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* M3 (Quantitative Research)

* mylgaumw (Qualitative Research)
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o wnvuraunau (Mix Method Research)




msJvaibousu (Quantitative Research)

YaLvknalumsive

1. yesjavangtiVedumn (To Explore)

2. yesiamanaLivaussna-wssann (To Describe)

3. amalavanatiaasune-vhinsenaduius (To Explain-Predict)
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navanaiamuan (To Control)
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° 1. ﬂaumsnmmussma (Descrlptlve Research) Tungumsivenas
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° 2. ngumsaaBanaasy (Experimental Research) Hum9Adedd
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msvaisousinu (Quantitative Research)

° 1. myadedrs1a (Survey Research)

° 2. msedinaaas (Experimental Research)
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madsadumidasdu (Exploratory Survey) samaufmaniasduiamsiEas asls adals
Toem e bifimunigu3neu wu msshsadsznad (Poll)

s adwssan (Descriptive Survey)
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msdadngly (Census)

msdhannngumadn (Sample Survey)




* ABmsuazaasiialumativiays

* myauuudIlesmslduuuadauanuuuiiaac (face-to-face

Questionnaire)
® Telephone Survey
® Mail Survey
® Selt-administered Questionnaire
® New Communication Technology Survey

° Longitudinal Study




misJvaisonaano (Experimental Research)
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* fimsianszyhimulssnmangideaula(Manipulation)
° iimsmuanmulsawmadu (Control)

® iimsduna-lananiiady (Observation)




msisaisoarumw (Qualitative Research)

o mITeEnumMn Ao msAnniienadinlaviaenaniuluesyuduasdaay %
Tumsdamsmsema mslasanuaznumeduiimaemanslugadagtiuiauldns
Aedenamnganndu asnmsdasimsiensiazanduilaandudhwane
(Consumer Insight) hilanudaimseslsuazanlitng asaaniimsaniuy
#a (Lifestyle) wavhiayaluainagms nadsguuvulumi 1 lumsunda
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o MmAdeamwiinaguanudaiuandlinnmsiteduiinalesdithnins
iiamsadne (Explanation) TiAaenuinleludsimasdnm tilassnauas
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o 1. Wumsmiiumsivelugninassund

* 2. iimsfnwluanuazeainsguie (Induction)

* 3. amwdushlumsnagay

* 4. waamwnusau 9 o (Holistic Perspective)

o 5. mihzwavdayadenuiudqaumwinnnilzna

* 6. wiunszrnumwadn (Dynamic)

° 7. 3mMelienudiangugs (Flexibility)

o 8. aamudEnuuazenuinla (Empathy and Insight)
* 9. AMMNYBIEIIEY
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* myMudnngmsalilsn (Phenomenology)

* myudEmaugissann (Ethnography)

* msledensaidnw (Case Study Research)

* M5IREMEITINMIguzusn (Grounded Theory)

* myuEUsIamans (Historical Research)
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* msdunamsal (Observation)
o msdumualingdn (In-Depth Interview)
o msdumuaingy (Focus Group Interview)

* mslenenitiiam (Content Analysis)
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Fowanuuwauwanu (Mix Method Research)

Step 1
) Step 2 Determine the
Determine whether rationale for using a mixed
a mixed design is design
appropriate
Step 8 Step 3 Select a mixed
Write the research researCh design and mixed
report sampling design
Step 7 Continually
interpret the data Step 4 Collect the data
and findings
Step 6 Continually Step 5 Analyze the

validate the data h data




Greene, Caracelli, and Graham (1989) laaguinguszasduainsim
Mixed Research #ldu

® 1. Triangulation

* 2. Complementarity
* 3. Development

® 4 Initiation

o §, Expansion
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