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Abstract

The purposes of this research were: (1) to study elements of innovation and digital marketing
to performance of small and medium business in Thailand (2) to analyze influence of innovation and

digital marketing to performance of small and medium business in Thailand and (3) to study
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development model of small and medium business for the firm performance. This research consisted
of a combination of both qualitative and quantitative approach. The samples used in the qualitative
research were of entrepreneurs 9 people. The samples for the quantitative research were 500
entrepreneurs of small and medium business. Instruments used to collect the data were
questionnaires. The statistics used in data analysis included, percentage, average, standard
deviation, frequency, Pearson correlation coefficient analysis, Exploratory Factor Analysis and
structural equation modeling. From the results it was found that the element of innovation has 2 factors,
digital marketing has 3 factors and firm performance has 2 factors. The model shows that the
innovation has a direct influence on firm performance with a value equal to 0.377. The innovation has
a direct influence on the digital marketing with a value equal to 0.801. The digital marketing has a
direct influence on firm performance with a value equal to 0.557 and the innovation indirect influence

to firm performance, with a value equal to 0.823
Keywords: Small and medium business / Innovation / Digital marketing / Firm performance
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vinuFendn avueTaAuin (Growth) (Wolff & Pett, 2006) n9agjsam ANETFA WiadnanIwNIT
wiiedu (Rosli & Sides, 2013) Tunrdanan1zATuIUIBIgTNA ﬁﬂi‘:ﬂﬂﬂﬂ’l?ﬂ’m"ﬁ‘ﬂﬁﬁ’]ﬂi‘{uﬂ’m
Uzznn Wy Anuansalunamindnls uasauunuAINNNIaaU (ROI) uazHaRBLILNUANAUNTNE
(ROA) (Milovanovic, 2014) ati1417fim11 Pokomna and Castek (2013) 1HviAuzd1 n139AnANs
o a a a e a o= o  ar = o a o a ]
anilueugsiadassatdneniriuiifesrinaalunisdszilunanisa niiuaulueda il uun
v L4
winiu launsaananimaitenadnslusuianld Aulunisiananisanfiveiugmia Adiandning
o 1 J ' o e 1 o . . 3 Ju ' J
Fin T ausamBatfuAL T an9iu (Valdez-Judrez et al., 2016; Avirutha, 2018) WaiiaLG A 11y
Urz@ninmniraifivai anuiawalareawninau nMaiRndauwiinmaatn uadnsauninenns
wye] HadwinanIaae Uss@ninmuazss@viauazesnszuauns nsiaufuacnnsigiuie
¥ 4‘ a ar 3 le 4 o o = = (AN | dv a e 1 d’g

Whusiu Felunddaaiaitlsivsrend lin1s9anan 1At U TNAANANNTN NNNTRULAZAILINTE Y

- o a - '
me:w"ﬂuuam?mLuumuﬂmq?n%mnnmq LasIuneiaN
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deffAseirsulssananuimuuaduiouunlanainanduvuirenladendinasiana

masfiunuassgsiamnanauarnnaten waziuaiunsauuAnun e Az 1

WIRNTITN

NANTITANHUIIY

18955NA
H4

NTARIAAING H3

a a a o
7U% 1 nrauLUIAANTIAE

suilauigaNe
o o : J’ a e . A a o
n11aduAT R uNMABUULNANNAIY (Mixed Methods Research) Ndsznaufaenisie
¥ v
@ Funauuezn19dnunm 1duneuaiiuniiidn 4 fuseu A (1) NUNMUTTINTIN LUIAR
4 A s o n J ° o J
noufneades uardunaifiaya@edn (in-depth Interview) et niinAnm (2) WauATalans
a e J <A -3 ¥ o & a Y <4 o
FRUUATATINEBLATINNIBNATEINE (3) uMumniayadalszanuazdinssidaya (4) nstiueu
a o . = a 4 o e D
nan17398 atn17aUNUINGH (Focus Group) HeazideanaaiuLsssInIuasngNA29e19 NTA319
J -3 - a i -

IATasilauLLALINNUATNTATIAARUANNIW MATumumNdieys uazadan i lundwmsidieys
oo P
ATy

Uszansuaznaufasng

a o ve vy o ca & 4 o o v v o

madmBanmnm §lideyananlunisduniwalidedn et eyaluairediednnn

Usznaudiag §irenauni7ginaTuIANANUAZIUIALANNIANIINAR 91UIU 6 AU NIANITLITNNT
v v

47UAU 6 AL WAZNIANTTAT 471U 6 AU TINTAY 18 AU T uaul ideyandniaumunzan
UAYADAARDIATNINUT WUIAMYBRY Macmillan (1971, as cited in Sittichai & Pooripakdee, 2018) uas
ludumaunistiudunanimdslaaniraunuingy Jdinaniedu 9 au tsznausiae filsznaunis
FINAIUIANANUATIWIALBNNIANIINARA 47U 3 AU NIANITLITNNT 71U 3 AU UAZNIANNTAN

MU 3 AL
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maamBafFana Uszanmlilunifsudaiunuie fulssnaumegmiarianaauas

YUIALIAN 911U 3,000,940 t18 TaguLiveantdun1ANITA 97UU 1,268,202 $181 NMANITLTNIT
MU 1,206,763 518 LATZNIANITUAR A1UIW 525,975 7181 (The Office of SMEs Promotion, 2018)
: J’ o ' o ] 0 & & - ¥
Mt lunrsivuaruiangusaet9A1TIAMNMNNZaN U T IR TZElRAaNN1TTATIAT 1N
44 Hair et al. (2010) uaz Vanichbuncha (2012) uuztingn aunasaetienmnizan lunimmsilung
ann1slasaaivATiawasaatinlisIndd 10 WiressauwisimeFuedaeii o Fan1TI4e

:; J’ o @ [ o o « (% 1 H
AFINHATUIUNITINIAD T IUULLA1ABIAUIU 46 NITIHIADT TUNAMIEE NN HAITHINIZAN LAY
- < -l ' £ Yo o & O 1 o } (% [ < { ) o '
INENWEAIATTHBENNRE 460 INEAINTUUANANABENN 500 A8t N LATIABNNANFAIBE WULLATN
dndoulszivgsia TesuwdadugsnanianizAn 499U 211 218 NIANTLTNIT AU 201 181 AT
MAMIUAR 47U 88 3181 AN 1 uazlFTEmrdusinatinan liliannmninazidu (Non Probability

Sampling) laedpdauuudaaun el suied

d ) o 1 o
AITIN 1 NQNAIREN u.ﬂnmuﬂ‘n:mmmq?nq

Smaulszring SMUUNANAIREN
AINAUUIANRWURSTUAL AN n= N,
N, 'l X500
3,000,940

mAMIA 1,268,202 211778

MANILEMS 1,206,763 201 718

NANTURE 525,975 88 718

EptY 3,000,940 500 58

<& - a o
wwsasiianldlunisian

¥
4! ]

4 a4 o - o i P o a4 A o
lﬁ?ﬂ\luﬂw.lmuﬂ'\?'JQHﬁ?QUﬂﬂ UWULADUDTH FIHUUADUNTITWAUIATANHAULILIADLININ ANU

'
-l }

Fupeuit 1 numauaTTNTT WiIAR wquﬁﬁmmmm uazdunimnigilsznaunirgnanuim
NANUAZIUIALIAN Lﬁ;ﬂlﬁnﬂuﬂnﬁuﬁwﬁmﬁtﬁlﬂﬁmua:ﬂﬁﬂqa‘lﬂ'l"ﬁ'lumm%wﬁﬂﬁ'm'm

Fumeudt 2 dauuusenonn Tasuuusenosznentuon 4 dou Al dowi 1 iﬂqaﬁugﬂu
25 UTTNBUN TUACRIANTFINA o 2 AModuuianesy iselEieAnnmnannedunmn
fusznauniaidlundn uazundauldidnaulasdiaArnrnniainuuada Gunday etal. (2011), Njeri
(2017) uaz Hassam et al. (2013) d2u#t 3 AaukunisaaiaRava §adalifiaAiniuunainnig
dunenifjiszneuniniundn uaruedauldanuilasdisArniuunainuuadn Matikiti et al. (2016),
Hussan et al. (2015) uaz Khan and Siddiqui (2013) uazdauii 4 ANDINFTUHANTANT LTINS
manaNuaTIwIntien {idalddnulasiianiniunianuuaia Karabulut (2015), Njeri (2017) uaz

Hassam et al. (2013) waznsduneniiduvan



MFU Connexion, 8(2) || page 43

NMIATINIALANNINIBLATEINE

67 "ﬂv"l"nm?wmmuqmmwmmLﬂ"‘f‘mﬁﬂmﬁﬁﬂ TnemagaLuIAIATHANINABAAREITENIN
faAnouAuLrFuMAnTeaiiom (Index of ltem Objective Congruence: 10C) Tmei] Fﬁmmty 5 iU
LaznLgn AArAnnaeandecetjTzuing 0.80 - 1.00 Fudulinnainuei@ainnda 0.05 (Sipcharu,
2017) ua::vma'auqmmwmmLﬁ?"mﬂﬂmﬁﬁﬂﬁﬁuﬂfnuL%mju (Reliability) fiasnastiuuvaauniulyl
naaauld (Try Out) 97u2u 30 819 uﬂ:mﬂ'mmm"ﬂﬂﬁuﬁouﬁﬁﬁuﬂﬁxaw“ﬁriaﬂwmmﬂuu”n
WA el fall Fruuianea 0.935 1un1amaiaRAa 0.920 HANITANTINUIEGIAATIUIA
nauAzIAten 0.860 TuiullruinusiAtarudeiufiennnd 0.70 (Hair et al, 2010)

adan T lumsiamzidaya

nsaamsideyaldaliunn §asaldnnmmmeidqaldsunsudndag Tnuada7 14y
sz Wud Abeas Aniade d'zutﬁlmmummpu ARl AndulszAvibanduRusuLL

WeFdU NrTsiIaeBi@ed@1799 (EFA) UaznMnszilleaann1ilangase (SEM)

sgluan1sAne

a

1. HaN15ANE129A1 92N BUARIUTANTTHUAZNITARIARINANAIAAABHANTS
AndururasgsiananaanacauIngadtulssndlne

1.1 mamsAnmdayafugrurangusaatne nodnguitetdalugiiflumand.
AnluFanas 65 uazwatny Andufenas 35 Tnangusnatindaulugilengsevndw 3040 T Andlu
$au0z 39.6 srAUMsANE LG ngusetdlugdrFanisAnmseaufyyes Andutenas
48 ngueetNdulugdfaninlszinnnisin Andufesas 42.2 fidmauminauainga 15 au
AnluFeanas 90 Har-iﬁuw?wﬁmiﬁ;wn'h 10 A7uum Andufesas 90.6 srazioaAliuAaNIg
souin 1-5 T Andufesas 63.4 uasidnn1alRIUNTANIARATIATEIGINA mnﬁ'qmﬂuﬂ”uﬁuﬁ 1
Aa aiin Andufenas 77 savnannde lad Andufessy 552 uaziivles Andlufenas 27.8
ATNAAL

12 aan15ANB189A1sENBUVBIUTANTTUUAENITARIARAN AN AILRABUANIS
sfiunurasgsnarnanatswazauaganlulssnalve aelimaiianmdinmaiasdlsznay
\$981329/91i3% Principal Components Analysis LWAIRBNIBNIIUHBUNU Varimax WU IBATIBHARY

ANTNN 2
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d d e [ 3# o .
AT 2 HANIFIATISHaNALTTNALIENAN799 (Exploratory Factor Analysis)

KMO and Bartlett's Test of
Sphericity

o«
asAllsznay
UIRANTTH

asAlssnau
aa o
MIANIARANE

a
asnllsznaunanis
ANHUNUIBIGINA

Kaiser-Meyer-Olkin

0.933

0.912

0.920

Bartlett's Test of Sphericity
Approx. Chi-Square

3413.847

3156.961

3618.978

Df

105

120

105

Sig.

0.000

0.000

0.000

fautsmdlunisiae

Factor 1 Factor 2

Factor 1 | Factor 2 | Factor 3

Factor 1 Factor 2

IN13

797

IN11

778

IN14

711

IN12

696

INO

695

IN10

679

IN8

.585

IN15

567

IN4

813

INS

.758

IN3

668

IN2

IN1

557

IN7

501

MK1

801

MK3

.763

MK2

729

MK4

691

MK9

643

MK6

.760

MK11

709

MK7

696

MK8

670

MK13

729

MK14

694

MK12

634
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AN 2 (D)

KMO and Bartlett's Test of asAlsznau asAtlsznau asAlsznaunanis
Sphericity UIANTIN MIAMARINE AntunuragIne
faulsTdlunsise Factor 1 | Factor2 | Factor 1 | Factor2 | Factor3 | Factor 1 | Factor 2
MK16 .554
SFI2 .788
SFl4 a77
SFI3 770
SCO2 638
SFI1 605
SCO1 595
SPR2 528
SCO3 527
SPR1 501
SLD2 .837
SLD3 a77
SLD1 .765
SPR3 , 591
SPR4 531
Eigenvalue 6.903 1.235 6.425 1.560 1.063 7.027 1.208
Cumulative % of variance 46.022 54.254 40.156 49.903 56.547 46.847 54.900
Cronbach'’s alpha 0.888 0.826 0.846 0.762 0.733 0.883 0.837

ANATT 2 nusANFATIETeALrzneuEednme Fnnianamm q"mmiuﬂ"quﬂﬂﬁvfwum
2 aaftlsznaudan fiAiminesdlszney mnndn 05 (Hair et al., 2010) #ail Factor # 1 “wimnssu
N3¥LUN"3" (Process Innovation) Usznavusiae 8 sausiiAininesdilsznausus 0557 B 0.797
Arlainuingy 6.903 ArAruuLnsumNaz AN 46,022 muaieslazneud 1 &mneo
asunsANuLnlsuresdieyslitenas 46.022 fawmavaeiifenfeeiuesflsznau 1 Viﬁﬁlﬁa’;ﬂ
BimAnaudesiudiaeiadinlsrani sanesnseutia AL 0.888 FeuansiniAaudeniu
gudedeliuaziteednfuniudidty (Factor Loading) sanunnluiies 16un mauwlasuszunnis
Sanmminennsuysel (IN13) = 797 Huuanameantiugriawaznisaniivinuresesdnsivad (IN11)
= 778 Fmslmivitamatuladilv WatLayunsdadula (N14) = 711 nsulasulasaieesdng
iesunsanuazanlunmineuduiin Wenslszanunu (IN12) = 696 mauldsuiuneuuss

nzuaunIgaN 4 lun1safiueu (IN9) = 695 mawlasuszuunssaniriiayaneluuaznisuss
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fiaya (IN10) = 679 MainANMHALAR lUNTEIMUNTHAR Kt AT wresdnana vamalulad
(IN8) = .585 mﬂﬂ'é;ﬂuuﬂm"d%mﬁmmma:muquﬂtumw (IN15) = 557

Factor 7 2 “ufAN3sMRAATUS (Product Innovation) Usznaudag 6 dauls HAmimin
asAtlsznauRaus 0,501 B 0813 Arlanuuinii 1235 Aranuutlnlsusuazauwingu 54.254
mneivasdilsznenit 2 annsassuisauulslurecieyalitenas 54254 FauLlsiauund
Fenfiasiuasilszneud 2 vﬁu‘iyrgﬁf-i'ﬂ‘lﬁmmmmL‘fa:fuﬁ')ﬂ"iﬁzi’uﬂixaw‘éﬁawwmm‘ﬂuﬁ'ﬂ 1A
Wil 0.826 FeuameinfiAnanudeiugededeliuacFadnduanudrdyainunntion W
mfnﬁ'uqmmwmm‘ﬁmmuaﬂﬁm-ﬁuazu‘%m? (IN4) = 813 mMaUfulpnszuaumsnanuazLiznag
(IN5) = 758 nMaWmuEBATUaTAR N ieiRuAuawelazesgnEn (IN3) = 668 NTWaL
NARATUII/AITNNT 'lﬁaxmnu?ﬂ'l'ﬁqﬂuﬁﬁﬁyuﬁﬂm"*uqm’ih (IN2) = .668 MINBUIHARA D IMKAITNNT
Tuai q fsinsluan@n (IN1) = 557 mainaruialumsdadadudninig (IN7) = 501

wuRAN AR MiaALsznauded@nsa Auneaiaaana sangueaulsld 3 avdllszneu
Gt Factor 1 “PagerNAUlR” (Appeal) Usznauda 5 FulsiAiminesdlszneusaus 643 B
801 Alainumnm 6.425 ArANLLTUPIUTINATANWINTL 40.156 MN1BTN B9AsznaLAINITD

(BN
b4 o 'y

spunsANuLnMusesdeyalitenas 40.156 sulniaaiiReeesiuesdlrzneutl Meilkawls
AN AT s Avia savihaesasewta BiAnwiniL 0,846 FauamindiAnauidediuge
defaliuazBuednduniudndty (Factor Loading) arnsnntuties 1un uanan wadasiusiuas
ing ﬁﬁﬂ%mmﬁmﬁuqmﬁnum: uazA LudeladnadAnessieiies (MK1) = 801 Tamauun
Aedenneaulml varnteans (MK3) = 763 Anllsludusdadiunsnain (MK2) = 729 WignA3aa
wralinirdeBeaingnAn (MK4) = 691 sulimailemli dauenmiiaulasesaniusiues
LinetaiiaNe (MK9) = 643, Factor 2 “Uf #uWuE" (Interaction) Usznaudan 4 saurlsiian
viwiinesdUsznaudaus 0.670 fe0.760 Arlainuminiy 1.560 A mulsilsusnazauwiniy
49.903 wunaila avdlsznauanroeiueANulssureslieyalitenas 49.903 Fausianani
Aendiastussdlsznaui vﬁﬁﬁ;‘ﬁ'{ﬂ‘lﬁmmmmLﬂmfum”oﬂ"i‘ﬁd’uﬂ%zﬁméa"aﬂnmmmuﬂ’m 16iein
winrfu 0.762 équam'hﬁfhm'mﬁmfuquﬁnﬂﬁﬂ‘lﬁua:ﬁmﬁwﬁ’ummﬁﬁﬁ’m (Factor Loading) a1n
snnfluiies Wud reususssegnémeyaralatnss (MK6) = 760 ¥ NAMAURUSTIA TUgnA1atK
RaLiies (MK11) = 709 muﬁnmmmqnﬁﬁLﬁmﬁuuﬁmﬁm-ﬁu‘%ﬂu’rmmﬂwmm“éo (MK7) = .696
nsvLaun IR eTTaAL (MKB) = 670, Factor 3 “§1apamaiula” (Confidence) Usznavdas 4 fauls
fAniwninesdszneudaus 0.554 B 0.729 Arlainuwiniy 1.063 ArArauLinmumATaNYiNTL
56.547 Mnaiia avALlsznausansoeiuaAaullsuresdieyalifesas 56.547 Fawlmianand

4 ar -« J’ : J‘ - o 3 ‘l/ o :V o U
Reafesruesdszneut vailfpanlimarauideiufaiidunlsranasaniaesnseawnta e
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Wi 0.733 FauansinidnaadeduguietielFuszitesdrduanudndty (Factor Loading) 410
wnnlutien ud msfulssiusdaiusiuaning unsBuAfowAswAultiu (MK13) = 729 859A
AuAnliflAniAge (MK14) = 694 tinlasannidudausauazannilaeaiaiugnAn (MK12) = 634
mﬂfuﬁnﬁﬂuuaLﬁmﬁ’uqnﬁmm:ﬁﬁmﬁﬁﬂmmm (MK16) = .554
WLRANTTIATIEHBNALTZNALITNA1 797 AMUNANITANHUNUIBNGINATUIANANUAZIUIA

' % '

tien AangusauLls o 2 asdilsznauson fiAmininesdilsznan wnndh 0.5 (Hair et al., 2010)
m"»l'ffFactor 1 “gnATUATNITIIU" (Customer and Finance) Usznaudas 9sauls ﬁﬁi’n‘ly’lml'ﬂ
eAsznaumus 0.501 B4 0.788 Anlanuuiniy 7.027 AvAruuLinlsusNaTaNWinGL 46,847
wnativasAlsenau awnsneunsanuwlnlmuresieyalitenss 46.847 Fulnianaeiiifentes
fueAtlszneut vﬂiﬁﬁa‘lﬁmﬁ’mmuFﬁmfum”'m"‘z‘i?ﬁuﬂniw‘éﬁ’aﬂwmmﬂuﬁﬂ THAwinriu 0.883
FauaminiAranudedugededeliuasdasdrduanudrdtyanuintiiien Wud gsiaflaels
Lﬁu?lyumnqnﬁ'ﬁ"m’tuﬂ (SFI2) = .788 §37AUIa I MIUMHNEFTUHARBLUNUIINATAIU (SFI) = 777
ginaiiinlsatasiaiies (SFI3) = 770 griatignAnmelm i (SCO2) = 638 griaiis Ny
ANgNEITIELTN (SFIT) =605 gnAndlmnuienalaluBuAuaziiinag (SCO1) = 595 gInaaNIToga
navAuAuazAMTlARNmuANFaINTIRIgNAT (SPR2) = 528 griasnunsninmngnénmedinli
1 (SCO3) = 527 gIRadNTOHBRRUA IUAZLENMTARAMNIM (SPR1) = 501, Factor 2 “Mmsienijuay
WeUN" (Leaning and Development) Usenausiag 5 Aautls fiAiminasdlsznausaus 0531 i
0.837 Anlainuiviniu 1.208 AMANULITUTIUIINATANWYINAL 54.90 uNBDNBIAUTTNALAINTTD
afUnsANulTTuTesdiayalitesas 54.90 suLlniamnineadesiuesdlszneuil gaat e
AudeiudineABdilszAvi saresnsauia Hwiniu 0.837 Fauamvinidmudeiugdete
THuazFaeasuanudrdyannunliliies lud gsiadalanialiimineuaueanudniiuvuacil
dauganlunsWmungsnia (SLD2) = .837winuuiianniewalaseaniminu (SLD3) = .777 qfﬁqw“w'u
vinse A uiwinauetissadies (SLD1) = 765 griaimnliinljamaluladinisn@nuas
1717 (SPR3) = .591 a1 lUNINARAUAAZLFNTHANNIMNIZEN (SPRA) = 531

2. uamFAlAT Iz ANENaTRIUTANITNLAT N IARIARAN AN RIHAs B RAN TN
rasgsnannananuasTnatanlulsunalve

Q"‘ﬁﬂﬂ']ﬁ’quﬂiﬁ'lﬁmnn'\ﬁ wrsiaAlnau@dIraNMIIMMmasaLANANAUETE I N

fauils Aaan1T71 Corelation Matrix LN@N1TATIAABUANIE Multicollinearity HAN1TNAADL
ANANRUS TEwI sl wudn HAnanduiusetszudng 0.429 Ta 0.710 FailAliiAw 0.80 il
\inan12% Multicollinearity (Cooper et al., 2006) (A9A1319% 3) LA ININAGBLAINLUNFAT8IERY A

FefiayaniinisuanuasuuuLng (Normal Distribution) A1A913LTT (Skewness) lilfiu 2 uazAta s
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(Kurtosis) ldifiu 3 faludfiegluinusinsaniuls (Kine, 2005) lnusaazidan HA1AMNL
agj7mdNg -580 T4 -.811 TalA iy 2 uazAANTsa Bgrzudng 0.262 Tia 1.009 TafiA Ay 3
Jeag1Fddiayaiinisuanuauunnlng (Kiine, 2005) Asfiarmwmnzaniaztinllinlng lmatianis

FeziluwagunslaNgse

o o & ' o ' ¥ U 4
A919N 3 NMMAaRLIAMNANRUS TTUI WAL sUATAYANLL UAzAIANIEN

AL AauANNUSINeTAuTweAnd
uazAIANLAY (Pearson Product Moment Correlation Coefficient) (r)
skew | kurtosis | 11 12 M1 M2 M3 B1 | B2
Process Innovation (11) -.689 719 1
Product Innovation (12) -756 410 | 700" 1
Appeal (M1) -811 335 | 490" | 578" 1
Interaction (M2) -580 315 | 618" | 429 | 490 1
Confidence (M3) -649 262 | 559" | 604" | 567 | 541 1
Customer and Finance (B1) -802 | 1.009 | 630" | 483" | 497" | 710" | 583" 1
Leaning and Development (B2) | -748 | 1.004 | 596 | 603" | 510" | 606" | 634 | .710 | 1

uam?f“:mﬂ:ﬁﬁwﬁwmmuﬁmmmua:mmmmﬁﬁﬁ’aﬁ'dmaviﬂuamw‘hLﬁumumqq?ﬁq
nnanauazmnatenllsmalng wud dadousnatinlaauandmduwisanrnihubars (( /df)
138 FT CMIN/DF Winfiu 1.576 Faitdntienindn 3 dnunousifansonn daRansanfedaiisnauna
neu e tifsziunnndwitaminiu 0.90 wudn datlynen e GFI = 0.997, AGFI = 0975,
NFI = 0.998, TLI = 0.994, IFl = 0.999, CFl = 999 A& 1A tuinmusiiansmn dausaiiniuue
inqusiRansun TR szALfinndn 0.05 wudn AT RMR = 0.005 uz RMSEA = 0.034 Atiuinnuel
msRasonuiy saieiriilsziiuananeunduresinaiana iR B resTANgLTAENT
3271 Hoelter > 200 wu Andai} Hoelter = 825 (a1l 4) Tanialuusiazasdilsznauiian e
ilaesniidnitminasdrzneusaus 0.40 3l uazANTTEANAYNNERR (Hair et al., 2006)
(Famnsait 5) AvaqLlFdTumadvawadaawe qU 2) Tamumnzan seapfesuaznannauiy

Fayartalszanmd
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% %

Product Innovation Process Innovation

.66
Customer & Finance

Firm
Performance

Leaning and ‘Z Q
Development
Digital
Marketing
.66
Chi-square=162.891, df=11, p=.000
Appeal Interaction Confidence CMIN/DF=14.808, GFI=.905, RMSEA=.166
& & &
d -
719 2 namsiiameiluieg
d 1 aa - <5 ¥
AN 4 ANEDHLTZIHUANMHNANNAUIBNANNITIATNATN
ALl NUNIA | URBWE aql 2198
Relative Chi-square: <3 1.576 aamAReY | Silpcharu (2017), Diamantopoulos and Siguaw
CMIN/DF (2000)
GFI >0.90 0997 [ @amAfias | Silpcharu (2017), Hair et al. (2010)
AGFI >0.90 0975 | @emmdes | Silpcharu (2017)
NFI >0.90 0.998 | @apAA@d®Y | Wirachai (1999)
TLl >0.90 0994 | @8mA@8Y | Vanichbuncha (2012)
IFI >0.90 0999 | @emmA@8Y | Vanichbuncha (2012)
CFI >0.90 0.999 | @emmdas | Vanichbuncha (2012), Hair et al. (2010)
HOELTER > 200 825 aaaAday | Vanichbuncha (2012)
RMR <0.05 0.005 ADAARDY Vanichbuncha (2012), Diamantopoulos and
Siguaw (2000)
RMSEA <0.05 0.034 | @emmAdas | Vanichbuncha (2012)
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<4 a 'S { o
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