuanesesundenliniseeimdetnyvnvesgnanld (Husu

2. ’«mnwamﬁ%mmﬁmqﬂsgmﬁ%’s Lﬁ@ﬁﬂmmmﬁnﬁ%qqnﬁﬁ Tunnsle1u Super App

Grab Thailand wuin gnandadnusindlavsaueglussauuin (X = 3.64) wassliiuin gnadiu

Tugyfinugdnigeuan wasduunlduiiaglyuinisudeaduayu Super App Grab Thailand 98
sioiflov Tnugnan dmusinAidwiruns TududuusnAe $8nAswelalu Super App Grab Thailand

U

Tusgdupusinduin (X = 4.07) Fadulupmuuuidniortuannusnfideiauafives Aaker (1996)
findnafy anuieweladusvauseneuddydmsunnsediuanuinisensiduan uansliiudn
@nﬁﬁyﬁﬁUszaumszﬁﬁﬁ wazianelalunnsleyudnisees Super App Grab Thailand Taguangeanu
Hunnuddndeusundindu wanvtivanuaiunsolunisneuauesnufovnsuaza$INALAITIgNAY
ArendN wazpanuldienelaveviuilnafaiunsovinliguilnadsululansnduansulsd Tudusu
aniny Ao Anuddnifuansiuanlransiideudslu vanivsululaueundiadudu usefunnusing

Uuna (X = 2.94) Seluidulupmuuunfnifoatunnusnfidwinuafives Asker (1996) fuslnn
o1vagdaafvanuidsefiagldSulununiniidesndnannnsnduaid uiiudsululy uaneliiudn
anAndufinnuddntiidemesualyansiidoudsluvanlaweUndindusu
Tudauanusniidanginssy ududvusn Ao nasdufiazuasamanaslysnulidu
Super App Grab Thailand Lﬁ@ﬁﬂﬂﬂ%ﬂiquwwﬁLﬂﬂé’fuéiu@mﬂm usgAUAMUNNALIN (X = 4.08)
FudulumuuuiAmieatuaiusnfi@eangfnssuves Zeithaml, Berry & Parasuraman (1996)

=

namafiv gnanazdeusuudgydunidnenuvevesansinenswnnddoyminely waasliiiuingnan

S

uAnasuasyrinaslynuiinunwy Tasfedngnatdanui@edu uasaianivinueundinduasinis

)

(%) Vaa

USuUsauaswauneUnatnsulias iy Tuduruanving Ao vnsaAIAUINISTU Super App Grab

9
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Thailand gqu’z;fu audonlyudnisves Super App Grab Thailand ol tussiuminusnauiunans (€

|
=

= 2.81) Fldidulumunuidaiieatumnusnfdenwgfinssuves Zeithaml, Berry & Parasuraman

v ddl ! dy = v ! dl U ¢ dl v v 4 v dl e
(1996) Qnmsummmwmn%umamaqmsfﬁu%mmzj\‘m'mn'm@qmns@u TWﬂU@\?ﬂﬂS{j‘ﬂ"ﬂUUV}T%

3nnsegndely wanslitiuingnanfinnugeulnisesialefisuiuteUndpdudu widnazdaiy

c

(9

nAuferIazanawnngImAuInIsTuleUnaindugedu minganuingnatenaazluidenlawoUnain
Fudumindnisiaueauinisiidsaaniisnd

3. ANKANISAREUALNAFIL 119 2 99 wud ulumuanufgiufiacld 1dun 1) Ay
Faneladoussaunisaignan dannuduiudnivuindeanusnfivesgnan wnisnageuniuiuwela
Houszaunisaignanlagsiy uagRansuusndusiediuie 6 du FveglussFumnuduusunu
na 2) Anuivweladeussaunisaignan dwwadeninusng TngideRansanuenidusiudau
Wuin Fruidewaduannusng 18un duanuatands Expectations) dnuatnuldlaanizynna
(Personalization) LLasﬁ’]umsLLﬁT%ﬂmm (Resolution) mua1avU wansl¥iiuinuin Super App
Grab Thailand @1unsnUduUse waswWmuiuszaunisaignan ludiuainuaiands Frupinuldla
wigyana uazdiunisunlydomntidauniw vinlvignanifinanuianelalussiuunnld feanunsn
vialifinAnusnalussiuunlfisudu

LeNANTANNNISNAREUDIAUSENOUYEEANNTEAINIL 4NN 3 AUANNEIY Fauads
Multiple Regression wudn nasiandeudnisvannvanslglueundiaduifien, nnsdsweulandiuan/
TusTuduguudnis, nsavandd Wmunzautunislaey, nisieainisuasiiow/deas uasnis
IF&unistiduustinvndeveyalunisunlatoymldiTuedned anunsndunadonnusnild wanaliiiiu
41 1) #1umaupiand (Expectation) ¥alananUsendniaan twsizaunsnunfausnnsi
vannvansldnieluneundindufen dwalvignanduualtiufiagnduinlyeudn Tudrugesnisaueu
TusTudu/andauanidvannuatsudnisiu udsiinsedulvignanddndn weuwdinduiuianuauan
noulandsonisleviu wazanuisonsedunislyuiiseiieswnniu 2) duaiumnulalaanie
yAPa (Personalization) Super App Grab Thailand IafnnstiuuzinusnnsudeTusTusuf msadu
Anudeanisvevgnan vinliignanlasulufiisiessounnstainiflenafiaste uaglyugnisidun
Fu n1sansiveyanislenuiiianizianzaswesgnan welignanludesldveyatn 9 waznisiignan
ANuNsaANAINISLAdLReu/Aoansld vaelignandanubaseiifendureyaiifisagosniunii
Hounis 3) drunisunladyun (Resolution) dnastiduuginvFeveyalunisunletoymidauls
oafiusgansnn Tnennsfignanldfuduusinuieveyafidaiau uasiusslvey vinlignanddnin
Super App Grab Thailand ﬁuﬁmsqLLaLm%T@iLLazW%@Nﬁ%ﬁéwmﬁaLamLﬁ@ﬁﬂ@mmnms"’i%\mu
R
v

T lUudIUYONAIUAILTOERY (Integrity) AIULNAT LAAINUWENENY (Time and Effort) uay

[

faumnunennla (Empathy) tJusruidarnuduwusseninusing wawuinJusuilddenase

v
=

ANsNG wanslviiudn Seudgnanaziawelaunnvinle waldanunsodwwasennusinils Fuduna
1IAINNNSAGNANLONINTN 3 Arusinand 1OuANd Super App Grab Thailand Fuiduneundiaguly
sULUU Super App AIsVinlagfugIUOYLAY WU SeUUSNYIAUUADASTY, NISLNLAINUAZAINLN

anm TneludovadunislosuliunvansuoUnaindiu uas Luummm%mﬂ%ms Wudu avlyuaunse
AIalALi AR DA LS mummﬂuwammnummmmmnwsxaumsm@nm%q KPMG Nunwood

onsansIssloBidauins OA 1 aUUA 1 (Uns-Dauneu), 2025 CTSILPAKORN

ICT Silpakorn Academic Journal Vol. 1 No. 1 (January-June), 2025 fgﬁ?zENMﬁ




AOWHIWaToRaUS:AUNSAIaNANAEIWARDANUANATUNSIBINU Super App Grab Thailand
SUUDSSCU ASNEKUDJE, WSWSSCU Wwedss, NUNOUY WSBENJdu

!
=

(2014) FanwrAnanadusurAailylunnsinuszaunisalgnanlunainuatsussinongsia 1wy
U = ) v U 4

Financial Services, Grocery Retail, Restaurants and fast food Wudu agldlsddunisinesadseneu

Uszaunisalgnanlugsiafilfuweundinduludnuaus Super App Tramsa

asulia:uolauauu:

a3Unan1sidY

anandmnuivwelasieussaunisailavsan Tussduuan (X = 4.10) Tawgnanlvimanudfy
Fuauatunsoeeundady Tunisignlannudenisuazanuddnianizyana saufvaany
azanuazAusamSatunnsleviu wazduseiulaluanuidu Super App Ausnnsuainnany
AsOUARY uAEROUALENAeAIuAANTIIFE Snvueundindusiiinisluveyavesgnaiioadng
Usgaunisailanizyana saufvadnennuidedudnuanulaensy Gediudwwalrignanddniiawelaly

|
v A

sedufige egnalsfimu tunisunletomn Seudasdseiunnufivwelaunn (X = 3.61) usifianady
tevfgndeoifuuiudiuduy vinlignauiediuenaddndiueundindu aenniuaiiiaue was
AusIniEtunsianistyma luiswesausng gnandanuddnianela uazanumdlafiaguugtin
wounAlnduligsy egnalsfmutafodiusimdenauiutatodidy Tnognatuidruenaiansoun
WasulUluo UWBIATUBL MNSIAIANUSNNSON Super App Grab Thailand zqu’z;fu
anwanisiteluninsauarun waasi¥iiuin Super App Grab Thailand 3uifuueundia

¢ P

Fuluguuuy Super App fotduunannesudananeglusiuuumalulad dremnuitduuwanwesui
fiugnisuannuany vinlignandufdunuddussialdnaenfunasaunsoadn Touchpoint Tvidu
anAnTulsaznszuIunisleNIL wizﬂmmﬂm@gjﬁmsmwsamsmms LAENATOUARLYNTINIIATT

(Y

Super App Grab Thailand @ uns0deans wazadnvuszaunisaliali U@nm WNIUUSNIS LagNIsS

¢ Ao

ponuuulssaunisalfideulesiudinusgdniuvegnan

volausuuzd munisiinaiseluly

Anuani1sitevinliinudn aanuianelaneussaunisaignanidewatuninusnd Tdun
FrumnuAIAniN (Expectation) dnuminuldlalanisyana (Personalization) uagdnunisunladaymn
(Resolution) tevann Super App Grab Thailand Iﬁﬁmsm@uauaqmmmW’?q%qz;ﬂhvﬁ@siwmu
afueguda dufuivanslimnudidyiuussaunisalgnantudiuanuldlaanisyrna uagdiunis
unlodyun Dundndeid 1) nsudulse waswaundrumnuldlaanizyana Tavysniuluiinns
wugiiuinisudelusTudufilnsianasiangasdugnausagsis Tnely Al gaslunisussunana an
nnsteveyananslutaznisueneUndiaduuiniy 2) U§uuss waswamndrunisunlatomn Tay
iiugewnnsAnsefurudsideiviumyaudssivie uasntimdnvesuoUnAiaduiuifinssuy
drunszuginainisunladyvnlagussunn saivuseynsdnisly Al euustindgnsunladgymunlu
\Jovduungnen
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YaLaususdIsun1sItunsane iy

Vo v

Tunasfnwinsesely fAduesnnuusinlvfinisAnwnide TusUuuuiBidenaunanu (Mixed
Methodology) TngifiulAnAsnnsdununifugnaeUndindu Grab Litelvinsuveyaiifuiddnunn
Ju uaziiloNann Super App Grab Thailand Wy Super App ﬁ@sﬁuﬂszmm Delivery ANLIU fﬂ"aﬁa
AnusdnlidnasAnwn Super App Usstandus tWuLAL 19U Super App USsLOn E-commerce
ilevannueundirdudssiansinanidadnuifenledudinussdniurevgnan tiedAnyiuIyuiiey
WuLANINUszaunisalgnAn wazAuing evgnatannnnsleenu Super App Tudssianiiuaneng
[ [ ! [ ¥
fu Wuegls 1Dusiu
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Abstract

United States, China, and Thailand are presented to illustrate potential risks when ethical
standards are As Artificial Intelligence (Al) becomes increasingly integrated into research practices,
ethical considerations have emerged as a critical concern. This study explores the ethical challenges

arising from Al-supported research, focusing on transparency, explainability, privacy protection, and
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bias mitigation. Case studies from the overlooked. The paper also proposes practical guidelines for
responsible Al use across the research lifecycle—from planning and analysis to communication and
publication—emphasizing the importance of balancing technological efficiency with academic integrity

and societal accountability.

Keywords: Research, Al, Artificial Intelligence
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