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Abstract

This researcher’s aim was to conceptualise and evaluate the role of internal communication constructs on
employees’ brand outcomes based on concept of internal branding in the hotel and restaurant operations of
the hotel management students in the public university in Thailand. The research involved the completion
of 12 in-depth qualitative interviews with any representative of the hotel and restaurant operations followed
by quantitative survey with 257 students located in the public university. The findings indicated that the two
constructs (including Internal Communications in the Workplace and Classroom-Based Training) as the
domain of internal communication in the internal branding concept can help the hotel management students
represent a brand to customers that come into contact with the brand. Additionally, based on concept of
internal branding, this study confirms previous studies that claim internal communication is a tool of internal

branding that shapes employees' brand attitudes and employees’ brand behaviours.
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3.4.3.2 VMAYDINGNAIVE I (Sample Size)
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M519h 3-5: Msagliuneu mIfansounIoleIn (Measure Purification) naz msiszfiuny

IMMZANYRUNTBINDTA (Validation)
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M319h 3-5: Msuagliuneu Mmfansoun3oIleIn (Measure Purification) naz Mmsiszfiuny

IMMZANYRUNTBINDTA (Validation)

Ay AMOBLY

thviang

MANAIBN 1Y

YoyafiiusIusInlaenmsdsia (n=257)

MsUsziuaNUINZaNVD UAIDIND TA (Measure Validation)

3b) NAADUANNIFOND 19
¥99N1599 (Reliability

assessment)

IS) v

1oy iimsiavate

v Lﬂl Y o A o [
nu e lsinduneInu
k4 A A v A
DUATDINDIAUANIY

1 I 9
urveu nazldma

PONUUNLOUNY

MINATIH eI N
P (Confirmatory Factor
Analysis) (AN 21 0.6
MNVOLTUBLUZ U Bagozzi

and Yi (1983))

3¢) ANUNGIATINNTNIN

NU (Face validity

WﬂﬁﬂﬂﬂaTﬂlﬁﬂQﬁsq
Y o Ao o o
VDIVOAIDINNTUNUD

AUaNEMLN TUNT

assessment)
A A
AemMsaea1snelu
4 a
ﬂﬂﬂﬂiﬂiglﬂﬂﬁiﬂi}
T5autsu
H 4 1 %7/ % U
3d) Wﬂﬁ@ﬂﬂ’ﬂhlﬁﬂ\i@‘i\? Lﬁfl‘ﬂ@’ﬁfl’ﬂ -mumuﬂmuﬂi (Factor
1FIq0ANADY (Convergent | ANUAINITOVON loading) VBILABLYOAIDN
o A 4 o 1 a P4 4
validity assessment) IATBIUDINITUAINY - mmaﬂmmuﬂiﬂmu‘ﬂgﬂ
~ Aa Y v 4 .
INYIATUFITDAN D anala (Average variance

extracted: AVE) (flﬂ'iiﬂﬂﬂ”j”l
.50 QWﬂ%)aLﬁu@LLuzﬂJaﬁ

Fornell and Larcker (1981))

40




M319h 3-5: Msuagliuneu Mmfansoun3oIleIn (Measure Purification) naz Mmsiszfiuny

IMMZANYRUNTBINDTA (Validation)
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3.5.3 luaaaum3ln39a319 (Structural Equation Modeling)
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Hair and Lukas (2014) "lﬁ}uusun”l NINATDULUUFDUDINNUNYUAIDYWUUIAANUY GIf'JfJVI”IGLﬁ}:LQJ gimne
) Y1 9 o g Yo [ s av A ] o & I R o
ﬂ??ﬂﬂuiﬂllﬂ'ﬂ“ui’)ﬂ"lﬂ?lll!l!ﬁﬁﬂiﬂGLWﬂT@]@’]JG]"IN'JG]QTJ?Zﬁﬂﬂﬂl@ﬂﬂ?ﬁ?ﬁ]ﬂﬁiﬂqu JUUHNIVYIIUN

{ v W a wa a Jd1a wa o Xt g
puvaeunwid lnageunnindnudUiaaussuguddfiamsasiuau 30 au Failullaw
4 o 1 R ] Ao 7
Yorauouuz e Hair and Lukas (2014) uuziihinguaiednuiadnimmsnadouiiy dodeunsn

I @ 9 3 1 [ ao Y 9 Ay v o 1 o 1w [l
L‘]JMG]’JLWIM"U’ENE_j@]ﬂﬂﬂ?ﬂ?ﬂﬂ@ﬂiﬁmﬂlﬂﬁﬂu?ﬁlﬂqﬂ Iﬂﬂ"“@lﬂﬁ‘ﬂllﬂﬁ]"lﬂﬂ"li‘]/lﬂﬁ’ﬂﬂuﬁ@ﬂﬂ‘]JﬂQMG]’J@EJN

P
[ A X g’.}

<] dy 9y Y o @ Y ax Y v o v 9Y o
VHIARNU m%%mmﬂmﬂgumuaauamﬁlwmwu VN'J‘ﬁﬂ']iGl"]fﬂTH'] HAaZNITIAATINUVDANTDIN
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5.2 mshudeya

@ @ 1w ] <] o o o
WaInnageunUNguAIeg VAN iannUS Ul g uasun A wdaduenuzuds  §iveld

=

autiumsuenuuudeunundunguihuinesie Tesawnsalasudeyandvinswou 257 au aelu

3/ 1 [ o a 4 3/
Tunouae 1UfI1909291M15 AT HY 0y NUUUAOUD NN

a d
5.3 MINATZHivoN

L'

A vy ¥ v H a ¢y Ya
m'l"lmlau"ammmuﬁﬂumumm 257 aULLan 1umuﬂ6umaﬁﬂiiatﬂiizﬁmay‘a M'J

[

gazAUNUNT U 2

o—

Y Y
Tuasu aane 11l

A o A

5.3.1 minsdeuIAsesiotamsdemsneluesdnsvesgudilfuianisa (Intermal

v
=

% I 4 Y
Communication) gauthuaseadio Iniiuiuiag 37U (New Measure Development and Validation)
1 4 [ [ o a % a o
532 msmaﬂﬁamuﬂ%ﬂﬁamNaawﬂuwmﬁuﬂmmwumm (Employee Brand Attitudes)
% o a a o a 4
LA Wﬁa‘W‘ﬁiut“]f\‘l‘Wi]@ﬂﬁﬁiJGU’EN‘WUﬂ\ﬂu (Employee Brand Behavior) 9’]'lllLLu'JﬂﬂsU@Qﬂ'lﬁﬁ%}'l\‘lll‘]Jiuﬂ

Y
%

s 2 & A A Aa a1 a A A A . . L
ﬂ']EJSLUQQﬂﬂj Glf\CILL]J‘LlLﬂ5@\1Mﬂﬂuﬂglﬂuuuuﬂj'luun%@ﬂ@ (Validation OfEXlStlIlg Measures)

5.3.1 MINANNEZATIVEOUIAT093011AIHL31A55 11 (New Measure Development and Validation)

A s A ) s s Z (A wa kS ~ s
msdemimelussdnsmunfamsaausuaneluesansvesgudlianmsiu  szliesdlszne
o [y rd 1 4 1 a A =) . . .
a1ngy 2 pendsznon laun ms?famimﬂ“luszmnﬂgummﬂia (Internal Communications in the

v
Workplace) #3® ICW tagmsdnousuluguiFounounsilfiina1unsa (Classroom-Based Training) W30
& A =} o dyd I A =} 1 v o [
CBT #Funsesdlolumsiannuuuasuomiinoilunsoeluy Tas 1ICW dszneudiemoiudes 28

Mo uag CBT U5noudiefInIngos 13 Aol

4 ] o 1 4 . ]
L‘ﬁ@@]i’J%ﬁi’)‘1Jﬂ’J111ﬁllHﬁll@ﬂ1EJGL‘IJGIJ@Qﬂi}@ﬂiﬂWNGlullﬁﬁ%ﬂﬁﬂﬂi%ﬂ@U (Internal consistency) MUY

I ' 1 A o VoA o
Foyaiilu 2 ngu Taenguusnlisuau 128 au uaznguaeslisiuiu 129 au

Tagdoyalunquusn (@ = 128) sggmiwmadouNonansoun30diodA (Measure Purification)

daudoyalunquiides ( 129) 2NININATOUINONIUADUIATOINOTA (Measure Validation)
v Y )
NAIINUUIZIINGUAIDINNINUA (n = 257) WINNMIAANTOUATOINDIA (Measure Purification) 110

1 9
NIUAOUIATD9UD A (Measure Validation) AT3gaiieae 11
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5.3.1.1 MIAANTDAUNTVIHD A (Measure Purification)
9 ' ° a o s ° A A ' a o s a
doyalunguusn (n = 128) dgminnimiziesilszneumowiiieonn MinsIzienlszneud

9 A =2 g A A o W o 9 v o J
1379 130 Exploratory Factor Analyses (EFA) cmﬂums@mamﬂmiumiwmuﬂmqaiwmmanwu‘ﬁ

o 1 a

' 3 A A ° 9 A Yt o v Y o A
Ty uazilunisais lumsaadiudomounlogaulnumssunula Tasdoiioiulandamiuaiy

U

14 Yo v A Y3 A A o ' Y o A (8] 4 (%
Lﬂﬂ!cﬂﬂghlﬂiﬂﬂ"ljﬂﬂla@ﬂi“lﬂﬂulﬂﬁ@ﬂll@?ﬂ ﬁ"]usll'ﬂﬂ"lﬂ11]1@]1/]11]W1ulﬂm°‘ﬂﬂ15mﬂﬁ@ﬂﬂ3§]ﬂﬁﬂ@@ﬂ uag

A Ao o A & 9 dA Y o A v A 1 k4 3 A o <3

Joulandngdnviladonae lunmswdemnmngnaadenveuaazesfsznouiuszlinmaiunay
Y o q Y Y to 1 a2 0w i

12@ea 11 1@ Cronbach’s Alpha laifnd1 0.7 (3eazideatuaeu 3 lumanuindmsuuni 5) a1

f 5.5 - 5.6 LAAINANITINTIVADL Measure Purification ﬁ]lg]}%}ll
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M5191 5.5: MadAen13AANIoUNI0INB TAYEI ICW NGNISN (n = 128)

Yoo Loading
1 9 AAa 1 o A 3
Boards1 Y1IAFVYAVDI X NAallszmaruveianungee) 1 755
o o Aa oA
UsgTopunuaulumsiginau
1 9 AAa 1 I'4 A 1 Y
Boards2 YA UYAV0I X NAALszmARIULoIaMUNAINY $I8TH | 755
Y
duth lathuwunems1dusmsves Viridian 1104
1 9 Aa 1 14 A 1 9
Boards3 Y1Imsveyaved X Naasemearuueianuiaie ¥l | 709
Tuiioyai X Jusmses lsaueIinugnaiha
Boards4 funethinastoyaves X Naalszmariuuesamui 697
aquyanenuau Indse
A 1R o 9 Aa
Boards5 sUupunnaulavazirdsgalumsinauedoyaves X e | 742
] 14 {1 1 (% 1
Ysemearmuuesamuiaies awaliiuseneu
1 [} { P
Social Medial Facebook 194 X flounasdoyavnasndulss Texinge | 675
Tums1dusmsgnavesnu
. . A . A A v9
Social Media2 Facebook 1139 Line UDIWOULIAZDI1TY ABDLNAIUDYA 727
1 {3 PR A o
Anasiituilse Temingelumslduimsgnivesiu
. . A . A @ Yo 4 Yo
Social Media3 Facebook 1130 Line ¥a4iiiouiaz019136 1o linu 185y .690
o o d’d d’ d' a é! Y a [ 9
Aunziing woud ludapnimatulumsdusmsiugn
Y
14
AwearveInauLIn (Cronbach’s alpha) .865
aanulsdsiu (Total Variance Explained) 66.577 %
1 4 14 a
a'lnes- luwes-ooafu (KMO Measure of Sampling Adequacy) .851

N1INATDU Bartell’s Test of Sphericity

899.013, df 28,

p =.000
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M5197 5.6: MadAieNsAANIBUN309HB TAYEY CBT NGININ (n = 128)

Yoo Loading

a

Theories 1 msiseuIndfianuluieiiou sregailsenmeldnn 762

wa [

penvzad llUfianunugninsadigndr ldsuanunels

. = a a 9y =) ] Y o 9 2’,
Theories 2 ﬂTﬁLiEJ‘L!’J“Iﬂﬂ;]ﬂﬁﬂuﬁluﬁﬂﬂlifm %ﬂﬂﬁlﬁﬂulﬂlﬂﬂﬂluﬁﬂuﬂﬁ 818

Ufiaau e ligndr 1d5uanumely

U

. = a a oa 9 = ' Y o Y a
Theories 3 migiau3%11Jgumm1uwmmu e lvnuantonanain .790

ninmsUfianuas el iianunugndiesa

. an o = a a oa
Theories 5 gﬂllﬂﬂllagjﬁﬂ'ﬁﬁ@umﬂﬁa'ﬁ]’lﬁﬂiuﬂ’lﬁﬁﬂu’)“]ﬂﬂﬂﬂﬁ\ﬂu .645

9 1 w
luviosiseu Inaseanuaulaisesuvesny

. o 4 ' ?1‘/ o Y 1A
Theories 6 mu’;uu,ﬁ’aui';muﬁﬂuﬂ1muu®8”lm,ﬂu 30 ﬂuiuﬂ'ﬁﬁiﬂu .603

Ifuaanuludesounsuaslidfinavese dewaldau

- £
aulaiaunnuuy
AuearvesnsuLIn (Cronbach’s alpha) 772
aanulsdsiu (Total Variance Explained) 74.701 %
A lnes-luees-o9aft (KMO Measure of Sampling Adequacy) 739
NINATDU Bartell’s Test of Sphericity 194.721, df 10,
p =000
5.3.1.2 MIUABUIAIDINDTA (Measure Validation)
a Y A s P} A a o s A A o
HihvunaeasnaauANYATIvDIeIAYsENeY Taalsmatianmsuasizyiosndseneumesugy

I a { o 4 ' a J J
(Confirm Factor Analysis: CFA) Tag CFA Lﬂumﬂuﬂ‘ﬁwwuuﬁ@aﬂfgﬂaawummiamiwzwmﬂﬂszﬂau
a o . ° a o, A X
19815299 (Exploratory Factor Analysis: EFA) 1/1ﬂﬁ'mamiamswzﬁﬁmmaum@auwammﬁu Tagns
4y A 4 1 4 U Aa oA a
nagaol CFA feNaTan 2 8an1lsznew "lsffuﬂ miﬁ@mmmimzmnﬂgummmq (Internal
2 1 a A a
Communications in the Workplace) %38 ICW uazmsaneusylusuizouneumsginnusia
.. =) o ) oA 2 Ao 2 &
(Classroom-Based Training) 139 CBT MMINATIUNUVDYANYUNADIFINIIUIY 129 AU G]N!,‘]Juhlﬂ
Qad'

AutpIaUOUDY Joreskog & Sorbom (1996) Nldvimsnaaeulunguiinanarenu Tasmadanlsluns

Wosazuaateglumsnen 5.7
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M3191 5.7: agdmmaeadanlinsieaey

Maon

d & Y a
nanilyinaisan

A1la-aund3 (Chi-square)

p value (p > 0.05)

(Hooper, Coughlan, & Mullen, 2008)

v oa A A
ﬂ“lﬂ!ﬂﬂ‘i’lﬁ’eN‘lli’Nﬂ313Jﬂﬁ1ﬂ!ﬂﬂ@u1uﬂ1’iﬂ‘i%u]m
o (Root Mean Square Error of Approximation:

RMSEA)

RMSEA 1A188n71 0.08 (MacCallum et al.,1996)

v A

] mmmnaunﬁu (Goodness of Fit: GFI)

GFI 3A111nn31 0.90 (Ping, 2004)

U w

dd‘ \ d‘ \J d‘ A =
¥ anuRdgaIuNvasnmstfSaumea
vinavaanNuulsilsivmazanumlsilsiusiu
521190 5v9491/521105 (Standardized version

of the RMR: SRMR)

SRMR 1)A11198n71 0.08 (Hu & Bentler, 1999)

v Av U k% S
ﬂ‘lf‘M’Jﬂﬁ%ﬂﬂﬂ]1uﬂﬂﬂﬂﬁ9&!ﬂ%ﬂﬂ!ﬂﬂﬂ

(Comparative Fit Index: CFI)

CFI §A110071 0.90 (Hooper et al., 2008)

Y] (Y] U d
AFHIATTAVANNHINSATNNDADUNYMN (Normed

Fit Index: NFI)

NFI ¥A1319031 0.90 (Bentler, 1990)

U w

= U a0 1a 4
“Ii1—!'3ﬂ§$ﬂ‘lJﬂ'J13~l!‘ViN1$ﬁNWi’]ﬂll3J®Q!ﬂmm (Non-
Normed Fit Index : NNFI) or Tucker-Lewis Index

: TLI)

NNFI #3® TLI #A1310031 0.90 (Hooper et al.,

2008)

{ a o s N @ s
@ﬂﬁ'Nﬁ 5.8 LlﬁﬂﬁWﬁﬂWﬁ?LﬂﬁT%W@Qﬂﬂﬁgﬂ@ULGﬁﬁﬁufJ‘L! (Conﬁrm Factor Analysis: CFA) UDN 2 @Qﬂﬂi&’ﬂ@ﬂ

[V A 1 a oa a
llﬂllﬂ ﬂﬁﬁ@fﬂiﬂ?ﬂsluSZW’JN‘IJQ‘UGNTH%SQ

(Internal Communications in the Workplace) 13o ICW

9
uazﬂwiﬂﬂ@umiuwﬁﬂuﬂ@umiﬂgummﬂsa (Classroom-Based Training) 130 CBT
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d‘ a d v aa Y Y d d'
M1319N 5.8: Nﬁﬂ1i?!ﬂi1$ﬁﬂ1uﬂ1ﬁ€lﬂm‘ﬂﬂi’mﬁﬂ‘ﬂ ICW ngunaey n=129)

Fit Indices Criteria Sample Acceptability

ICW

d.f. 18

P >0.05 0.122 Yes
RMSEA <0.08 0.056 Yes
GFI 0.9 0.954 Yes
CFI 0.9 0.971 Yes
NFI 0.9 0.908 Yes
NNFI (TLI) 20.95 0.955 Yes
SRMR <0.08 0.017 Yes
CBT

d.f. 4

P >0.05 0.167 Yes
RMSEA <0.08 0.069 Yes
GFI 0.9 0.980 Yes
CFI 0.9 0.986 Yes
NFI 0.9 0.965 Yes
NNFI (TLI) =0.95 0.964 Yes
SRMR <0.08 0.019 Yes

5.3.1.3 MINTIVETOLANNFRINUIAZANMNINTS (Reliability & Validity Assessment)

N13ATIVEABUANUTONULALANUNBIAT (Reliability & Validity Assessment) HU10D N5
a 4 ~ A @ 4 Y 1 A 1
NUATITHANUNSNTIAEANVFONUYDA 2 83AlsznY laun msdearsneluszrig
ﬂf]ﬂ’aﬂuiﬁﬁ (Internal Communications in the Workplace) %30 ICW tazmsinousyluy

y 1 a A =) %
FuiFounoun151§§1iRe1193 (Classroom-Based Training) #30 CBT Iaaldnisasivaeunu

v %,‘ ] 1 o . . 4 M
4 AaDATIATY Ul?%)l,l,ﬂ AWM UNUDIUAALAINIY (Standardized loadings), mm@auummm

CRIBIENAN (Composite Reliability: CR), Amasanuulslsiunanald (Average Variance




Extracted: AVE) tiazmduszansuean1vesnsauuin (Cronbach’s Alpha) Iagf1i1iin
VoIUAAZ DN (Standardized loadings) AITNAININNI 0.4, CR AITUAININAI 0.60, AVE
A25UAIWINNIT 0.50 11a Cronbach’s Alpha AI5NAININNI 0.7 (Fornell & Larcker, 1981;

Diamantopoulos & Siguaw, 2000)

Y

[ o [ 4 ] o
MInATIUASWINEHMSV0IAYITAOY ICW WUNTBADIN “Social Medial” 11a¢ “Social

[ v v Y
Media2” §if1 Standardized loadings #1n71 0.4 Aatiudomaunidosdeitegnanoen uaz
1 Y H
HeonsnadounTINaoInyI1 A1 Standardized loadings, CR (8¢ Cronbach’s Alpha U®J
J Y o ~ A A ] A o
94A1l5noV CBT Tunndomaiuiitmaslaganiiuiasgiuinvnua (Fomell & Larcker,
1994; Diamantopoulos & Siguaw, 2000) azLiaNITUINA AVE WUA1 0.4 FI91n N
I o Yy <3 vq V9 ' o

mannmruald 0619150010 Fornell & Larcker (1994) 1@ 19 oiaueuuz a1 aunsogeusy

A1 AVE #1 0.4 18 $181 CR Hau1nna1 0.6 F9lueealszney ICW a1 CR HAUMNY 0.79

mMInageUn g muesmlsEnon CBT WU “Theories 67 1if Standardized
loadings #N 71 0.4 ﬁﬁu%’aﬁmmﬁﬁqgﬂﬁﬂaaﬂ waziiiemInageuasianny i
Standardized loadings, CR, AVE 118& Cronbach’s Alpha ¥9403A152NOY CBT Glunﬂ‘lsljﬂ
ﬁmmﬁmﬁaﬁmqaﬂimmsg;mﬁﬁmuﬂ (Fornell & Larcker, 1994; Diamantopoulos &

Siguaw, 2000)

Tasa13199 5.9 1Az 5.10 ILUAAIDA Factor Loadings, AVE, CR, il8¢ Cronbach’s Alpha YDINIAD

NGRS
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A a d v aa Y Y d A
M1319N 5.9: Nﬁﬂ1§3!ﬂi1$ﬁﬂ1ﬂﬂ1ﬁ€lﬂm‘ﬂﬂi’mﬁﬂ‘ﬂ ICW ngunaey (n=129)

Item Standardized Indicator
loadings measurement
error
[ 9 Aa ] 4 A
Boardsl | ¥17e13903av04d X NAalszmariuuesianiungie 0.659 0.566
I v W a ua
fluilse Teninoaulumsdfiaau
Boards2 | ¥1eN37eyaves X Naalszmamuiesanuiia1en 0.748 0.44
Y
g lrnwd luthminemsdusnmsues X wniu
Boards3 | AmMa13veyaued X Naalszmariuusianuiaien 0.696 0.516
' Yo 9JY ' S A Yo Y 9
waeldnuidoyai X Jusnmses laauelinugnmiig
Boardsd | fwmsiinasieyaves X Adadsymariuueia 0.615 0.622
d‘ J [ ya
MuNANYAgenuaAuInasa
A 1R o 9
Boards5 | gunuimheulaaziifagalumainaueveyaves X 0.506 0.744
Aa 1 14 A 1 Y v [
NaalsemArIuLeIANINNA1NY danalinuesIne I
X A . A LRl Yo Yo
Social Facebook 1138 Line ¥aaiiiouitaz019158 ¥aeldaulasy 0.482 0.767
H 1 H Y
Media3 | swugaing ioud luamimayulums ldusasiu
anm 18
Convergent validity (AVE) 0.4
Composite reliability (CR) 0.79
Cronbach’s Alpha 0.784
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M151971 5.10: HANI5INTZHMUMEDANIFNTIDT0U CBT NguTiaos (n = 129)

Item Standardized Indicator
loadings measurement
error
. = a a oA Y = ] Y o
Theories | MysuIsianuluviesGon megallsznmelnau 0.741 0.457
1 penvzad llfianunugniesadigndrldsuanu
no'ly
Theories | M3GeuInfuanuluieisou sreldanudle 0.851 0.271
2 A wa A qv Yy Yo
2 Juapumslgianu e lignalasuanuwels
. = a Aa oA Y = ] Y v
Theories | M3yauIPianuluvioszeu ¥elvnuan 0.672 0.55
3 doranarnnnmsdfiaauas e lfiaauny
Y Aa
gnADIY
. any % = a
Theories | JUuuuL@ZITMITOUVDID19138 UM TEUIN 0.531 0.715
a oA Y = =~ J = [
5 Ugiinauluresiseu Inaneanuanlaizsuvesny
Convergent validity (AVE) 0.5
Composite reliability (CR) 0.79
Cronbach’s Alpha 0.786

5.3.1.4 MINATOUINIVIND IANUNGNAIDENTT1NA (Pooled Samples Fit Assessment)
9 1
UINQUAIDYNINHUA (n=1257) 3JTVI1ﬂ15ﬂﬂﬁﬂﬂﬂﬂﬂi@\1!ﬂ§’ﬂﬂﬁ@'}ﬂ (Measure Purification) (QZNIUADU
A A W . . [ J g’; 9 1 A 1 Aa oA a
INT03U0IA (Measure Validation) ﬂﬂ@ﬂﬂﬂﬁzﬂ@‘ﬂ‘ﬂﬁﬁﬂﬁ hlﬂllﬂ ﬂ?iﬁﬂﬁ?iﬂ']ﬂiﬂﬁgﬁ’JNﬂ{(]llﬁﬂufﬂiQ
.. . A = Y Y o = 2
(Internal Communications in the Workplace) 130 ICW #31lsznounie 6 Yaman tagmsHneusy Uy
~ J a o a .. A = Y Y o < g
liUUﬂﬂuﬂWiﬂaﬂﬂQWHﬁ]iﬁ (Classroom-Based Trammg) #1790 CBT G]Nﬂigﬂﬂﬂﬂ'w 4 UYaf101U L‘}Jumumu
Y A 1 aaA 9 @ A A o ~
qﬂma I@El@n‘iN‘ﬂ 5.11 llﬁﬂﬁﬂ1ﬁﬂﬁﬂi‘]ﬂﬁi’mﬁﬂ’ﬂﬂ'ﬁﬂﬂﬂi@ﬁlﬂi@\?llﬁ)’)ﬂ HAZMITINN 5.12, 5.13 LEAN
ad

' a 4 % X 1 o ¥ s ' J
fﬂﬁﬂGI‘VIGl,‘lﬁfjﬁi’)%ﬁﬂﬂﬂﬁ‘ﬂﬁuﬂﬂﬂlﬂgﬂﬁﬁﬂﬁﬂ G?Nﬂz‘l/\l°U’JT1Qﬂ%@ﬂ?ﬂ1h1uﬂﬁﬁﬂﬂﬂﬁﬂﬂi$ﬂf]”]J WIUINTUN
9

WINTFIUMINUAVDINITNATOU
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Y d an o/ >
M3197 5.11: HANITIAFZHMNMADANITATIVTOU NANAIVLNIIHNA (n = 257)

Fit Indices Criteria Sample Acceptability

ICW

d.f. 9

P >0.05 0.377 Yes
RMSEA <0.08 0.017 Yes
GFI 0.9 0.987 Yes
CFI 0.9 0.999 Yes
NFI 0.9 0.982 Yes
NNFI (TLI) 20.95 0.998 Yes
SRMR <0.08 0.014 Yes
CBT

d.f. 2

P >0.05 0.233 Yes
RMSEA <0.08 0.042 Yes
GFI 0.9 0.994 Yes
CFI 0.9 0.997 Yes
NFI 0.9 0.990 Yes
NNFI (TLI) =0.95 0.991 Yes
SRMR <0.08 0.011 Yes
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Y d an v &
M31911 5.12: HANITIATZHMNMADANTFTATIVTOY ICW NYNAIDENINIHNA (n = 257)

Item Standardized Indicator
loadings measurement
error
[ 9 Aa ] 4 A
Boardsl | ¥17e13903av04 X NAalszmariuuesianiungie 0.745 0.445
I v W a ua
fluilse Teninoaulumsdfiaau
Boards2 | ¥1eN37eyaves X Naalszmamuiesanuiia1en 0.803 0.355
Y
g lrnwd luthminemsdusnmsues X wniu
Boards3 | AmMa3veyaued X Naalsemariuueianuiaien 0.704 0.504
' Yo 9JY ' S A Yo Y 9
waeldnuidoyai X Jusnmses laauelinugnmiig
Boardsd | fwmsiinasieyaves X Adadsymariuueia 0.659 0.566
d‘ J [ ya
MuNANYAgenuaAuInasa
A 1R o 9
Boards5 | gunuimheulaaziifgalumainaueveyaves X 0.708 0.499
Aa 1 14 A 1 Y v [
naalsemearuueianuna1ee danalinuesineiu
X A . A LRl Yo Yo
Social Facebook 1138 Line ¥aaiiiouitaz019158 ¥aeldaulasy 0.478 0.771
H 1 H Y
Media3 | swugaing ioud luamimayulums ldusasiu
anm 18
Convergent validity (AVE) 0.5
Composite reliability (CR) 0.84
Cronbach’s Alpha 0.836
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M31971 5.13: HANI5INTZHMUMEDANIFNTINTOU CBT NGNAIDENINIHUA (n = 257)

Item Standardized Indicator
loadings measurement
error
. = a a oA Y =1 ] Y o
Theories | M3auIM AL luosou vgalszmeliau 0.736 0.458
1 penvzad llfianunugniesadigndrldsuanu
no'ly
Theories | M3GeuInfuanuluieisou sreldanudle 0.837 0.3
2 A wa A qv Yy Yo
2 Juapumslgianu e lignalasuanuwels
. = a Aa oA Y = ] Y o
Theories | M3auINRUANU UG8 FI8]vinuan 0.716 0.487
3 doranarnnnmsdfiaauas e lfiaauny
Y Aa
gnADIY
. any % = a
Theories | JUuuuL@ZITMITOUVDID19138 UM TEUIN 0.447 0.8
a oA Y = =~ J = [
5 Ugiinauluresiseu Inaneanuanlaizsuvesny
Convergent validity (AVE) 0.5
Composite reliability (CR) 0.79
Cronbach’s Alpha 0.769

w

oA A A A 2 1 a vy . ..
5.3.2 MINFIVADIUANNUUTINDVDIUAIDINDIANNBE AN (Validation of Existing measures)
g dy I 1 A A [ L a o Aaa @ J o
1umu@1@uu%Lﬂumimmﬁamw Lﬂif’)x‘m@’JﬂINEIﬁW‘ﬁblLlLGIN‘1/1f’ﬁJﬂﬂLﬂﬂ?ﬂULLUﬁUﬂﬂJﬂﬂWUﬂﬂu
(A a a { [ 14 Y]
(Employee Brand Attitudes) uazwaaWﬂuqumimLﬁmﬂmmiuﬂmmwumm (Employee Brand
. a Y 4 4 = A A Ao 1A = A A
Behavior) GHSJLLH’J?]WUf]\‘lﬂWiﬁiNLl‘Uiuﬂﬂ%’liuﬂﬁﬂﬂi mgﬂumiama‘ﬂuagmmmmmmwaaa
9 1
(Validation of Existing Measures) 1agy1mInagoununguaInganitiug (n = 257) Iagniaundmneiny
4 @ o o 4 J
UUTHAVDINUNITU (Employee Brand Attitudes: EBA) ﬂZﬂWﬂWiﬂﬂﬁ@ﬂﬂUﬂﬂﬂﬂiZﬂﬂ‘U 3 pan1lsznev
1 @ o 1 1 4 1
laun miixymﬂummwummﬁﬁ@mmu@ (Employees” Brand Identification: EI), AMUNUINVDI

] H 1 4 [ o { 1 4
WUNUNTADLUVTUA (Employees’ Brand Commitment: EC), LagAIMITNANAYDINTNOIUNNADIUUTUA
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@ ES o J [ a a { [
(Employees’ Brand Loyalty: EL) HaWINHUIZINMINagoUeInlsznou WaaW‘ﬁiuLﬂNWi}@]ﬂﬁﬁulﬁﬂ’JﬂU

) X g s 1
HUTUAYDININITU (Employee Brand Behavior: EBB) Gaiiluesdilsznougaiions il

o o Y J
5.3.21 mﬁ:qmmummwummﬁﬁﬁia!muﬂ (Employees’ Brand Identification: EI)
Y 1]

HINQUAIBENNINUA (n = 257) YIININATOUNIAANTOUATOINDIA (Measure Purification) 1azn13
A A o . . [ s A 1 aadq ¥
MIUAOUIATONOIA (Measure Validation) NU0IAL5zNoU EI Taga13199 5.14 uaasnmananlsasiaaeon
QQd’

Measure Purification HAZA519N 5.15 !,Lﬁ’ﬂﬂmt’fﬂ@“lflclﬂgj)@i]i]ﬁﬂﬁ Measure Validation G?Q%%W‘]J’J'ﬂqﬂﬁlgljﬂ

o [l 4 3‘/ . . . .
AU MUAUNUIATTIUHNNINUAVDINITNATOU Measure Purification (181 Measure Validation

Y J Y [ &
M31911 5.14: HANITIAFSHAWMADAN FATIDAOV NANAIVLNIHNA (n = 257)

Fit Indices Criteria Sample Acceptability

Employees’ Brand Identification (EI)

d.f. 10

P >0.05 0.531 Yes

RMSEA <0.08 0.000 Yes

GFI 0.9 0.990 Yes

CFI 0.9 1.000 Yes

NFI 0.9 0.988 Yes

NNFI (TLI) =0.95 1.003 Yes

SRMR <0.08 0.010 Yes
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M1314971 5.15: EI Scale Item parameters NQNAIDENIHNA (n = 257)

Item Standardized Indicator
loadings measurement
error
EI 1 fundouaueNazgisussmonazuselalums 0.661 0.563

Ufiidau ieanuinThves X

EI2 Juindganuiveurieyananisn TuiEeu nieuly 0.624 0.611
UIM3 AU X
A Yo o ] Yo S A ]

EI 3 o lasuweumineay suvsum linuauniy ield 0.564 0.682
NuusTaRadiia
9 1 & o A o 9 Y

El4 ithninesegraviavesnu as masmhaulivussgihvue 0.672 0.549
Y9I X

EI'5 suld lUfiRalumhadersulugudljiianms 0.658 0.567

a v A v Aa oA Y A Y]
UDNUKTINIIYDU ﬂuﬂmm‘mﬂgumm%ﬂmuauﬂu

EL6 s lahauluy X hldswRausaiuaalalums 0.878 0.23
wauldanga

El7 sudludluedann flddnUfuaaus x 0.769 0.408

Convergent validity (AVE) 0.5

Composite reliability (CR) 0.87

Cronbach’s Alpha 0.87

A0 4

5.3.2.2 mmﬁummmwﬁmmﬁmmmmﬂ (Employees’ Brand Commitment: EC)

) 1
WINGUADINNINUA (n = 257) WIINMINATDUMIAANTOUATOINDIA (Measure Purification) 11azN3

A A v . . [ J A 1 aadq ¥
NIUFDUIATOINDIA (Measure Validation) NUIAYsENoY EC TAgn15199 5.16 Laasmanan 1sasiadoy

'
aad

Measure Purification #1azA15199 5.17 UAAIAMIADAN 19ATI9AOD Measure Validation FI9gWUINNG0

o [l 4 gz . . . .
DN FIUNUNUIATTIUTNHUAVDINITNATOU Measure Purification (182 Measure Validation
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M31971 5.16: HANISINTZHMUMADANITNIIVTOU NANFIVENINIHUA (n = 257)

Fit Indices

Criteria

Sample

Acceptability

Employees’ Brand Commitment (EC)

d.f. 16

P >0.05 0.091 Yes
RMSEA <0.08 0.044 Yes
GFI 0.9 0.977 Yes
CFI 0.9 0.991 Yes
NFI 0.9 0.974 Yes
NNFI (TLI) 20.95 0.985 Yes
SRMR <0.08 0.016 Yes
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M1314911 5.17: EC Scale Item parameters NgNFAIDL1NIHNA (n = 257)

Item Standardized Indicator
loadings measurement
error
[ Aa ~ o A 1 v Y a
EC 1 dugiilanvzvennuauoun swiludliuimsves X 0.722 0.479
o YR 1 dy = 9 [ [ I
EC2 Augand X unlseuerieuiuvean uazawily 0.716 0.487
Y 9 v &
[R1UDI T UAIIAUN U
[ YR I a ] Y o Yo
EC 3 auaziandulanazgiilvediann dnuldsuneunine | 0.736 0.459
Tevmihin lugiugdumuves X werthsaulunanssy
A9
A g o 3 o dYX A <
EC 4 oy X Uszauanuduis aunganmiewily 0.779 0.393
ANUAIS UDIRUABITUA U
EC5 anFnnaaulu X wdeuiluauluaseuaiivesiu 0.69 0.523
a oA d' LY Yo ] A a oA
EC 6 msdgiaaui x aulasuanuswielumsiiaay | 0518 0.732
I ] ~
nAnAUIlueg1a
EC 7 FuazlFdn “wanis” nasunandauriauly X 0.642 0.588
NNAY
A’ = a 4 ] 1Y YR A 1Y
ECS ol lasiasel X luwday aussianmlounulau 0.671 0.55
dnil e
Convergent validity (AVE) 0.5
Composite reliability (CR) 0.88
Cronbach’s Alpha 0.88
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IS d

5.3.2.3 ANNAITNADAVRINTNNUNNABUUSUA (Employees’ Brand Loyalty: EL)
Y 1]

HINQUAIBENNINUA (n = 257) WIININATOUNITAANTOUATOINDIA (Measure Purification) 1aZN13
A A o . . @ J A 1 aadq ¥
NIUTDUIATOINDIA (Measure Validation) nueealsznou EL Taom319 5.18 uaasmanan l¥asivdoy
Measure Purification 1182A1519% 5.19 La@AIMADAN 1¥A59a0Y Measure Validation G?Q%%W‘]J’J'ﬂqﬂﬁlgljﬂ

o v 4 2 o o
A1 FIUDUNUIATITUINHUAVIINITNATOU Measure Purification UASHIHIUNTNATOU Measure
. . ' ] s Y 1 A < o ' A o 9y 1 <]
Validation 93EWUNNNATNIUNUNNIATIIU NIUAT AVE UAT 0.45 cmmﬂ’nmmcnwmwuﬂ‘h E]fﬂ\‘]]lﬁﬂ
vq 9 ! v = Y Y 1 d. '
#1714 Fornell & Larcker (1994) vlﬂiﬁﬂlﬁllﬁu@uu%’ﬂ a0 YNIVAT AVE 11 0.4 llﬂ 9171 CR UAININHIN

= J dy 1 =Wl 1 o
0.6 9 uoendseneuiian CR 4 UNMNU 0.8

d' a 4 ' aa Y Y LY v ::”J
M13194N 5.18: Nﬁﬂ"li]!ﬂ§1$ﬁﬂ1uﬂ1ﬁﬂﬂm‘ﬁﬂ§]i}ﬁﬂﬂ NANAIVYNTNNHNA (n=257)

Fit Indices Criteria Sample Acceptability

Employees’ Brand Loyalty (EL)

d.f. 4

P >0.05 0.553 Yes

RMSEA <0.08 0.000 Yes

GFI 0.9 0.995 Yes

CFI 0.9 1.000 Yes

NFI 0.9 0.993 Yes

NNFI (TLI) =0.95 1.006 Yes

SRMR <0.08 0.008 Yes
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M131971 5.19: EL Scale Item parameters NQNA39613NIHNA (n = 257)

Item Standardized Indicator
loadings measurement
error
1 Aa oA [ I ] A
EL 1 %3901 UANUAD X Glugrananinnugy 0.627 0.606
EL2 Ay lifanuaanezlasu ldiFsuavimssams 0.522 0.728
T5ausuRNMINIaed U
4 A 1 o Yo A
EL 3 9113 gLazNaUT N M Inauanuglums 0.821 0.326
Ugiinanuny X
g‘/ a A (% d‘ A
EL 4 anuaalalumsdginnuvesaun X e msueu 0.688 0.527
o  dad 4 N 3
UIMsnanga naeanaesnuasgutaziihvnegves
x lidagna
s A @ Yo I A Ao < Y
EL 5 Usgaumsananau lasuann X uaennueznu i 0.646 0.583
uaziiie logh Inu dusg luvhIdidededo
Convergent validity (AVE) 0.45

Composite reliability (CR)

Cronbach’s Alpha

0.803

3 (Y] d Y
5.3.2.4 anﬂﬁimﬁﬂ]ﬂ‘lJ!l‘]Jiuﬂ"ll?NWHﬂﬂu (Employees’ Brand Behavior: EBB)

Y 1
MINGUADINNINUA (n = 257) UININATDUMIAANTOUATOINDIA (Measure Purification) 1aZNS

v
ad

4 @ v < A 1 a
MUABVIATOINDIA (Measure Validation) 1UBIA15zN0U EBB 1AgA1319N 520 uaadmananly

?1379091 Measure Purification HAZA1I19N 5.21 LAAIMADAN 1FATIVADU Measure Validation F992 WU

9

o ] 4 g’/ . . . .
NOTVDATIDTY NIUNUNUIATTIUTNHUAUDINITNATDU Measure Purification LAy Measure Validation
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d’ a 4 ' aa Y Y LY v :2”1
M1319% 5.20: Nﬁﬂ]i?!ﬂi]%ﬁﬂ]uﬂ]ﬁﬂﬂm‘lﬁﬂiiﬂﬁﬂﬂ NANAIDYNTNTINA (n =257)

Fit Indices Criteria Sample Acceptability

Employees’ Brand Behavior (EBB)

d.f. 4

P >0.05 0.064 Yes

RMSEA <0.08 0.069 Yes

GFI 0.9 0.986 Yes

CFI 0.9 0.989 Yes

NFI 0.9 0.981 Yes

NNFI (TLI) =0.95 0.973 Yes

SRMR <0.08 0.011 Yes
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M1314971 5.21: EBB Scale Item parameters D@NAI9E13NIHUA (n = 257)

Item Standardized Indicator
loadings measurement
error
o 0o o 9 A ~ Yo
EB 1 ﬂuﬂi%ﬁu%‘l’ﬂllfﬁlii] GLUﬂﬁVITVIUTVWHlI”V]]’lﬂTU 0.77 0.407

woune wazdlinnuldnmnesgumsuinmi x

Yo Y
lafmiuali
A F a a ~ A
EB 2 19gNAITOIUVDNIIUIMINIAY NUBNHUDIINUIATTIU | 0.609 0.629
a a o 3 a I ¥ Y
UsMsUn@ AunsznemuIns 14 1dmuanudoans
9
YDIGNAMUULANO
EB 3 au limeazdums 1duSmsuednldnugni dae 0.622 0.613
IMAHATIUAD
EB 4 AWNWMITUINMITVOIRY ATINUTIN X ApIN5 1Az 0.788 0.38
< { 3
v ldamumnasgiui X dvua’ld
¥ A0 g9 a Y ' =
EB5 NNATINAUTIHLINTYNM ILFINNWIATFIUN X 0.684 0.532
fvuanag binednnasgiu
Convergent validity (AVE) 0.5
Composite reliability (CR) 0.82
Cronbach’s Alpha 0.832

5.4 ﬂ]ﬁﬂﬂﬁﬂuﬁuuay‘u (Hypotheses Testing)
v 9 A Y ! A A W A < d (Aa ua

iﬂﬂcluﬁ'g"ll@ 5.3 VlvlﬂWﬁﬂTiGli'Ji]’(?f’E]’U'NLﬂi@\?llﬂ?ﬂﬂ1iﬁﬂﬁ15ﬂ1ﬂiu@\1ﬂﬂiﬂl@Qﬂﬂﬂﬂg“ﬂ@]ﬂ?‘i‘q (Internal

. . =2 g A A ] g’/ =) . . d”
Communication) cmLﬂugﬂiaqnaiwuuunn1ﬁig1u (New Measure Development and Validation) H8n31n1
@ 1 4 [ YA a o aa o 4 o
ﬂﬂﬁ’wamima%aaum Lﬂ%@\iﬁ’é)’)ﬂﬂﬁaWﬁiul%ﬁﬂﬁuﬂmﬁﬂ’)ﬂULlUiLlﬂ"lJfNWLlﬂ\ﬂu (Employee Brand

A a a : @ 4 o

Attitudes: EBA) uazwaawﬂmmqusmﬁnLﬁmﬂuumuﬂmmwumm (Employee Brand Behavior: EBB)

9
=1 ] v

a ) I I = g A A A a ~ = .
GﬂiJLLU’JﬂWUfoﬂiﬁ'iNlLUiu@ﬂWUﬁlu@Qﬂﬂi cmnJumimm‘nmﬂmnuunmmmwaaa (Validation of

U

R v 9 - ° 4 v v ' Y Y o a AN Y o
Existing Measures) GluW’J"U’E) 5.4 ﬁﬂgu']méﬂﬁﬁﬂﬂﬂﬂ\?ﬂa’]’J"U']\iﬁuﬂ']‘ﬂ']ﬂ1i‘1/'lﬂﬁ§)ﬂﬁllllﬁjj']u1/lllﬂWGJJ‘Llﬂﬂ
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{ ! [ J aw a g}z {
MU 4 Tagmsnf 520 vzuaesaslinglszasamiite tazauuAgIunIvuandeInInaaow

A Y @ 4 Aa v g’/
melriussginglseaeanmsiveny

M919d 5.22: TagilszasnansIe nezanafgunvnaiidesmsnaaon

[y Jdy A o J A J . .
'mqilszmﬂme 1: L‘W’OW%JL!1ENﬂ‘lJ‘§3ﬂ’e)‘Uleiz)\iﬂ”li’c’fﬂﬁﬁﬂ”lﬂclumﬂﬂi (Internal Communication Constructs)

a J 4 { [ a < (A oa @
ﬂ']iJLLLl'Jﬂﬂﬂlﬂﬂﬂ?iﬁ%’]ﬂl!ﬂiuﬂﬂW‘cﬂuE)\‘lﬂﬂﬁﬁ!ﬂ"iﬂW%ﬁiJﬂ‘]JUiﬂﬂﬂlﬂﬂﬂuﬂﬂaUﬂﬂWﬁﬂ@]ﬁWﬂ?ﬁLlaziﬁﬂLﬁN

Tuaaniumsansn

a2
auNAZIU

Survey

H1: ms?famimﬂ“luizm'nﬂﬁﬂ’ﬁmm‘%q (Internal Communications in the Workplace) 3
Aa A 1 a { [ I3 Y] a 4
@Vl‘ﬁWﬁVlNélﬂiJ@]@Wi]ﬁﬂﬁﬁﬂlﬁﬂﬁﬂﬂllfﬂiuWll'f)\‘lwuﬂx‘]'lu @TJJLLu'JﬂWUﬂﬂﬂ?iﬁ%}”lx‘lllllﬁuﬂﬂ"lﬂclu

s
BNANI

HL.1: M3doasnelusznialfiinainus3e (Internal Communications in the Workplace) 1
a a 1 @ A a Y] 4 o a 9 4
ANTNANWUINADNAUAANSINVHDIUAVOININAY  auuIAAYeINITa 3 1MuUsUaAMe 1Y

¢
BIANT

o A A o 4 ] a o 4 o
H1.2: ﬂﬁuﬂﬂlﬁﬂﬁﬂﬂll’ﬂ31!@‘1]@\1W‘Llﬂ\ﬂu @IT?JLLH’J?‘IWUENﬂTiﬁ%WﬂLlUﬁuﬂﬂTﬂﬂluﬂﬂﬂﬂﬁ m
Y A o A . . v o d 1 A
W“L!”I‘Vll,ﬂuﬂi]%ﬂﬁ’ﬂﬂﬁ']\‘] (Meditational Factor) U9IANUTUNUTIEHIN ﬂ?ﬁﬁﬂﬁ?ﬁﬂ?ﬂﬂlu
U Aa oA a a ~ 1Y 4
izmwﬂgumm%sa (Internal Communications in the Workplace) UAZWHNANTITULNYINULLUITUA

VOINUNIU ﬁimm’)ﬁﬂ%@\iﬂﬁﬁ%ﬁﬂLLUﬁuﬁﬂTﬂiu@Qﬁ’ﬂi

a

9
H2: msAneusuluguFouneun15U1iRa1u939 (Classroom-Based Training) IdnFwa

' A : ) s @ a g 7
VlNélﬂllGI@W’QGIﬂ‘iillLﬁﬂ?ﬂﬂllﬂiu@ﬂlﬂdwuﬂﬂu mmumﬂmmmaﬁ%’wumu@msﬂuamns

Y
H2.1: msAneusulusuBounouns§iiaaIuese (Classroom-Based Training) NonFwa

mamﬂ@iaﬁ’ﬁuﬂﬁgﬁmﬁmmsuﬁmmwﬁ’mm mmzmﬁmmmsa%’mgmuﬁmﬂiumﬁﬂi

] A A 1% 4 @ a o 4 o
H2.2: NAUAAMNEINULLTUAUDINITINGNY  auuulfaueInsaususmeluoinns
Y A o A . . (4 ' = ¥ A
niiualave@enana (Meditational Factor) U94ANNENNUTILHIN MsHnovsuluruizau
[ Aa oA a a 4 [ 4 o
AU IANUITI (Classroom-Based Training)  HAZWHANTITWNSINULUITUAVDINIINAIY

a J J
@niJLL’L!'Jﬂ@ﬂlf)ﬂﬂWiﬁ%ﬁ\iLlﬂiuﬂﬂWﬂiu’ENﬂﬂi
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M919d 5.22: TagilszasnnsIe nezanafgunvnaiidesmsnaaou

1 9 a

o J A = a A A J . . Aa
agilszasn 2: meAnYIONTWAYRIMITOMINEIUDIANT (Internal Communication) NUABNAUAALLAL

ng
Tsausuluaoniumsdnu

La)

@ a s J d (A oa @
NITUUDINUHNIITU @I'UJL!U'J?]ﬂGUfNﬂWiﬁ%)'lﬂllﬂﬁuﬂﬂ'lﬂﬁlu@\iﬂﬂﬁ Glufjfu&ﬂ;]ﬂ@]ﬂ']ﬁﬂ@]ﬁ']ﬂ'ﬁlm%

) @

a2
aUNAZIU Survey

o a v W [ { 4
H3: 93aA1)52noUdaguduouauiad (The second-order factor structure) voamsaeasnelu *
Pd a A 1 o A A [ 4 @
®4ANT (Internal Communication) UONTNANUINABNAUAANEINVUUTUAVDINHNAIU A

nurAaueIMIas Ny uanelueans

o a v v w { 9 Aaa @
H4: 2915 NOVIFITUTUBUAUN A DY (The second-order factor structure) VOINAUAANYINVLLL *
4 o a 9 4 4 o Y ad v A
TUAUVDINWUNNITU V’HNLL‘H'J?]WUENﬂ'lﬁﬁ'i?\‘ll!ﬂiuﬂﬂ'lﬁlclu@\‘lﬂﬂi Vl?ﬁu1ﬂlﬂu1ji]i]ﬂﬁ@ﬂﬁ'l\3
v o ' 4 s

(Meditational Factor) UDANUAUWUTIEHIN msaoasmelusifng (Internal

a { [ o Y] a 4
Communication) LL@%Wi]ﬂﬂiilllﬁﬂﬂﬂﬂllﬂiuWll’f)\‘lwuﬂﬂu @]"I‘JJLLH?FIWU’ENﬂ']iﬁ%}T\HL‘Uiuﬂ

4
meluoeans

o a v W [ { 4
H5: 94A1)52 A0 U3 gUs s UA LN T4 (The second-order factor structure) voamsaoasmelu *
J a a 1 a { 1Y o Y]
93AN7 (Internal Communication) ﬁamwamqmnm@wqssmismﬁmﬂuumuﬂmmwumm

@]111LLM’J?Q]§°’IGU’PNﬂﬁﬁ'%ﬁlmiuﬁﬂﬁﬂu@ﬂﬁ’ﬂi

Tagluindo 5.4.1 azudasnamanagouauAgIu H uag H2 wiunaiof 5.4.2 azuaanansnagdol

AUUAFIU H3, H4 uag H5

5.4.1 MINATDVANNAFIY (H1 Haz H2)
Y 9
o o a o 1 o ] & I
Elumsﬁ'@ﬁ%zmmimﬁaummgm HI1 uag H2 NUNQUAIBYN (n = 257) Tﬂﬂﬂlutliﬂ‘ﬂglﬂUﬂTiﬂﬂﬁ@U
A A w . . a9 A Y
NMINIUFADUUDIUATOINDIA (Measure Validation) IﬂﬂllLﬂ?ﬁiﬂﬂ!W@@li'}‘ﬂﬁﬂ‘UﬂTﬁJ@i\iﬂlﬂ\ﬂﬂi\iﬁi”l\‘l Tﬂﬂ
9 a a J J a A o . g <
El%mﬂuﬂﬂ']'i'l!ﬂ'ﬁ%”ﬁ’[’)ﬂﬂ‘ﬂigﬂ@‘]J!GINEJLlEJu (Confirm Factor Analysis: CFA) !,Laﬂumumm%mﬂuﬂﬁ
a 1 1 [ v d 4 1
mﬁauaumgmmllﬂ ﬂTW‘ﬁ 5.1 uag 5.2 Llﬁﬂ\ﬂﬂi\‘]ﬁ%}ﬁﬂﬁlﬂJE‘ﬁJWL!‘TJBU’t’N ﬂﬁ?’fﬂﬁﬁﬂTﬂiUigﬁ’JN
9
ﬂg‘ummﬂiq (Internal Communications in the Workplace) 130 ICW wazmsHneusuluFuiTeuneus
a oA a A o aa o 4 o
ﬂ;]ﬂﬁﬂui]‘i\‘i (Classroom-Based Training) Y30 CBT NiAD NAUAAMNEINULUTUAYDINTINIY (Employee
{ Y ] A I
Brand Attitudes: EBA) n1lseneudle NMITEYAIAUVNNUNINUNUADUUUA  (Employees’ Brand

v o A J
Identification: EI), ANUNUNVDINUANUNUADUUITUA (Employees’ Brand Commitment: EC), LtazAIN
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v o ] { 1 4 [ EA a a { @
WINANAVDINUNNUNUADULTUA (Employees’ Brand Loyalty: EL) LaZHaaWs IMUFINGANTTUNGINY

HUTUAYBIMITIY (Employee Brand Behavior: EBB)
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MNN 5.1: Tasaa Faanud: uﬁ’u‘ﬁmm Internal Communications in the Workplace (ICW) TR Employee
Brand Attitudes (EBA) nlsznoudie Employees’ Brand Identification (EI) , Employees’ Brand

Commitment (EC), 182 Employees’ Brand Loyalty (EL) (82 Employee Brand Behavior (EBB)
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PMNN 5.2: Tasaadennudusiuves Classroom-Based Training (CBT) e Employee Brand Attitudes
(EBA) Mnlsznovuaie Employees’ Brand Identification (EI) , Employees’ Brand Commitment (EC), (18

Employees’ Brand Loyalty (EL) tta& Employee Brand Behavior (EBB)

EBB
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{ a J 1 aad v W
A5 190N 5.21 1ag 5.22 L!ﬁﬂ\‘lNaﬂ'lﬁ'llﬂﬁ'l$‘Viﬂ'lﬂJﬂWﬁ'f]ﬂ“ﬁGl%j@]i?ﬂﬁﬂﬂﬂ?']iJLWNW%ﬁiJIﬂﬁ\‘iﬁ%}']\‘]ﬂ'l'mﬁuwuﬁl

Y94 Internal Communications in the Workplace (ICW) ttag Classroom-Based Training (CBT) fﬁJﬂ’chJ

9
AIDYNYNNUA (n = 257)

H a d an H (v} v d
M3197 5.23: HAMTAUATIZHMNMADANIFATIVAVIATITS 1ANNTNWUTUDI Internal

Communications in the Workplace (ICW)

Fit Indices Criteria Sample Acceptability

Internal Communications in the Workplace (ICW)

d.f. 381

P >0.05 0.492 Yes

RMSEA <0.08 0.000 Yes

GFI 0.9 0.914 Yes

CFI 0.9 1.000 Yes

NFI 0.9 0.910 Yes

NNFI (TLI) =0.95 1.000 Yes

SRMR <0.08 0.023 Yes

d' a d ' aa Y Y Y v o d
A1319N 5.24: wamﬂamwwm134ﬂ1imﬂﬁ‘hmnfnaaﬂmaaﬁnmmauwuﬁmm Classroom-Based

Training (CBT)

Fit Indices Criteria Sample Acceptability
Classroom-Based Training (CBT)
d.f. 326
P >0.05 0.074 Yes
RMSEA <0.08 0.021 Yes
GFI 0.9 0.915 Yes
CFI 0.9 0.989 Yes
NFI 0.9 0.908 Yes
NNFI (TLI) >0.95 0.987 Yes
SRMR <0.08 0.024 Yes
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v
aad

Waﬂ15alﬂ31$ﬁ)ﬁ1uﬁ1ﬁﬂWWGl“ls)'lﬂﬁ'lﬂﬁ@‘]Jﬂ'JHJL‘H?J']%ﬁNIﬂﬁQﬁ%WQﬂ')TNﬁNWMﬁﬂJ@Q Internal
Communications in the Workplace ICW) 1ai¢ Classroom-Based Training (CBT) fTﬁJﬂﬁjﬁJﬁJﬂ@EjNﬁj’ﬁﬁuﬂ (n=
257) WU TATaa 9NN AT S Y0 TeIT A NN AU LT DI UDLUZ DS Hooper, Coughlan &
Mullen (2008) Taon it 5.3 waz 5.4 vudaamananuduWusueq Intenal Communications in the
Workplace (ICW) 1taig Classroom-Based Training (CBT) ﬁﬁﬂduﬁﬁﬂﬂiﬂﬁlﬂﬂuﬂ (n=1257) uazminﬁ 5.23

yaaInadzUmsnaaeuaNuAgIv HI tag H2
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M 5.3: MATAANUTUHUTUDI Internal Communications in the Workplace (ICW) Niae Employee
Brand Attitudes (EBA) nlsznoudie Employees’ Brand Identification (EI) , Employees’ Brand

Commitment (EC), 1t8¢ Employees’ Brand Loyalty (EL) 48¢ Employee Brand Behavior (EBB)
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MW 5.4: MADAANNG, WHUT VR Classroom-Based Training (CBT) Niao Employee Brand Attitudes
(EBA) Mnlsznovuaie Employees’ Brand Identification (EI) , Employees’ Brand Commitment (EC), (18

Employees’ Brand Loyalty (EL) tta& Employee Brand Behavior (EBB)
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M99 5.25: wadgUmsnaaeuaNuagIu HI tag H2

No.

Hypotheses

Causal Path

Coefficients

Path

(B value)

Supported/

Not Supported

H1: Msdoa13n1eluszn1191{17Aa11959 (Internal Communications in the Workplace) Janswan13don

1 a { [ J @ a s s
ﬂaqusmsimﬁmﬂmm3ummwumm ﬂWiJLLL!’JﬂWU’ENﬂﬁﬁ%lNLL‘]JiL!ﬂﬂwﬁluﬂ\iﬂﬂi

msaeasmeluszring

H1.1 ICW— EI 0.55 Supported
1170911939 (Internal ICW—» EC 0.49 Supported
Communications in the ICW— EL 0.57 Supported
Workplace) Hansna
MaVINARTAUARAEITY
HUTUAVDINITANY Ay
HUIAAURIMIA DT UA
melueafng

H1.2 ruARMeItUNDTUSYes | EI—> EBB 0.39 Supported
WHNIU MULUIAAVDY EC — EBB 0.27 Supported
myaanusudnelu EL — EBB 0.44 Supported

4 o 9 A g @
2905 ML w9
Aona1d (Meditational
Factor) U0IANUFURUT
serIe Msaeasmelu
FEHINYRUANUIT
(Internal Communications in
the Workplace) tta1g

a Y a
WOANTTUURIR IHUTNS
AUUIAAVD Internal

Branding
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No.

Hypotheses

Causal Path

Path

Coefficients

(B value)

Supported/

Not Supported

Y
H2: msAneusuluFuSounoumsUfiaauese  (Classroom-Based Training) 1oNIWaN1NS0UAD

a . o s o a 7 s
Wﬂﬂﬂﬁihlﬁﬂ?ﬂﬂllﬂﬁuﬂm'EN‘W‘L!TNTL! Gnllllu?ﬂﬂﬂ]@ﬂﬂ"liﬁ%ﬁ\ﬂlllli‘l!ﬂﬂ“ﬂ“@ﬂﬂﬂﬁ

msaeasnmeluszrig

H2.1 CBT = EI 1.55 Supported
1170911939 (Internal CBT — EC 1.6 Supported
Communications in the CBT — EL 1.36 Supported
Workplace) Hansna
MaVINADTAUARIAEITY
HUTUAVBINITANIY AW
uuIRAURIMIA I UTUA
meluenng

H2.2 WAuAAve1WuUSMs AW | El— EBB 0.38 Supported
HUIAAYRIMIAUUIUA | EC —> EBB 0.16 Supported
nelueeans smdhiidly | EL —» EBB 0.42 Supported

Tsodonans (Meditational
Factor) ¥94ANUFUWUT

. - 2
SEHIN MIANoUTNIUYY
Founoum sl iaaue
(Classroom-Based Training)
Lmzwqaﬂﬁmﬁmﬁmm
FUAVDINNNU A
HUIAAVBINTATIDTUS

o
meluseans
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gunsaaqmsnaaeuauuA L HI nas H2 1éese il
aNNAFIU H1
o ms?%amsma“luszwinﬂﬁu‘”ﬁqmﬁq (Internal Communications in the Workplace) yonsna
manaeruadneITULUsusveantiney  suldud  Employees’ Brand  Identification,
Employees’ Brand Commitment 8% Employees’ Brand Loyalty AULUIAAVDY Internal Branding
L ﬁ’ﬁuﬂammpﬁﬁ’ﬁmﬁ su'ldun Employees’ Brand Identification, Employees’ Brand Commitment
iag Employees’ Brand Loyalty AULUIAAVDY Internal Branding ﬁ1ﬁﬁ}1ﬁl‘ﬂuﬂﬂ§/ﬂ’?’fﬂﬂmﬂ
(Meditational Factor) ¥ednnmduiussende madocnsmelusznindfiieusss (ntemal
Communications in the Workplace) 18 WOANTTNUBIR IHLINIT ATNUUIAAVDI Internal Branding
AUNAFIY H2
° mi?'famimﬂclu5$W’jwﬂﬁﬂ”§qmﬁa (Internal Communications in the Workplace) NonEna
VlNiJﬁﬂ@]'fJﬁjﬁuﬂa‘lJmEﬁﬁ}‘iﬁmi au'ldun Employees’ Brand Identification, Employees’ Brand
Commitment (16 Employees’ Brand Loyalty AMULUIAAVDY Internal Branding
L ﬁﬁuﬂamm;ﬁﬁ’u‘%ms du'ldun Employees’ Brand Identification, Employees’ Brand Commitment
itag Employees’ Brand Loyalty AUUUIAAYDY Internal Branding ﬁ1ﬂﬁ1ﬁlﬂuﬂi}5}ﬂéﬂﬂm\‘l
(Meditational Factor) V0IANUFURUTIENIN mi?lﬂauiualu%’uFsﬂuﬁaumiﬂgjﬂ’ﬁqmﬁq

(Classroom-Based Training) MagWANIsUUDIRIHUTNT AWLUIAAVDY Internal Branding

5.4.2 MSNATOUANNAF Y H3, H4 1az H5
9 1
luidetiazyhmsnagouaunAgiu H3, H4 uaz HS NUNGNAI061 (n = 257) 1NOANHIBNTWAUDINTS
4 4 4 1 1 a a a a
foa13me1u09Ans (Internal Communication) NRONAUAALAZNOANTINVOIFIADTMI MUUUIAAYD
. (A A [ @ = ] I~
Internal Branding Tugudiliianmsnamasuaz Iswsuluaaiumsanu Tasnisnaaevazuiisoaniu

9 Y
2 Tuaou aaao il

g I a J A A o o o A
Junsnazumsilsziiv eealseneumauduaaunaod (second order CFA model) U89 Internal
{ s ]
Communication (ﬁﬂizﬂ@ﬂﬁ]ﬂ@ﬂﬂﬂRﬂ@Dﬂ@ﬂ A9 Internal Communications in the Workplace (lag
{ J 1
Classroom-Based Training) 482 Employees’ Brand Attitudes (ﬁﬂizﬂﬂﬂﬁ}’sﬂﬂﬂﬂﬂizﬂﬂﬂﬂﬂﬂ Ao

Employees’ Brand Identification, Employees’ Brand Commitment (8% Employees’ Brand Loyalty) 9

I o o a v o w 1
Fuldauduuziilues Markon (2010) 312 03AU5ENoUFOUSUSIAUNTDY (second order CFA
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=\ P o Y 9 v A o A dy a = v Y A
model) 5% Tewunazyin 1 Ins9a3 19510 NUFARUNINGIVY  1AgaEeTUI8518az08a 1UKIT0N

54.2.1

g ! I a @ 1 o ]
VUADUNT DY Lﬂumimﬁaummgm H3, H4 tuag HS5 nUNQUAIDYIN (n = 257) Iﬂﬂi%ﬁulﬂﬁﬁuﬂﬁ

TA39a314 (Structural Equation Model: SEM) Tagazosunesivazidoaluiived 5.4.2.2

5421 msdszdivesddsznoudEuiuiiduiioes (second order CFA model) 99 Internal
Communication (IC) #ta Employees’ Brand Attitudes (EBA)

nnwamsane ludiureamsdsosinanur ldnun msdemsmeluesdng (Internal
Communication: IC) 1ilusafisznoundniitlsznoudlsesmlszneudes 2 safisznou 14un msdoans
MolusznaiiReIusse  (Internal Communications in the Workplace) %3® ICW wagmsinousy
Glu%uﬁmufiaumiﬂﬁﬁﬁamﬁa (Classroom-Based Training) %38 CBT lUvaigifednu MAuAAvYed
Wiinaw  (Employee Brand  Attitudes) miiluesdszneuwdn  filsznoudieesndsznondes 3
aerszaon lAun Employees’ Brand Identification: EI, Employees’ Brand Commitment: EC, o

Employees’ Brand Loyalty: EL

IANTANYIVOY Brown (2015), Comer & Kendall (2013) 1ag Markon (2010) & ¥ derauonuzlums

v
v o w A

4 Aa A J o Aa J
nagovUeInlsEnoUFIUIUAIAUNT DI (second order CFA model) vosednlsznourianniesnlsznou

Y o Y aa

] ' Y
08 Lﬁ@ﬂ%Tﬂ%Z%ﬁﬂiﬁ}Tﬂ'NﬁﬁNﬂﬁ’lﬂﬁﬂ’ﬂiﬂ)’m%ulﬂﬂﬂﬂﬁu MUAMYUDN (Externalizing Dimensions)

wazianelu (Internalizing Dimensions)

A Y3 = 9 s o s '
NN 5.5, 5.6, 5.7 uag 5.8 dzuaadlimiunenn lasedsweendseneuranuazesnlsenougpeuod N3
4 o o a o
goarsneluenns (Internal Communication: IC) (482 NAUAAVDINUNIIY (Employee Brand Attitudes)
H < a v o w A ! . V d'
Tagn i 5.5 uag 5.6 uAAILIALTENOUIFBUGUAA LN (First order CFA model) @UANA 5.7 LAy

J a @ o w { ¥ 4 @
5.8 llﬁﬂ\?@\?ﬂﬂﬁgﬂﬂﬂlcﬁﬂguﬁlua']ﬂﬂﬁﬁﬂﬂ (second order CFA model) m@ﬁﬂﬁﬁﬂﬂﬂﬁﬂﬂigﬂﬂﬂﬂaﬂ
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a s A A ow o o A X . A s
MNN 5.5: 95T NOVIFIBUTUAIA LN (First order CFA model) VoI saea1selueeAns (Internal

Communication: IC)

Boards1

Boards2

Boards3

Boards4

Boards5

Social Media3

Theories1

Theories2

Theories3

Theories5
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MN 5.6: 9715 NOVFIBUSUSNUNNI (First order CFA model) YV0IWAUAATDINITANY (Employee

Brand Attitudes)

El1

El2

EI3

El4

EIS

ElI6

EI7

EC1

EC2

EC3

EC4

EC5

EC6

EC7Y

ECS8

EL1

EL2

EL4 1

EL5
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;d' J a A v o o d' d‘ 4
MuN 5.7: osndsenoudEudusInUNd o (second order CFA model) voumsaea1snmeluesnns

(Internal Communication: IC)

Internal Communications in the Workplace

Internal Communication

Classroom-Based Training
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H o a [ o { 9 a @
MNN 5.8: 295z noVIIBUTUIA LN DY (second order CFA model) UDINAUAAVDINWUNIIU

(Employee Brand Attitudes)

Elil

El2

EI3

El4

EI5

El6

EI7

EBA

EL1

EL2

EL4 1

EL5
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v
v o w A

{ aa J J a X
AN 5.24 1ag 5.25 uaasnanNaaalIeuneusTnIg @Qﬂﬂﬁ$ﬂﬂﬂl%ﬂ§uﬂua1ﬂﬂwﬂﬁ\‘] (First order

A o o o oA g 4

CFA model) 1aAU52no Bt U us 19 UN a9 (second order CEA model) Y0dNIa03903A152nounan
A [

A a A 4 a ~ ~ = 1 o A A o o o A
AWTUNRONDIATENOLITIEY UNHRWIETUNGA SHIVS WU 09nlsEnoUwsBUIUaIAUN DY

(second order CFA model) UA1@DANNANUIHVIZANNIANI

M15199 5.26: Internal Communication Attributes: Fit indices of the first-order and the second-order model

Fit Indices The first-order model (A) The second-order model (B) | Model Selected
DF 34 32

CMIN 44.901 30.669

CMIN/DF 1.321 958 B
P .100 .534 B
RMSEA .035 .000 B
GFI 964 975 B
NFI 950 .966 B
CFI .987 1.000 B
NNFI (TLI) 983 1.002 B
SRMR .028 .020 B
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M51ah 5.27: Employee Brand Attitudes: Fit indices of the first-order and the second-order model

Fit Indices The first-order model (A) The second-order model (B) | Model Selected
DF 133 131

CMIN 132.831 119.343

CMIN/DF .999 911 B

P 488 758

RMSEA .000 .000 AB
GFI 951 956

NFI 952 .957

CFI 1.000 1.000 AB
NNFI (TLI) 1.000 1.007

SRMR .019 .018 B

5.4.2.2 MsNATOUANNAZIM H3, H4 naz H5 Nunguéiedls (n = 257) lagliluaaanmslnseadig
(Structural Equation Model: SEM)

1 dy I a A 1Y) Y4 1 4 Aa
Tugautiveilumsnadouauuas e H3, H4 uaz Hs tionadouanuduiussznieesnlsznouds

fudusnuNaeIvoIMIdoa1sneluenns NAUAAVDINI NI

(Internal  Communication: IC)

(Employee Brand Attitudes: EBA) uaxmﬁﬂizﬂaug%qﬁus‘i’uéﬁuﬁwﬁqmmwnaﬂiimm;ﬁﬁiﬁmi
(Employee Brand Behavior: EBB) @MLUIAAYOY Internal Branding lasl¥luaaaumslaseadi
(Structural Equation Model: SEM) Tagnndi 5.9 AU RS sz eesslizneuRanLALAL
wamﬁmﬁzﬁiumaﬁmmﬂmaa%’n‘ﬁ%ﬁwmimﬁauﬁ'uﬂ’cjuﬁ”ménﬁm’m 257 AU A159T 5.25 LAAT

9

1 aaA A A @ 1 9 A o =~ A A ] '
ﬂWﬁﬂ@ﬂi%’@‘i’mﬁ’f]’]JLW’E]EJuEJ‘L!’NTIIL@’G’dllﬂﬁIﬂi\1’(?{51Qﬂﬂ1ﬂ1§ﬂ@ﬁﬂﬂhﬂ’ﬂhu1l°})’6ﬂ’E] T@ﬂmummm

v H

M1ﬁi§1ﬂﬁﬁ‘ﬂﬂﬂﬂlﬂdﬂ1iﬂﬂﬁﬂﬂ HAZAIT 1NN 5.26 Llﬁ@\‘IWﬁﬁ?ﬂﬂﬁﬂﬂﬁ@UﬁMﬂJﬁﬁ?ﬂ H3, H4 tiag HS Tag

N151910A Standardized Path Coefficient
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MNN 5.9: Relationships between Internal Communication (IC), Employee Brand Attitudes (EBA) and

Employee Brand Behavior (EBB)

|[EC1NEC2]||ECc3|[Ec4|[ECc5||ECE||ECT M EC8]

&)
El 4 e EL3
EL5

Boards 2
0 63
Boards 3
Boards 4
Boards 5
(oD

4.0

Social Media 3

e | EB1| [EB2| |EB3| [EB4| [EBS

Theories 3

Theories 2 e

Theories 5

g [m
m —
o ~
(7]
—
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d' Y aa Y Y d' A v 0 b4 d' o = v d' =)
M13194N 5.28: ﬂ1ﬁﬂﬂ"mﬁiﬂi?ﬂﬁ@ﬂ!ﬂﬂﬂuﬂu’sﬂulﬂﬁﬁ%»lﬂﬁiﬂ‘jflﬁ‘jﬁ“ﬂ‘ﬂ"lﬂ1i‘ﬂﬂﬁﬂﬂNﬂ?]"l%»l‘l—ﬂ!”]iﬁ)ﬂﬂ

Fit Indices Criteria Sample Acceptability

d.f. 468

P >0.05 0.368 Yes
RMSEA <0.08 0.009 Yes
GFI 0.9 0.909 Yes
CFI 0.9 0.998 Yes
NFI 0.9 0.900 Yes
NNFI (TLI) 20.95 0.997 Yes
SRMR <0.08 0.024 Yes
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M13197 5.29: waagﬂmi‘nﬂaauauuﬁgm H3, H4 wazs HS

Hypotheses Causal Standardized | Status
Path Path
Coefficient
4 a A v o o A
H3 09A152NOVITIBUIUOUAVNT DY (The second-order | IC —PEBA | (4.00, P<0.001) | Supported

A

4
factor  structure)  UBINITABAITAYIUDIANT
(Internal ~ Communication) PONTNANVINAD
WAuaAveed RS M AwLuIfaves  Internal

Branding

H4

4 a o [ [ {

9371 LNOUIFIBUSUDUAUNAD (The second-order | EBA—» (.63, P<0.001) | Supported
factor structure) UDINAUAAVOIH1HLIMT AW | EBB
a ) L g Y]
UUIAAYDY Internal Branding wihniuilede
Fona1e  (Meditational Factor) V9IANUFURUT
FEHIN myaeasmelusanng (Internal
. . 2 Y a
Communication) HAZWANTIMVOIFIHUTNT AW

HUIAAUDN Internal Branding

HS

4 a v o o A
99AUT2NOUIFIBUTUBUAVNE D (The second-order | IC—»EBB | (.62, P<0.001) | Supported
4 7
factor  structure)  vodMIaeaITmeluesAns
(Internal  Communication)  NONTWANINUINAD

WOANTIUVOIG LTI MUUUIAAYEY  Internal

Branding

Y
MNMINATOUANNATIU H3, H4 1oz Hs amnsoagiua laaail

AUNAFIY H3

J a v v W { 4 4
® paAlsrnoUTFEUTUBUA LN DY (The second-order factor structure) voamsaeasmelueenns
. . A ) A 1 a oa a
(Internal Communication) Nilszneuaie miﬁemimﬂiusw’mﬂgummﬂia (Internal
9
Communications in the Workplace) W3e ICW ua:miﬁﬂ@usﬂu%uﬁauﬂ@umsﬂgummﬂzN
(Classroom-Based Training) #30 CBT JanTwanuuInaenauaaved 19U amnuifaved

Internal Branding
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AUNAGIY H4
4 a A v v o oA 9 a Y a
® 03AYTLNOUFIIUIUBUALNTD (The second-order factor structure) ﬂlﬂﬂﬂﬂﬂﬂﬁﬂ]@ﬂﬁﬁﬁﬂimi
AULUUIAAUD Internal Branding Falszneudie Employees’ Brand Identification: EI, Employees’
o { < o A
Brand Commitment: EC, uU@& Employees’ Brand Loyalty: EL mnthnduladeaenans
v o J J 4 4 .
(Meditational Factor) U93ANUFUNUTISHIN msaeasnelueinns (Internal Communication)
HATNOANTTNVOIR 1FUTNT AMUUIAAUDA Internal Branding
aNNAFIU H5
o a A v v o A d‘ 4
® 03AYTLNOUFIIUTUBUALNTD (The second-order factor structure) veaMsaea1sneluesnns
. . = Y A ] Aa oA a
(Internal Communication) N1/3zneuAI8 MIFo3n1e1UTenIH1RUITY  (Internal
Y
Communications in the Workplace) %30 ICW tazmsineusulusuisuneumslfiianiuesa
(Classroom-Based Training) ¥30 CBT Lon3WanuuInaenganssuves1duins muuuia

U949 Internal Branding

104



UNi 6
waaqiluazilszloveiildsy
(Conclusions and Contribution)
6.0 NN

Y
Tuunitezilsznouaie 3 dau laun

Y 9
[ %

v Y
% o a a 1 a % 4 a o
@i 1 (11270 6.1 — 6.2) WnanenaasdananuIdesull Tasutsmiosulenuinglssasnnsitons

2 4o ldun

o <Y A @ J A J . .
3?]@]‘].]38@'\‘]?]‘11’0 1: iewautesndsznauvesmsaodrsneluesnns (Internal Communication

a J J ! [ a
Constructs) ﬂ?ﬂlluﬂﬂﬂﬂl’ﬂ\‘]ﬂ”l'iﬁ%INLLUiuﬂﬂWflﬂlu’f)\‘]ﬂﬂﬁ (Internal Branding) MHWZAUAVUT UNVD

d (A A [ @ = v Y
ﬂu&ﬂgﬂ@ﬂﬁﬂ@G]"IﬂﬁLmZTiQ!LiiﬂuﬁﬂTﬂuﬂ"liﬁﬂEW (W11 6.1)

o J A = a A A J . . Ax o a
ﬂﬁQﬂiZﬁ\‘]ﬂ 2: INOANEIONTNAVDINSToa15Ne 1 U0IANT (Internal Communication) NUADNAUA

a a a J J 4
Lla$Wﬂ@ﬂ§3Mﬂlﬂﬂmﬁ}Uiﬂ13 GﬂiJLLu’JﬂWUENﬂﬁﬁ%ﬁ\m‘ﬂiu@‘lﬂ"miuﬂﬂﬂﬂi (Internal Brandinge? GLufijJ

Ufiamssamasuaz Tsausulugoriumsnm (i 6.2)

H @ o 4 { [ Aa o ] I d
FIUN 2 (1199 6.3 — 6.4) vnauoilsz Tewinez ldsuanmsdve Tasutaoenily sz Towminig

a o a

2%1n15 (Theoretical Contribution) itazdsg Te¥UN1NTUITNIG (Managerial Contribution)
v Y

daui 3 (N1 6.5) tiauetenalumsanyuazvoausuuz lunsdnuinias 11

) ¢ 4 ¢
6.1 mswmmmwﬂﬁznaummmiﬁ@mimﬂ‘lumﬂm (Internal Communication Constructs) 113
a d d H [} a d a va
HUINAVRINSAZ 1MV UAME]HIANS (Internal Branding) MHINZANHVUIUNVBIGUIU AN
Aamasuazlsausuluaatiumsanyn

@ s

i]mi’wqﬂszmﬁzﬁ@wmmmﬂﬂszﬂammms?}amimﬂiumﬁﬂi (Internal Communication
Constructs) iijonTwadesiauafveaniineu (Employee Brand Attitudes) ilszneudae M3ITEYAIAY
YoMINUATIREUUUA (Employees’ Brand Identification: EI), mmvjummmwﬁmmﬁﬁdaumuﬁ
(Employees’ Brand Commitment: EC), Lmzﬂ’nni]Q%Jﬂﬁﬂﬁm@ﬁWﬁﬂﬂuﬁﬁﬁmmiuﬁ(Employees’ Brand
Loyalty: EL) uazwaﬁwﬁiug%qwqaﬂﬁnLﬁmﬁmgmuﬁmmwﬁmm (Employee Brand Behavior: EBB)
auuIAaueImIauysudneluedAns  (ntemal Branding) tAZIINZANAULSUNVDIFUD

9
ﬂgﬂﬁﬂTﬁﬂGlGﬂﬂTﬁl,l,agIiﬁ!tihiuﬁﬂWUuﬂWiﬁﬂ’H1 HU
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= = J 4 & ¢ v ¢
panmsane Tuuni 5 nud esntlszneuvesnis@earsmeluesdns azilszneudin 2 oaalsznou
Taun msdoa13neluszni19{iAa1193 9(Internal Communications in the Workplace) #3® ICW 118
=) g’/ = ' a oA a .. A = a
m3eneusulusuFouneumMs U 1iRL39 (Classroom-Based Training) %350 CBT #3905 11814310

= 1 v Y d' o
axaa@m”lﬂ“lummew 6.1.1 11ag 6.1.2 MUY

6.1.1 msﬁamsmsﬂmzwinﬂﬁﬁ’ﬁamﬂ%e (Internal Communications in the Workplace: ICW)
Y 1
HaMsANE1IMIeFnunntazdilSnalunultelingn  msgemsmelusznnaljinau
a A & s o o A o q ¥Ya 9 8 8
19 (Icw)  Ae  wivluesalszneudingniei inamsainusuanielueans  (Internal
4 o w 1 4 ] 4 ] 4 ] [}
Branding) laon3esdodiagues ICW ldun ms@eriuveiainas uagmsdodsiudIny
d o Yy 3 J A 1 a ua a I ¥ a
poulay vuuaasliiiiun mstemsnmeluszrindianuseld ldwanuuuifAnves Internal
Y A { A a ¢ ' 4 ' s
Branding A2515¢neu l1/drensdeniilu Fauw (Printed Materials) 141 mseeruveiaings uay
A4 4a v A - y 4 S
gondalomaldimsdoa15uuUaean1e (Two-way communications) el MIABAITHIUTIAN
P [ U [ Aa o
poular FawamsANEIAINANADAARDINUNUIVBYDY Punjaisti (2008) LAZ Punjaisti & Wilson
T T R 4 g A A .o . C
(2007) AMMmseasNtudaiuitazMsToasuuUdoIN Wudeiaivayuniy dunsodinane

[ a a o s
ﬂﬁuﬂmm%WE}ﬁﬂiSilwuﬂﬂuﬂ"lﬂﬂlu’f)\iﬂﬂillﬁ
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A0ANROINUYDIAUDIUZYDI Punjaisri (2008) Ntaueldosans Iianuddynumsdods

thvanevesesdns lldaminan WeruuAamsaasuanioluesans luUfuialy

Y v Y

) 9 a o a A Jd (A oa I A A~ Y
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Yy o = P~ ' A 9 & ' Y}
ARAAAONNUNIIANEIUDY McKenna (2012) 1/]WU'J’]ﬂ']ia’f]ﬁ'ﬁm@js!a@ﬂ']\uﬂuﬂ’mﬂ']i%'gflclw
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vsoWauney laslsznouais 2 esndszneu ldun msdeasaelusznilfinaunse
v

(Internal Communications in the Workplace) 130 ICW Lm%miﬂﬂE]‘]Jﬂfluﬂmﬁﬂuﬂﬁ)umiﬂgﬂ@]ﬂuﬁ]ﬂ

(Classroom-Based Training) 30 CBT

J Y o ] 4 1 o W 1
239AYU52nNoU ICW uaz CBT Ysznoualesnllsenevdos 28 iaz 13 o9ndsznouds auaiay laoua

Y
azesdsznouamnInazlanumneueuaazesdilsznon lanae lail

o d
ﬂ1fj§) ﬂﬂﬂﬂigﬂﬂu AN

4 [ o 1 a wva
ICW | Internal Communications in the | M3doasnuyananislusdns lusgnnalfiiaan Taoll

Saqilseasriien)aountaninunduasngdnssu
Workplace .

o ~ al Y A A4 9 a clalala) A A v
CBT Classroom-Based Tralmng MITIUNTADU LUNDUTYIU WD T TUA TN INHIVUTIUNAING

U

Yax A oa . '
Llﬁ%g’)‘ﬁﬂﬁﬂQU@Q']L!GLHQWﬁ"]?iﬂiiiJIi\?!LiiJ’d’JuﬂuﬁNc]

A 2 a 9 < V9 9 !
mﬂ“luuwn 5 GIJ‘Ll@I@‘LlLLiﬂ%ZIIﬂﬁLL’INQﬁ@ﬂﬁ@ﬂﬂ?ﬂ@ﬂﬂlﬂuﬁﬂﬂﬂ%jlléllﬂyla Tﬂﬂm@gaiuﬂgmwﬂ (n=

128) ﬁ]%gﬂﬁ?hiﬂﬂﬁ@m‘ﬁ@ﬁ/ﬂm Measure Purification
5.2 Internal Communications in the Workplace (ICW)

3’, a o A [ o A a a 4
luruusnaznsantemanianNumnzaunuodalsznoy  ICW  Iasldismaianidiaiiey

J Aa o . 9 a o 1 yy =
99A1/5¢noUITIE1599  (Exploratory Factor Analysis) lagmsldinaiiaginain lanesimsnagonly

E4
[

Uszipudinadane liiinou Idun
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d o
5.2.1 MIANSHNEMIMN Usznoude
a d v} v d o
MIINTITHANNFUNUFIZHI1I519715AM 0N (Inter-item correlation)

o [ o a [ 1 1 . .
Taedomaiundsianudusius lunamudenu ludssndn 0.2 3o 0.3 (Everitt & Skrondal, 2002) ¥4
9 H v
venulumsnageunswsnn Yoo 1NN Social Media (4, 5, 6) WA I1NNGINY Manual (1, 2, 3,
Y o A v . Y o a [ Ao 1
5, 6) YaMNNNYINDY Daily (1, 2, 3, 4, 5, 6) LLALUDADINNYINY Group (1, 2, 3, 4, 5) UAININIT 0.2

=2 @ @ Z 1" 9 o A~ A A . . 19 J =
WUTIYNAABDN HAIINULIZHUNTMDIWNABOYIA Inter-item correlation 11108171 0.2 ¥4

eraa 13 1ua13199 AS-1
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d [y
MIIUNTIZHAITINOY (Communalities)

< a C a1 Y o 1 Y A ' Y o
L‘]J“l«!fni’Jlﬂﬁ1zﬁﬁﬂﬁﬂuﬂlﬂﬂﬂ31ullﬂﬁﬂ33uﬂlﬂﬂﬂlﬂﬂ101ullﬂa$ﬂlﬂ‘ﬂﬂ5$ﬂWﬂulﬂ@QGluT]ﬂsUf]ﬂWQ'liJGIIEN

4 a0 "9 1 = 1 Y o A [ = 'o VAo [ 2’,
o3ndsenou Iﬂ‘t’JiJﬂﬂllu’é]fJﬂ’N 0.4 HALWUI YBADINNYIND Manual (4) HAININIINNIVUA AIUU

= (Y (% 3/ 1 9 o S 1 1 9 1 é d'
WHNAADDN waqmﬂuuwmmﬂm@mmmmllnu@ﬂmw 0.4 Gﬁﬂllﬁﬂ\‘]ﬂﬂﬂﬁWiNV] AS5-2

M54 A5-2: msaea1snelusznefiiAaue3a(internal Communications in the Workplace)

30 ICW
Communalities
Initial Extraction
Boardsl 1.000 .636
Boards2 1.000 727
Boards3 1.000 .605
Boards4 1.000 .532
Boards5 1.000 .606
Social Medial 1.000 .617
Social Media2 1.000 .832
Social Media3 1.000 770

a d v v d o (Y]
ﬂ‘l'i'J!ﬂﬁ‘lz?’iﬂ'ﬂNﬁNW‘]—!ﬁﬁzﬂ'j]\‘lﬂz!!uﬂSIIEN!Wia%%ﬂﬂ‘lﬂnJﬂUﬂZ!!uuﬁ'JN (Item-to-total correlation)

% @ J ' % 1 ) 1 ] 1
Tagn13iANUFUNUTHINNT 0.3 (Nunnally & Bernstein, 1994) F9agwumndomniuimaoogin

9 v ]
11NN 0.3 MINUA Tﬂﬂllﬂ?@gigﬁ’n\i 0.575-0.650 Gﬁﬂllﬁﬂﬂj’ﬂuﬁﬁ%‘m AS-3
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M319 A5-3: M3gemsmelusznial§iRaIua3a(internal Communications in the Workplace) %50

ICW
Item-Total Statistics
Squared Cronbach's
Scale Mean if | Scale Variance | Corrected Item- Multiple Alpha if Item
Item Deleted if tem Deleted | Total Correlation Correlation Deleted
Boards1 22.99 16.144 .650 .495 .846
Boards2 22.97 16.022 .647 .535 .846
Boards3 22.71 16.143 597 425 .851
Boards4 22.93 15.968 .587 .398 .852
Boards5 23.08 15.896 .637 .453 .846
Social Medial 22.98 16.011 575 433 .853
Social Media2 2291 15.477 .643 .623 .846
Social Media3 22.86 15.735 .597 .561 .851

a J d a o
5.2.2 myinsctesndsenoudadisn (Exploratory Factor Analysis: EFA)
a s 2 a o a9 P A o Y o oA )
MR seneumId1599 (BFA) iithvinaiiedisiatazsududemaiusiunamnsaly
a5U10 “Mm3dea1sneluszni19l§1iAane39(Internal Communications in the Workplace) 730 ICW”

Y
18 Tageansonaaevlddremnane lail

ANMYILAaTYaR 19U (Factor Loading)

13561791 0.55 (Hair, Tatham, Anderson & Black; 2006) itaadlua1s19 As-4

d
maulszansueanvesnseuLIn (Cronbach’s alpha coefficient)
4 a 4 1 o . . ' o
AN zrnNuaeandeIneluvoamazYom191 (Inter-item Consistency) 1AgLAAZVAMDINVDY
J Y 9 A Ay o A = o A 1o ] o a
p3Alszney desazneudanassmsdaluizesnedny Taelia ludinan 0.7 ua lainu 0.9 (Nunnally;

1978) uaaalumisng As-4

msmmanuulsisiuazan (Total Variance Explained)

Y
Tadosazunsnnuusdsiuiiar 60 Yu'ly (Kaiser, Jiffy, Mark; 1974) ugaelumsig As-4

MABH Kaiser-Meyer-Olkin Measure of Sampling Adequacy: KMO iann1ngd 1 uaaslumsia As-

4
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f1 Bartlett’s test of Sphericity iy

v

peAmana uaaalumsng As-4

a J d a o
M1319 AS5-4: ﬂ'l'i’J!ﬂ'i'l%?’ii’)\‘iﬂ‘iJ‘igﬂ@U!‘UQﬁ]ﬁ?ﬂslli’)\‘i ICW

Yomonu Loading
' 9 . Aa 1 4 A
Boards1 VNIAITUDYAVDN Viridian mﬂﬂizmﬁwmuammwmm 755
< o w a ua
Wulse Tesinuaulumsdgiaau
] {a 1 14 {1
Boards2 1Ia1390YaveN Viridian NAadszmarmuuesanuiiae | 755
Y
eliauinladhunens14usnisves Viridian iy
] {a 1 14 {1
Boards3 A5 VoYAVDA Viridian NARLszmaArUUBIAMUNANG | 709
Hglnnuivoyad Viridian Jusnmses lsiaueldnugnm
9
14
[ o 1 e g {a 1 4
Boards4 AuAg1I1IA15903ave1 Viridian Naalszmariiuvese 697
d‘ 1 [ ya
AU yagenuaulndya
Boards5 sunuuMheulaazinfsgalumsinauedoyavos 742
.., Aa 1 s A 1 Yo
Viridian NAAlszmMaARIMUaIANNNNI) dawaliiueen
91U
Social Medial Facebook U84 Viridian Lodge & Restaurant ﬁmmdﬁeﬁ’ay’a .675
[l { I 1 a [
amnasiitiuilse Temingelumsiusmgnivesnu
Social Media2 Facebook %30 Line ¥0a/ilouL1az019138 AvLmaivoya 727
[l {3 I 1 a [
amasiitiuilse Temingelumsiuimagnivesnu
. . A . A Jd Y o Yo
Social Media3 Facebook #30 Line ¥0atWouiaz019138 selnnu a5y .690
o o Aa A A a t%l Y Aa v k)
Aunzihng oud luilymimnayulums Idusmsiugnm
Y
1a
Cronbach’s alpha .865
Total Variance Explained 66.577 %
KMO Measure of Sampling Adequacy 851

Bartell’s Test of Sphericity

899.013, df 28,

p =.000
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5.3 Classroom-Based Training (CBT)

a J o
5.3.1 MIUAISHINUNINI0N ﬂﬁgﬂﬂﬂi‘%}'}ﬂ

a d v v d o
ﬂ‘lﬁ?!ﬂ'i'lgﬂﬂ'J'lNﬁNWHﬁiz‘ﬁ’j]Q'ﬂﬂﬂ'l5?’“9‘]1] (Inter-item correlation)

o [ o a [ 1 1 . v
Tagdamaiundsianudusius lunamadenu 1udsendn 0.2 50 0.3 (Everitt & Skrondal, 2002) %4

9 H [
wnulumsnageunssni1 Yomo1uineIny Theories (4) HazDMAININGINY Foreign (1, 2, 4, 5,

Il P v v
6, 7) TGN 0.2 ANTUIPNAREDN HAIINHUITNUNToMDIWNMEA00gLA Inter-item correlation

Tideanan 0.2 Fauaaa 3 lua1snan As-5

M3199 A5-5: msilneusuluFuSeunounsU§iiaa11e39 (Classroom-Based Training) 30 CBT

Inter-ltem Correlation Matrix

Theoriesl | Theories2 | Theories3 | Theories5 | Theories6 | Foreign3
Theories1 1.000 .615 .299 .219 547 .219
Theories2 .615 1.000 .318 .313 .622 234
Theories3 .299 .318 1.000 .540 322 .310
Theories5 .219 313 .540 1.000 .287 .240
Theories6 .547 .622 322 .287 1.000 .355
Foreign3 219 234 .310 .240 .355 1.000

a d [y
M3ANTILHATTINY (Communalities)

I a o 1 Y o ! Y A ' Y o
Lﬂum’mmm‘ﬁﬁﬂmummmmu‘ﬂiﬂiauﬂlmﬂlammmmamaﬂﬂizmﬂ"lﬂ@gslunﬂﬂlammmm

o S "9y 1 Lé 1 Y o d' [ . = :: [ d‘ o 1Y Z’,
o3ndsznou TﬂfJiJﬂW"lllu@fJﬂ’N 0.4 4NV UYBAIDINNYINY Foreign (3) HAIINIINNNUA AIUU

(3

= [ 3’; 1 Y o S "9 J é d'
WHNAABDN Wa\ﬁ]']ﬂuuv\lﬂ'J'WJﬂﬂl@ﬂ']fl'liJllﬂ']UliJu@ﬂﬂ'J'] 04 Gﬁﬁllﬁ@\?ll'ﬂuﬁ'li'mﬂ A5-6

3197 A5-6: MsineusulutuEaunoun51§iR14939 (Classroom-Based Training) #30 CBT

Communalities

Initial Extraction
Theories1 1.000 .723
Theories2 1.000 .763
Theories3 1.000 .708
Theories5 1.000 .755
Theories6 1.000 .785
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a d (Y} o d o (Y]
MSAATIZHANNTUNUT TTHIIASUUUVD WA VOMNNUASUUUIIN (Item-to-total correlation)
[ v J 1 < 1 o H [ 1
TaoA250AMUAUNUFUINNIT 0.3 (Nunnally & Bernstein, 1994) F99znuamniomoiuitiasogiia

9 v ]
W11 0.3 Nvua Taelin10g5znane 0.449 — 0.636 Fauaas 13 lua1sei A5-7
d' =3 g’/ = v a wAa a . . A
MINN AS-7: msvlﬂamﬁlwmiaunaumiﬂgummmq (Classroom-Based Training) ¥i59 CBT

ltem-Total Statistics

Squared Cronbach's
Scale Mean if | Scale Variance | Corrected Iltem- Multiple Alpha if Item
Item Deleted if Item Deleted | Total Correlation Correlation Deleted
Theories1 15.55 5.557 .556 429 726
Theories2 15.42 5.490 .636 .508 .699
Theories3 15.35 5.616 493 .335 .749
Theories5 15.30 5.851 449 317 762
Theories6 15.53 5.621 .600 444 712

a d d a o
5.3.2 myinsigtesndsenoudadis (Exploratory Factor Analysis: EFA)
a s < A o Ny A4 o T oA D)
MIAATIZHOIAYTLNOVITIF15D (EFA) mhmnmwaminuazﬂuﬂumammmawmmsa%
Aa = g =3 ' A oA a .. A Y
3U"Y “fﬂiPjﬂﬂﬂiwiu%uﬁﬂuﬂ@uﬂﬁﬂgﬂﬁﬂu%ﬂ (Classroom-Based Training) 150 CBT” ulﬂ T@]EJ

Y
ansonaaov ldasaaane lil

ARz UaR 19U (Factor Loading)

1396171 0.55 (Hair, Tatham, Anderson & Black; 2006) taaalun1319 As-n

d
maulszansueanvesnseuLIA (Cronbach’s alpha coefficient)
4 a 4 1 o . . ' o
AN zrANNaeandaIneluvoamaz om0 (Inter-item Consistency) JAgiAAZY0MDINVD
J Y 9 A Ay o A = o A v o ] o a
p3Alseney desazneudanassmsdaluizesnedny Taelia ludinan 0.7 ua lainu 0.9 (Nunnally;

1978) uaaalumisng As-8

msmmanuulsisiuazan (Total Variance Explained)

Y
Tasdosazunsnnuusdsauiian 60 Yu'ly (Kaiser, Jiffy, Mark; 1974) ugraslumisng As-8

MABH Kaiser-Meyer-Olkin Measure of Sampling Adequacy: KMO Hanin1ngd 1 uaaslumsia As-
8
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f1 Bartlett’s test of Sphericity iy

v

peAgnana uaaslumsng As-8

M3199 A5-8: msilneusuluFuSeunouns§iiaa11e39 (Classroom-Based Training) 30 CBT

TYomonu Loading
= a a oA Y = ] Y o
Theories 1 msEeuImUinauluiesou sregailszmelinu 262
penvzad lllfiianunugnaesaligndr lasuanuwels
. = Aa A oA Y = ' Y o Y H
Theories 2 mszeuIndPinanulunesson selnaudnlsvuneums | gg
Ufiaa e ldgndr lasuanumely
. = Aa A oA Y =3 1 Y o Y Aa
Theories 3 mszeuInUPinanuluiessou selnauaatonanailn | 1o
a A d' a oA [ Yy Aa
ninmsUfranuas e lhjiRnunugndies
Aasy X =) a a oA
Theories 5 suvuraz s MsdouvetoIMsdlumsteuIIaaY | g5
Tuesisou Inanennuaulaifouvesiu
. o 4 ' Y A o 9 1A ~
Theories 6 TiuuieusmFuiFousuutos lumu 3o aulumsBeou | o3
rnlfiaauludesisounouadlifinaues dawaldiu
- 2
aulaiFeunniu
Cronbach’s alpha 172
Total Variance Explained 74.701 %
KMO Measure of Sampling Adequacy 739

Bartell’s Test of Sphericity

194.721, df 10,

p =.000
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