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Abstract

The purpose of this research was to study the life-style, the motivation of using the

low cost air line, the attitude on marketing mix, the image of 2 low cost airlines and the
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consumers’ behavior on using low cost airline in Bangkok Metropolitan Area. The samples for
this study were 400 customers of low cost airlines.

The results of this research can be revealed as follows: Consumers with different
gender, marital status, occupation, monthly income, education level had different consumers’
behavior on using low cost airline.

Consumers’ lifestyle on total activities aspect was correlated to consumers’ behavior
on using the low cost airline in term of a period of time, using frequency and the average buying
expense (Baht/year); in using Nok Air Airline at low level in the same direction. Consumer’s
lifestyle on total interested aspect was correlated to consumers ’ behavior on using low cost
airline in term of a period of time using Air Asia Airline at low level in the opposite direction. And
consumer’s lifestyle in overall activities aspect was correlated to consumers ’ behavior on using
low cost airline in term of using frequency using Air Asia Airline at low level in the same
direction.

The overall consumer’s motivation as well as the rational motivation were correlated to
consumers’ behavior on using low cost airline in term of time using Nok Air Airline at low level in
the opposite direction.

The overall consumer's motivation, overall rational motivation and overall emotional
motivation were correlated to consumers ’ behavior on using low cost airline and frequency of
using the Nok Air Airline and Air Asia Airline in the opposite direction at low level.

The overall consumer's motivation in facts of overall motivation, overall rational
motivation and overall emotional motivation were correlated to consumers ’ behavior on using
low cost airline and frequency of using the low cost airline in the opposite direction at low level.

The attitude toward overall marketing mix, overall products, overall prices, overall
places, overall promotions and overall processes were correlated to consumers ’ behavior on
using low cost airline whereas the relationship to the period of time in using Nok Air Airline was
in the opposite direction at low level.

The attitude toward of overall marketing mix, overall prices, overall places, overall
promotions, overall processes and physical processes were correlated to consumers ’ behavior
on using low cost airline whereas the relationship to the frequency of using Nok Air Airline was
in the opposite direction at lower level and to the overall product was in the opposite direction at
moderate level.

The attitude toward of overall marketing mix, overall places, overall promotions and
overall processes were correlated to consumers’ behavior on using low cost airline whereas the
relationship to the period of time in using Air Asian Airline was in the opposite direction at low
level.

The attitude toward of overall marketing mix, overall prices, overall places, overall

promotions, overall processes and physical processes were correlated to consumers’ behavior
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on using low cost airline whereas the relationship to the frequency of using Air Asia Airline was
in the opposite direction at lower level and to the overall product in the opposite direction at
moderate level.

The overall consumer's image, overall brand image, overall corporate performance
were correlated to consumers’ behavior on using low cost airline and the period of time of using
Nok Air Airline in the opposite direction at low level.

The overall consumer's image, overall brand image, overall corporate performance
were correlated to consumers ' behavior on using low cost airline as to the period of time,
frequency and expense (bath/years) in the opposite direction at low level.

The comparison among the airline’s aspects in term of attitude to the marketing mix;
consider the area of product, price, place, promotion, people, process and physical process
factors, found that attitude toward Air Asia Airline’ s product, price and promotion was better
than Nok Air Airline.

The comparison among the airline’s aspect of the image; consider the area of brand
image and service satisfaction found that the image of Air Asia Airline was better than Nok Air
Airline.

The trend of using the low cost airline was correlated to consumers ' behavior on
using low cost airline in the aspect of a period of time and the frequency at the opposite

direction in the opposite direction at the low level.

Keywords: Image, Motivation of using service, Marketing mix, Low cost airlines
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mmaqqﬂﬂamglu‘[aﬂ mamaanmlugﬂmaa fanTTu (Activities) anuawla (Interests) Uaz
ANNAALAK (Opinions)

;ﬁﬁ]“’ﬂvlﬁﬁwLl,mﬂmuﬁﬂﬁmiﬁﬂuummﬂumiaﬁmmm:ﬁwu@ﬁauﬂﬂﬁmﬁu
EIJLL‘iJ‘]Jﬂ'IS@‘i’]S\‘]%’Am"UE]\‘iEJT‘lJ%IﬂﬂﬁLﬂEll‘ﬁﬂ%ﬂ’l‘iﬁ’lUﬂ?iﬁ%ﬁunmﬁﬂuﬂizmﬂi“ﬂUiu@ﬁuﬁﬁmiim
uazanuawla lagdudsasnantdi lulsnaseuanuannusnunginssulsusmssansin
ﬁunu@‘iﬂuwﬂﬂgamwumum

uwIAAEasanEMENelsEEINSANEA T

we UszpinTdsznaudne WaTs wasiwandgy Andenugmaianuuand1anung
AnuAa elel  waznanad  INHINDANIINANNABINNT ananannIaauladefiudn
(wﬁ‘nmﬁ'ﬂqhﬁmﬁﬁmﬁsw, 2541)

a1 Wudasvivinldaudanuuandranulwiosanufausznninssn  uwanidu
ﬁlaﬁﬁmu@mwLL@m@hﬂuL’%iaammU']ﬂdwsfl,unwﬁﬂgaslaﬁm Usue sazifin (2538, w. 114-
115)

o

ADWANENTE (W INeAsglanesINE T, 2541) anwnwaNTE Saudany
@iams@l”@]ﬁulwmqﬂm aulgnasfifasznisanufauinninauiuasnuuds misedule
Tw3eedne 9 azldiadouninaufindssuusa Lﬁa\‘imn"l,&iﬁﬂﬁ:;dﬂwm ﬁaﬂuﬁﬁaaayﬂu
ANUSLAaTOLINNALARTILGINL

JTAUMIANBN miﬁm:nmaaqﬂﬂafﬂ:ﬁwa@iawq@ﬂﬁuﬂﬁm“’m‘%uklsﬁaLmn@hoﬁ’uvlﬂ
MNIZAVVIANNT wastraumsnifilasy Usue aaziafin (2538, w. 114-11)

81BN auiidendwensiudonwaalan ﬁLLmﬁ@qmmicﬁLLa:@hﬁwﬁaz‘éwm6] WANES
awld Femnldfariauaduazanudamulumsliiuduazusnisdieg dn nande wodnsw
mss‘ﬁ‘”af*naaQu?lﬂﬂazLﬂuwauwaJWﬂaW%wﬁqs_l (wﬁ'ﬂmﬁ'mﬂf*nﬁ'ﬂﬁﬁm%iw, 2541, . 173-174)

s1old neldiduniasiamnuaninudasniszesnt anenawinuanNfauaIn
AURINI G TINTINGANTINGNS g MIrmuanlouadwI AR IR vldvasguilnaday
@Iwuw) ENTWUS, 2531, u. 41) swalvl,@”ﬁaLﬂuﬁﬂéﬁLLﬂwﬁaﬁﬁmwm%m"’ty@iaw”ﬂuﬂ@ua:
wpAnssumMIuslname

A9 ldein wwANufail efnmansmelmnimans Adnadengdnssunsls
U%msmﬂmiﬁuﬁunu@%waa;jl"u%‘[nﬂ‘l,um@ﬂgamwumuﬂs gadmansiuwunuasiazanenin
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[apInlSiH]

UWIAANEINLUTIPII

Maslow (1954) Wui1 Wo@nssuvasauazgnimuauazaugulasusigslafianmme
wandanulddmwivudazan asi 1) aunnaufianudainitagasaaiat  wazlidauge

@ AN vo v = af o o a a ]
2) anwdesnsfldiunsaeuauauds fzdliussgeladmivnndnssndndald  duda
anudaanandslildaausuasviiunzddninadayanadinanld 3) anudasnisvasaun

Soaduiaduiuanudayanelumgs
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migslanduldaindrduanadesnisadnefisaidoy drautuanudainisi
i “Hierarchy of Needs” ff1aUTW 5 13213 Aa 1) ANUABINIIAIUINNEY (Physiological
needs) 2) AaNudsIMIANNAuAdILazaNlasansludia (Safety and security needs)
3) ANNABINTAUFIAN (Social needs) 4) ANNURBINTITNINToLFUNOTROA (Esteem needs)
5) ANNABINNIANNESIVEINY (Self-actualization needs)
mMy3aAEInUNIIgdla (Motivation research) 1luifns3duwndnyauguilnafilasy
anufisnaganineng lasudsdszinnuausgslaldasiy
n. wisgslalun1aBa (Types of buying motives) uilefidu
1) usapslalunfanmsi (Product motives) fa Bnfwadnsg Aviliguilna
o~ A A A a o A P A a P A X a £y A a o
anfulaifiandefudrriialasfianiiunudnofionts usagdladszinniifianadasnisdaiuen
) ' A o a a A a ' « A &
Tl lianzas lusmnoins axfiusspladndszinnniiasondy “ussgshalumaidende
. . a o & ' o &g a o Ao A Ao
131239 (Selective motives) IuFIrMuaLRanIAITIzBanTa UM AT ERaniledvalalasians
2) un9yslaguiug (Patronage motives) fia n3dafulazasruslnadn arsezifan

o o '

ganinuladaazinanzan nmidaduladinanetafweuanaisedsnidudadvdrazyde
MIGAAKIIVAII 1TU 101 AW ANNFTAINELNY
& Aa . . . A

2. LLN@G%m‘iumuﬂnﬁdgﬂﬁ]“{mm@wa (Emotional and rational motives) BIRINIIN

widldaanidu
1) wivgalanmaduarsual (Emotional motives) anwazvatusizslatlzinnii fa
o o A & a v da X I o @ a ' %
anpazaasmisaaulafendafudiifedulanlidndudasiimilasarymimeualvseunay
A o A A a X v A o
WWoraw iumsdaaulanifetulasruinule
Aa a & o A X a o
2) wispalanfiivana (Rational motive) usigslazfiai midaduladafudias

& e o Y n o a o v e
JuagnuansuemIlinu gmnnsasiud1 anvaamunsasiud uszmldvasuilae
A v A X A o &
AMTUANTN Fanuszainauislunsltiaznisse

;j’“m”ﬂvl,@m']Lmemﬁ@ﬁLﬁaﬁﬂmmmﬁi"uw”uﬁimdwLLNgolwa%‘TUﬂNﬂﬁ'ﬂ
wqﬁﬂﬁumﬂ“ﬁu?mimUmiﬁué’unm‘iwad;ju%InﬂluL“mﬂ;amwmmuﬂs PaIFNENIIT
wnkasuazanansiuuasiaids

WHIAALNLINUNABAG

v a . =2 v A A a o A A a A o o

niaund  (Attitude) wanefle anwlindoaniouiinelvingdnsanfisenadasny
o A A f AA . A a & a .
anumzNNanalansaliNsnalanddofilafanis afWuuw Loud AUA (Schiffman, & Kanuk,
1994, pp. 657) N3DB1IRNBN ﬂ’]iLLa@dﬂ’)’]&liﬁﬂﬂ’]UI%ﬁa:ﬁa%’hqﬂﬂaﬁﬂ’J’mIﬁNLS&JG wala
nyalinaladaunsfs WU @AEud USNNs uddin  esnnidunareInIzuInng
n9iadne viauad ldaunsadanainldlasasidasusasigaaandnafisazls ezl (a3
WHNMM, 2542, . 1068) viewadiduleonaivinnie 1H9aU  anwMzveINAUBAGTAIR

v ada . a A o A A a AN o a ) .

1) Miaunafiddedinis 2) iauadiduitasasdsacanluavonldifouiin (Attitudes are a
learned predisposition) 3) vawAd aildAswudadsluuiliuazadduadin  (Attitudes have

. a aa & v v . bt . .
consistency) 4) NABAALNAYLANN aldmniziiaday (Attitudes occurred within a situation)
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Lma'aS'ﬂﬁwaﬁﬁwa@iamiﬁmuﬂﬁﬂuﬂamaaqma@ia?waw%ammﬁ@lﬂmmﬁwﬁa
(\&3 29BN, 2542, w. 108 -110) lduA 1) dszaunmsailasass uazUszaunsatluada (Direct
and past experience) 2) ANTWaNATALATA LLa:Lﬁau (Influence of family and friends)
3) NMIARALUULINZIY (Direct marketing) 4) ﬂ’liLfl@%’u@iaaamaﬁu (Exposure to mass media)

;ﬁa"’n"lﬁﬁ’nm’am’mﬁ(ﬂﬁlﬁaﬁnmﬁﬂuﬂ&@T’md’mﬂi:aumam*mm@ﬁ"uwqanﬁu
mﬂ"ﬁu’%msmsmiﬂuﬁunuﬁwaaQu’%lnﬂlumeﬂEaLﬂwuﬂwuﬂi PpdamuMIDBUNLET uas
semsiuuasiode

LLmﬁﬂL?imﬁ'quammé'ﬁfnﬂ
wqﬁmwgﬁfﬁim (Consumer behavior) #angiis ﬂg’jﬁ%mmaaqﬂﬂaﬁtﬁmﬁaﬂ@uma
Aumsldfy  uadldRumuazuinamaimsgie uninzuaumIde g sasmidadula
Fofarion uaztdudrmuuadfisendsg IENT (a@laﬁ QIANG, 2543, . 5)
misaaulaZodudr  uazuinislag a:ﬁmm@m%aﬂvw”ﬂéwﬁtylumsﬁ'ﬂﬁu‘lwﬁa
2 Uszms (@770 1E33a% LLazﬂuﬁus], 2541, u. 41) laun
1. mis’f}va@”'mmqwa Lflumis’f}vau%mﬂ@zm'ﬁm”ﬁaQawmﬂ%‘mmﬁmuﬁauﬁaz
@T@ﬁulaLﬂ%gﬂﬁﬂg‘iﬁﬂﬁﬁmwﬁa LLa?"aﬁT’lTaQauﬁLﬂﬂzﬁi'}mﬂ%ﬁmﬂfuﬁmwmj”wﬂ'm?avl&i
masaaulauuuilinnulumamsunnniweands enrannanneoinazneesunifidendi
aafiuazduaInTIuNAR
2. miBashoensual anfatuiwangannniuwame misesulauuuitendu
msm”@ﬁulaﬂ"ﬁ’u%miash\ﬁam%’aLfliavlﬁif'uﬁagamoaﬂﬂoﬁmﬂizé;fmiaummﬁaomimsamwm
Wunanszdudanlififiangdnsruriud Lm:Lﬂumjuﬁﬂamhm?umm%m%‘umw%mi
Tunsinile g suaniaNuazAINANELNY AMUFIBIN WAZANUNINT
mﬂmm’;ﬁ(ﬂLﬁmﬁ‘quﬁﬂiiwadg‘{u'ﬂnﬂ ARae ldumwiAacng g anlfiduuuwanislu
ﬁﬂquﬁﬂimmﬂ“ﬁu’%mimumiﬁud’uumﬁmaa%u%lnalumn;amwumuﬂs WBIRIENITL Y

wnuas wazanomsiuuasiaids

u,m?ml,?'imﬁ'nns:m%mséi’m%u‘lwaa;in‘%fnﬂ
Tumsdasulade QU%Inm]’ﬂa:ﬁmlmﬂmmﬂuwmwﬁLﬁmﬁaoﬁ'umsm"’@ﬁu‘l,m%aﬁuﬁw
UDINLDY Lm:;\i}’ﬁmﬁ&l lasguilnaudazan funummindiengg waih
1. §55% (Initiator) ﬁaqﬂﬂa;ﬁﬁuﬁﬂﬁqmi%ﬁuﬁﬂaahﬂ@ashmﬁa

A

2PN A o A A & « dAa a . v a g e
RYNAD) (Influencer) ﬂa]{ﬂﬂﬂaﬂuﬂj’]uﬂﬂl:“u auuaﬂﬁ‘wa@mﬂﬁi(ﬂﬂaulﬁl“ﬁavlﬂ

N

2Xe 2

v

3. AaFwlada (Decider) fia yﬂﬂagﬁéﬂmameﬁﬂﬁlumiﬁﬂ§u1&1%a’jw:%a§u@ﬁ"ﬂ

2

a2y Goilvu Goatnels
A P o A

4. ¢a (Buyer) fa UAARNINRINTA LN TBaRUM

3
v o o

5. 44 (User) A yaaadnviminnuilng wia 1dauduazuing

9 U

UWIRALREINUAIWAN B
awanwal U 7819339 (Objective facts) UINAUNNTUSHLAUEINGL (Personal

judgment) usnaraidunnielslae ;j‘l,umwfﬁnﬁﬂﬁm 0IYANRDEWIULEWWIL  BINTI9L



'J'ﬁmﬁ?u‘%miqﬁfﬁﬁ]ﬂ’%fuﬂ’%umﬂm 9 3 21000 2 W8 - N8 2555

a = ' a & v ' & & 9 oA
Wasuudas  Gvonavzuandr gliannaniwanuadenile  wnziiawnainuldlaitesees
T0119939  (Reality) udifisdad9i@e7  wdldwi3a9517209m3503  (Perception) Nuuwdian
ﬂ'awfﬁnmu@i"'an‘f’lvlﬂﬂzﬂuagluﬁal,ﬁaa%aﬁ'm (183 1¥umIN, 2541, B. 13)

o o

T AATAUNS (2540, . 81 - 82) ldduundszianvasninaneaiaanidu
4 Uszinn asft
o & A o . A A a & a a
1. MWanuoiaIuSEn (Corporate image) Aa AwAtiaduluialazastszmoud
A A o ' a ' ' & o o ' Y o a
fdausun vﬁa'mmmﬂuﬁqiﬂmmﬂmmwm AwaneaiaInaBazruneTIN Ut umIuIng
$#38N1390M T (Management) VaIUTHNUAIBUALY UATHNETINDIFUAMKNRAAUN  (Product)
WazUINNT MIUTNNT  (Service) NUTEMUUIIWINY  wazdInansTINIAINIIB9IUTIN
N18AANNT LAZFUAN WNIBLINNTVILSENUAINUGE
o & o A & . . A A a X
2. MWANBOBIFINLY K3889ANT (Institutional image) Ao NMwitiadnlulaves
Uszmauiifideanitiv wioasdns dulngiiuiaisantn wiassansiiosadiadon ldnais
FUMnIauIMINIMIne
o & a o A a ) . A A a &
3. MWANWIUYBIFUAT KBIBUINTT (Product/ service image) A awfadulula
Aa . a o A ~ Ao oA ' a ' 2 o & A a o
P IUTz T TUNTdaRuUd wIausSnIvaIuSENINeIaadyd Tisindidasdns wiausun
o el a o 2 . A o ed a X
4. mwansainddefumanlans nils (Brand image) s nMwansainiiadulula
Ad . a o Aw Ao P2l A A A A 9
Yaitszmnsunddefudinaladneanits wSaan (Brand) a5laasnils nIataIasnanun1Im
4 o 4 o A
(Trade mark) LATBIRUILNNIAN LALATOIRANENTATAS
lumatdvluanat  @Aduldiumfatunlflunsd@nsudioufiouninansal
3 @ U fa uadravaIRua, BATNIWINTLINT LA U AN B NIAURRI UV
29ANT VAIFNLNIHUWUNLEST NUsFLMIDuLaTIaLT:
ad o a a o
ADANLBWHNIINVE
dszznIuazninn2aEg
Uszrnsnltlun1siay Ae EjTu'%Inﬂﬁmﬂl“ﬁu’%mimumsﬁuﬁunmﬁﬁ'&awmiﬁu
) H s o a A oA A & PN & a A
@mnumluﬂi:mﬂﬁmﬂaquw 2 sumshu Aa snannsDunnuas wazsonsiunasiolde o
@ i A ' ° A o, @ A & o
mﬂuagiummﬂgomwumum Folainudwindszansfuviwan 1 (Maen Nndioduns, 2544,
W. 4) ‘fiasl%gmmsﬁwmmvlﬁmmﬂﬁaaihdwhﬁ”u 385 628814 LLa:Lﬁa’Lﬁﬂﬁjuﬁaazhat,ﬂuéfumu
P9U5211nNa 39 leANAI0E7198N 15 @208 L HaMIAANAS S TUNINNA 400 @288
MLRANNANAIDEY
<& a v A e ' . . A =
Anaann 1 1°mﬁmsmaﬂﬂqwmammmmm:m (Purposive sampling) lagiRaniiy
Tay8N 2 FONUN Aa vinanas T uaawiag UREnNaMAFITIOR)
annawi 2 lEmsmwuauuulaid (Quota sampling) W AuadwIBABENINL
vAuluudaniunanduaann 1 laaniunaz 202 a1t
& a v @ ' . . A =
Inanann 3 fLmﬁmsqwmaqumuazmﬂ (Convenience sampling) lagifantiu

‘SQU?’JN%@Q&@I’IN&D’I%ﬁIWIﬁm aun 1 Lﬁﬂl%ﬂﬁﬁﬂ%l%@ha{i’mﬂiu 404 q1a89
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iasflafilFlunsdse

iavlalfuunseunwlumafivrurateys lasuteanidu 4 dau et

dufi 1 ﬁwmmﬁmﬁ'ué“nwmzﬁaQad’mqﬂﬂa Wudrauuuuliifenaauiissdiaay
L@en

dufl 2 frnwLApany gﬂtmumss‘mﬁu%%ﬁﬁ@i AN AnIsNMSITUSMIznensdu
ﬁunu@%w laziudnudszinnineanaiudszanme (Rating scale) Tugduunuasfifim (Likert's
scale)

dudl 3 ﬁmmLﬁ'mﬁ'umagﬂwadQu’ﬂmﬁﬁ@iavmaﬂﬁumﬂ%mUmsﬁuﬁunu@sn
Wudoudszinnunangindszunmen (Rating Scale) 1ugﬂ WUDUBIRLATY (Likert's scale)

daudl 4 uJ'%mJLﬁﬂuﬁﬂuﬂﬁ(ﬁmmuﬂizaumammm@maaawUmsﬁuﬁunmﬁ'] 51"
Faf0IWULL (Semantic differential scale) lapupnidusedausainnufainlwsasiaund
ﬁwudmﬂs:aumammmmaaQuﬂnﬂ“?iﬁ@iamﬂmsﬁuﬁunu@%ﬂuﬁm@m 9

dufl 5 Lﬂ%ﬂmﬁmuﬁmmwﬁnmimaaammiﬁuﬁunmﬁ']ﬁﬁ@iamﬂ“ﬁu%miLﬂu
Faf101uuLY  (Semantic differential  scale) lazusnidusnTausasnnufaduluie
mwé’nmﬁmaamﬂmsﬁuﬁunm‘ﬁgﬁinﬂﬁﬁ@iammmﬁu‘luﬁm@m6]

qufi 6 ﬁ'm'mLﬁmﬁ'quﬁﬂsmmﬂ”ﬁu’%msmUnﬂsﬁuﬁunu@‘%w Wudranuiuy
t/anzida (Open-ended question) Lﬂumﬁ?ﬂﬂ'ﬁlgmmu AANEIN (Ratio scale)

& 7 §1onuLieany LLmMumﬂ“ﬁu%mm']nmsﬁuﬁunuﬁwaa;ju’%Inﬂ
udadonuuuy (Semantic differential scale) Tasugnidusedausasnnadadiuluzosuws iy
mM3lFusSmIan ﬂmsﬁué’unm;n

M3NATHTaYA

1.MFNATLRADALBINTIWI (Descriptive analysis) Lﬁiaa%mﬂﬁagmﬁmﬁu bt

§audl 1 iagmﬁmﬁ‘uﬁ'nwmxﬁagaﬁauqﬂﬂa ’“Jmi’l:ﬁ“ﬁaﬂaimUﬁwmuammdfﬁwmu
mmﬁ (Frequency) LazAN3 B8R (Percentage)

§aun 2 iagagﬂuuumiﬁnﬁu%%ﬁﬁ@iawqﬁmmmﬂ%ﬁ%msms_lmiﬁuﬁwqm@‘ﬁ

faufi 3 LLsdg\ﬂ,ﬁmaa;Eu%Inﬂﬁﬁ@iawqﬁﬂﬂmmﬂﬂﬁmﬂmiﬁué’unmﬁﬂ

§ufl 4 viauadUasuiugindszaunamInae

§aui 5 L‘]J‘%s_lmﬁuuﬁmmwé'ﬂmimaamﬂmiﬁuﬁunu@‘ﬁﬁ'ﬁ@iamﬂ%ﬁmi

§aufi 6 wqﬁnswmﬂ%’u’%mimaamﬂmsﬁuﬁunuﬁﬂ

§aui 7 LLmIﬁumﬂ%ﬁmimumatﬁmﬁ"unm"h Aemzitayalasinanuanuag
§1un ALaaY (Mean) uag ﬁﬁLﬁmmummgm (8.D.)

v
A

2. MINATITAANABIaRN (Inferential Analysis) Hnoaziduaasis Ao

anwudayadInyAns UIznaudin LWe DMBATW 8Ny AUNIANET 21T

nele 7 den uaneeny ﬁwqaniiumﬂ%ﬁmimﬂmiﬁuéfunu@%wLmn@hoﬁ‘u JaTzrene

gNANINasay  (t-test) Lﬁaﬂ@aaummLmn@mizijmjmﬁazha 2 ngw Tunsid

nsimi"’sasmmnﬂ:h 2 nguw JansicsrianimesauanuLlsUIunaier (One Way
ANOVA)
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LNEITE
NAuA A UEIBLTzauNIINIaa AU Ia N TDuAUN U Jaszrauada
Qs o 6 =1 =1 =) 1 Ci ‘14 1 1 Qs 1 1
NAFOUANUFUNUE WiauSuuiisuALaiovas 2 dssnauuudue I@Umiqumamaﬂi:mmatm
Wudasedani
mwa‘”ﬂmﬁmumﬁﬁuﬁunuﬁﬂ LANGANY FATIZRALFD ANARALANMUFUNUT W30
a a ' A o . @ . ' & a . e
wWisuisudadeves 2 dszmnauuudve Tmmsqwmamaﬂs:mmamaLﬂuaasmaﬂu
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1. myeneiteayaansuzlszmnimand ldud e, ey, ssaumsding, andnuaz
Melddaidon wud gaevunuseumudwlngiduinandgs Aadusona: 57.5 sesasnniu
wertne Aalduiaas 42.5 ﬁmq@"hﬂiﬂu%mvhﬁ‘u 30 O Aaudlusonas 45 aounnlaa/ wine/
usnnnag Aatduiaua: 68.2 1IWWINIW gninvuTEnienTy Aaduiaus: 38.5 froldade
@iaw‘ﬁ'auayjlumwﬁmim%awhﬂ”u 15,000 11N Aetdusawaz 27.3 szaumsdnulSypied
Aaidudnwan 74.2
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