oAnA A : msFnwilunadifBvEnaseramssidunusunsmaavegsianIms
Suu Wit lungamaMILAT (A MODEL STUDY OF IMPACTS ON STREET FOOD MARKETING

PERFORMANCE IN BANGKOK) 81915871U3n91: 509A@n519156 A3.0ARNA qInia,

215 .

ey NMIINNITAMAIN/UTRNTTUNITUSN1/AsUSunseuiunisangluraslain-19/

fiRguNsEuIuazNSRUle/ARAUNINANA/g379 1N TTIUINID

g3nvemssuuInlugsnandenudidyressuuiasegialunatedseinea Weosan

Ql' v [y | ° = & = o vl
LﬂEJ’JGU'P]QﬂUE&Uigﬂ@Uﬂqﬁiqﬁlﬂaﬁlf\]’]uauyqﬂ 3'311@0LU‘LW]’NLa'P]ﬂIUﬂqiﬂiqﬂﬁqﬂlﬂﬂﬁa’]ﬂﬁﬁqﬁl

a L4

A @ adda o L Ao = o s A Y
polwinTInmednusssuvemangiunilan Msfnulilinguszasdiiie (1) Iinsensesu
AUAAVILYDINUIZNOUNI53IATIMSINUIMARAEINUNISIANISAMNIN TRA1UN1TRAIN

WiNNIIuN15UINT Msusunszvaunsaglundddain-19 Ianunisiseuiiaznisidule

Ly

(2) AT wRANUFUTUSITIEMATEINTAAMIAMA N WIANTTUNITUINS NSUTUNTEUIUMS

aelundalaio-19 fadumassuduazmaiule Hddefiddunsmann (3) Jnszidnsna
MedenveInisinnsaun miilredisiunisnatn TnorusauusAunans Téud uimnssy
mMIvans nsUsunszuiunsmelundslein-19 uwaeliRdunsSouiuasmaiuln nsdnwil
Juns3dedslsunalagldadfgeuuuainnisiassiuuudiasaunisiasasig iy
TWTITOYANNFUT DL WHUTENOUNTI U IMNTTHUIWIT LUIANFUNNUMUATIIUIY 436
Maee lnensduiiegnmuuwlIngy

Nan13ANYT WUdn (1) sedunruAniiuesiuszneunsssiaeynsinumATiABaf

aa v a b

NSIANTAMNIN WIANTIUMTUINIT MsUSunszuunsnelunaalainl9 dfaunisiseus

a

wazmsiiuln wasdiddiunseann fanedslaosuveinisinnisnunmedil 4.22 Aade
Tng5auvesuinnssunIsuUsNsegi 3.87 Anadslnesawesnisusunszuiunsneluvddla
30-19 ol 3.74 Anadelassmealisnunisieuiuaznsiiulnegi 4.08 Aadslngsam
vosdifidunisnainegd 4.06 (2) Msdamsnuanddvinamansadeuindouinnssunis

a v

U3N1s n1susunseuunsanglunddlada 19 uazdiisnunisiseuiiaznisidvle uenainil

WUI1N153AN1IAMAINLUTBNENANIMTUTIVINABTAAIUNITAAIA dIUUTANTIUMTUTNS

a

mvsunszuIumsmelundledn 19 uasdiidunmasouiuasnsiule T8nSnanimsads

UINFBNAAIUAITAAIA (3) N1ITANTAMAINETBNTNANIDDURBIAAIUNTITNAA LAKIY

aa Y

WINNITUNITUINIT NsUSunszuIunsmglundalain-19 waslifinunisiseusiasnsiaule



ns@nwilaziouliiiudviwaranninsauagniadouvesnisdanisaunwiddenanis
sfuauresgsiashufuusig 4 ffu majadunsianisauniw duaiuuianssuns
U313 Uuuganszuaunsnslu wasiiufiddiunsSeuiuasnsivlnsdwmadisenants
FufiuuressiauemsTuumia wastisligsieaninsausnunsidsuulasmes

anmuINABNLaTAURBINTTYRINALA

annigmalulagmsdnnis aedlaFernAnyn 55 CL../

Ynsfinwn 2568 apilefennarsgnlinw %ﬂnﬁ;h?’\/




APICHAT LIMMETHEE : A MODEL STUDY OF IMPACTS ON STREET FOOD MARKETING
PERFORMANCE IN BANGKOK. THESIS ADVISOR: ASSOC. PROF. ADISAK SUVITTAWAT,
Ph.D., 215 PP.

KEYWORDS: QUALITY MANAGEMENT/ SERVICE INNOVATION/ INTERNAL PROCESS AFTER
COVID-19/ LEARNING AND GROWTH AXIS/ MARKETING AXIS/ STREET FOOD
BUSINESS

The street food business is an essential economic sector in many countries,
involving numerous small-scale entrepreneurs and providing a diverse income-generating
option. It is a cultural way of life in many parts of the world. This study aims to
(1) analyze the level of opinions of street food entrepreneurs regarding quality
management, marketing axis, service innovation, internal process after COVID-19, learning
and growth axis; (2) analyze the causal relationship between quality management, service
innovation, internal process after COVID-19, learning and growth axis, and marketing
axis; and (3) analyze the indirect influence of quality management on marketing axis through
the mediator variables: service innovation, internal process after COVID-19, and learning and
growth axis. This study employed quantitative methods and structural equation modeling.
Data were collected from a sample of 436 street food entrepreneurs in Bangkok using
cluster sampling.

The findings revealed that (1) street food entrepreneurs' opinions regarding
quality management, service innovation, internal process after COVID-19, learning and
growth axis, and marketing axis. The overall mean for quality management was 4.22,
for service innovation was 3.87, for internal process after COVID-19 was 3.74, for the
learning and growth axis was 4.08, and for the marketing axis was 4.06. (2) Quality
management has a direct and positive effects on service innovation, internal process
after COVID-19, and learning and growth axis. In addition, quality management did not
have a direct positive effect on the marketing axis, whereas service innovation, internal
process after COVID-19, and learning and growth axis did. (3) Quality management has an
indirect effect on marketing axis through service innovation, internal process after

COVID-19, and learning and growth axis. This study reveals both direct and indirect



effect of quality management on business performance through various variables.
Therefore, focusing on quality management, promoting service innovation, improving
internal processes, and increasing learning and growth dimension will positively impact
the performance of street food businesses and help street food businesses adapt to

change in the environment and customer needs.
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