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ABSTRACT 

The World Bank reported that Thailand has already become an upper-middle income 

country. This is based on Thai Gross National Income (GNI). In 2019, The Ministry 

of Digital Economy and Society (MDES) reported that the average monthly income 

per household in Thailand is consistent with this determination.  Nowadays, 

Protestants are 0.75% of the Thai population. Most Christians still live-in low-income 

provinces. The data shows that 78.59% of Thai Christians had a household income 

lower than the country's average. Only 21.41% of Christians in Thailand have a high 

income and belong to the majority economic class. Urban upper-middle-class is 

increasing in number and gradually gaining economic power over the country not only 

in the present but in the following decades to come. Thai Christians must understand 

how to reach this majority group effectively.  

This research was conducted to determine the most effective methods of 

communicating the Gospel to urban upper-middle-class in Thailand. The main 

question of this research was, “What are the most effective methods of communicating 

the Gospel to urban upper-middle-class which elicits the most positive response?” The 

researcher used a quantitative research methodology sending 415 questionnaires to 33 

churches located in 10 urban cities in Thailand covering 3 major church organizations. 

Research findings indicate that personal experiences with God, the Christian 

community, and Bible study were highly influential with urban upper-middle-class. 

Clarity of the Gospel and engagement with the Christian community were highly 

effective practices in evangelism. Thai Christians should emphasize God’s love in the 

Gospel, presenting Jesus Christ as the centrality of the Gospel along with emphasizing 

spiritual experiences. It was determined that: intensively following up on new 

believers, using the Gospel and enhancing love with a warm atmosphere in church 

meetings, can all be highly effective in establishing new Christians in their faith. Thai 

churches should develop Facebook and YouTube channels for evangelism as well. 
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CHAPTER ONE 

INTRODUCTION 

This quantitative research explores how to evangelize the Gospel to urban upper-

middle-class in Thailand effectively. The first chapter consists of three primary 

sections: (1) the research question to be explored, (2) the description of the area of 

research, and (3) the significance of the study. 

A. The Research Question 

The dissertation's purpose is to find the most effective methods of communicating the 

Gospel to the urban upper-middle-class in Thailand. The research question is, “What 

is the most effective method of communicating the Gospel to urban upper-middle-

class which elicits the most positive response?” 

B. Description of the Area of Research 

Thai urban upper-middle-class is defined as people who live in large metropolitan 

areas and are provided the opportunities to reach the necessary economic resources for 

a better living standard. Urban people, as opposed to those in rural areas have 

improved their standard of living and economic growth since the 1960s, especially 

after Thailand implemented the first National Economic and Social Development Plan 

in 1993 (Eoseewong 1993, 49-66). This economic development affected Thai society, 

the economy, and affected power shifts. At that time, Thailand changed from an 

agricultural society to a newer industrial country with impressive GNP1 growth (Baker 

and Phongpaichit 2015, 277). This urban group is increasing in number and gradually 

gaining economic and political power and will continue to do so in the following 

decades to come (Klinra 2007, 27-31).  

 
1
 Gross national product (GNP) is an estimate of total value of all the final products and services in 

each period by the means of production owned by a nation (Investopedia 2019). 



2 

 

 

 

According to the World Bank,2, Thailand has been categorized as an upper-middle-

income country with an annual income of USD 3,996 to USD 12,3753 or a monthly 

income of THB 10,338.654 to THB 32,017.22 (The World Bank 2020). 

This study will cover churches in major church organizations: Presbyterian, Baptist, 

and Evangelical Churches in the large urban cities in Thailand. The target group will 

be classified according to monthly income with a lower limit of THB 25,000 (USD 

805.23)5. This number was selected based on the number provided by the World Bank 

on upper middle class income classifications. Respondents will be age 20 and above, 

with education limited to high school level and above. 

C. The Significance of the Study 

Thailand's society has dramatically changed from power centralized in the absolute 

monarchy into an early democracy after the social and political revolution of 1932. 

Even though power was centralized in the military, some power was decentralized to 

ordinary citizens in every region (Klinra 2007, 27-31). 

Over 20 years ago, Thai society began a big leap from a rural society with lower 

income into urbanists with lower-middle-income and the upper-middle-income (Baker 

and Phongpaichit 2015, 289). People slowly migrate to large cities to find 

opportunities for better income and living standards (Piriyarangsan and Phongpaichit 

1993, 19). 

Dr. Nithi Eoseewong, a Thai social science scholar, explained that urban upper-

middle-class is accepted as vital change agents to many societies in the world, 

 
2
 The World Bank assigned the world’s economies based on GNI per capita in current USD to four 

income groups — low (less than 1,026), lower-middle (1,026 - 3,995), upper-middle (3,996 - 12,375), 

and high-income countries (higher than 12,375) (The World Bank 2019). 

3
 In calculating gross national income (GNI—formerly referred to as GNP) in U.S. dollars for certain 

operational and analytical purposes, the World Bank uses the Atlas conversion factor instead of simple 

exchange rates. The purpose of the Atlas conversion factor is to reduce the impact of exchange rate 

fluctuations in the cross-country comparison of national incomes (The World Bank 2019). 

4
 Using the average annual rate from Bank of Thailand. USD 1 = THB 31.0470 (Bank of Thailand 

2021). 

5
 The researcher practically selected estimation based on the monthly income from the World Bank 

(The World Bank 2020), MDES’s monthly income of THB 26,946 (MDES 2019, 287) and the monthly 

income suggested by Anek Laothamatas at THB 49,000 (Laothamatas 1993, 118).   
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including Thailand. This class of people influences many areas of society, such as the 

economy, politics, technology, art, and lifestyle (Eoseewong 2014). Urban upper-

middle-class is increasing the size of the economy and are expanding in large cities 

like Bangkok, Chiang Mai, Surat Thani, and Udon Thani (Ministry of Digital 

Economy and Society 2019). 

Presently, Protestants are 0.75% of the Thai population (eSTAR Foundation 2020). 

Christian populations are scattered in the Northern part of Thailand. The largest 

Christian population is in Mae Hong Son, Chiang Mai, and Chiang Rai (eSTAR 

Foundation 2020). Thai economic statistics information show that these provinces 

have meager income compared to major metropolitan areas in Thailand (Ministry of 

Digital Economy and Society 2019). These groups of people have lifestyles that do 

not reflect the lifestyle of the majority population in the urban centers of Thailand 

(Baker and Phongpaichit 2015, 278).  

This research topic will investigate how to evangelize to the urban upper-middle-class 

of Thailand effectively, including what we already know about evangelizing, forming 

student groups, evangelizing through a personal network, or inviting new guests to 

outreach events. This investigation will cover effective evangelism strategies and 

methods in urban churches from the major church organizations in Thailand: The 

Church of Christ in Thailand (CCT), Thailand Baptist Convention (TBC), and The 

Evangelical Fellowship of Thailand (EFT) as representative of all Thai Protestants6.  

These churches need to review evangelism methods or affirm their existing strategies 

to be appropriately effective. Pastors also need to review their evangelism strategies 

to effectively reach out to this group of people who are now most of the Thai 

population (The World Bank 2020). 

 
6
 The total of the Christian population from the major church organizations: The Church of Christ in 

Thailand (CCT), Thailand Baptist Convention (TBC), and The Evangelical Fellowship of Thailand 

(EFT) are 92.91%. The rest of them are in the independent churches (eSTAR Foundation 2020). 
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D. Limitations and Delimitations 

1. Delimitations of the Study 

From a survey of Thai churches (eSTAR Foundation 2020), this researcher had 

selected only churches in the urban metropolitan areas of Thailand where there were 

statistically significant amount of the target population (see Appendix A). 

The urban upper middle-income people were explained by 1) the age 25 years old and 

the upper, 2) with the minimum salary of THB 25,000, and 3) education higher than 

primary school.  

This researcher realized that the upper-middle-class could be varied than the criteria 

of people in the study and they could be found in churches beyond the areas within the 

church’s selection. 

2. Limitations of the Study 

As the questionnaire survey was conducted during the COVID-19 pandemic, there 

was difficulty in gaining cooperation among churches in several provinces. The 

researcher concerned on their readiness to answer the questionnaires due to this 

obstacle. 

The upper-middle people’s lifestyle and activities kept changing dynamically because 

of the disruption in work, society, technology, and the economy.  

The research was limited by respondents’ ability to understand and express their 

spiritual experiences.  

Many complicated factors in evangelism to upper-middle-class that could not be 

controlled by the researcher.  
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E. Chapter Summaries 

1. Chapter One: Introduction 

This chapter consists of the three primary areas: (1) the problem and its setting, (2) the 

research question to be explored by describing the area of research, and (3) the 

significance of the study. The dissertation will review and investigate how to 

evangelize to the urban upper-middle-class effectively by answering the research 

question, “What makes the urban upper-middle-class interest in God?” 

2. Chapter Two: Literature Review 

This chapter will focus on three significant areas relating to the topic of research: (1) 

evangelism and the Kingdom of God (2) urban evangelism in the New Testament and 

in the 21st century (3) evangelism to upper-middle-income-people, specifically in 

Thailand. The scope of evangelism as defined by the Great Commission is broad, but 

this research focuses on the conversion of Thai urban upper-middle-class to 

Christianity.  

3. Chapter Three: Research Methodology  

This chapter will describe four parts of the methodology: (1) research strategy and 

procedure (2) research methodology (3) research respondents (4) questionnaires, data 

collection, and data analysis. The quantitative research methodology is statistically 

crafted to review and explore the effective methods of bringing the Gospel to urban 

upper-middle-class. The online field survey collected 415 questionnaires from people 

within the targeted churches in Thailand. 

4. Chapter Four: Findings and Results 

This chapter will detail the findings and results of the research. The researcher 

investigated four areas: (1) the demographic of the research sample, (2) how the urban 

upper-middle-class discovered God through evangelism, (3) influences that help make 

urban upper-middle-class become commitment in the new faith (4) effective practices 

in evangelism. The statistical analysis revealed significant data to indicate several 
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effective methods of communicating the Gospel to urban upper-middle-class which 

elicits the most positive response. 

5. Chapter Five: Conclusions and Implications 

This chapter will review the research results and discuss the implications of the 

findings for the research question, “What is the most effective method of 

communicating the Gospel to urban upper-middle-class which elicits the most positive 

response?” 
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CHAPTER TWO 

LITERATURE REVIEW 

This review of the literature will focus on four significant areas relating to the topic of 

research: (1) exploring evangelism and the Kingdom of God (2) urban evangelism, 

such as urban evangelism in the New Testament and the 21st century (3) evangelism 

to upper-middle-class, specifically in Thailand and (4) relevant researches. 

A. Evangelism and the Kingdom of God 

1. The Kingdom of God has Invaded the World by the Incarnation of Jesus Christ 

The Gospel of the Kingdom of God is a dominant theme of the New Testament.  This 

good news was first preached by John, the Baptist, who cried out in the wilderness of 

Judaea to prepare the way of the Lord (Matthew 3:2). Soon afterward, Jesus Christ, 

the Messiah, came on the scene: "After John was put in prison, Jesus went into Galilee, 

proclaiming the good news of God. “The time has come,” he said. “The kingdom of 

God has come near. Repent and believe the good news! (Mark 1:14-15). Throughout 

His earthly ministry, Jesus preached about the Kingdom of God (Luke 4:43). He began 

His ministry by proclaiming the kingdom of God, teaching, casting out demons, 

healing every kind of disease and sickness. His ministry was a demonstration of the 

amazing power of the kingdom of God (Matthew 9:35). Following His resurrection, 

Jesus spoke to His disciples for forty days about the Kingdom (Acts 1:3). Jesus 

commissioned His followers to take the Gospel of the Kingdom to the ends of the earth 

(Matthew 24:14). 

Jesus called people to repent and believe in the Gospel. (Mark 1:15) Because 

repentance and trust in Jesus Christ will bring salvation and allow the believer to be 

born again into the kingdom of God. Jesus usually taught about the Kingdom of God 

through parables (Mark 4:11). The parable of the Sower gave a picture of different 

responses to the arrival of the kingdom of God (Matthew 13:3-23, Mark 4:3-9, Luke 

8:5-8). The parable of the growing seed, the mustard seed, and the leaven explained 

the arrival and expansion of the Kingdom of God that will influence the earth little by 
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little until it expands throughout the whole world (Matthew 13:31-32, Mark 4:26-29, 

Luke 13:18-21) (Snodgrass 2018, 190-225). 

Jesus explained to Nicodemus that the acceptance of the Kingdom of God comes by 

repentance and trust in Him so that one would be born again in spirit. He used the 

example of human birth in comparison with spiritual birth. To enter the kingdom of 

God, we need to be born of the Spirit7 (Witherington III 1989, 155-160). Believing 

and repentance were different but related. Changing life direction and attitude means 

“repent,” changing the direction of your life through an attitude changed towards the 

things of God. Repentance leads to action. The action of repentance is ‘belief,’ and it 

implies the entrusting of our life and our conception of what and who we believe 

(Riggs 2014, 24). Therefore, to be born of the Spirit means changing what we think 

about God and entrusting ourselves to Jesus, the Messiah”. True repentance in the 

Spirit is necessary for born-again Christians and their life journey in faith (Gilbert 

2010, 79). By sacrificing His life, His precious blood has become the atonement for 

our sins. Anyone who believes in Him will not perish but have eternal life (John 3:16-

17, Acts 3:19). Therefore, salvation is by grace through faith in Jesus Christ, not by 

works of any kind (Ephesians 2:8-9). 

Jesus taught that our response to the kingdom of God should be as follows: (1) the 

proclamation of God's kingdom according to the Father's command (Luke 4:43-44); 

(2) to be careful not to neglect our response to the Gospel (Matthew 13:19; Mark 9:45, 

47); (3) to respond to the kingdom of God with diligence because we must keep our 

faith amidst tension of internal and external factors (Matthew 13: 20-22); (4) to 

remember that judgment is for those who do not respond (Matthew 13:47-50) 

(Snodgrass: 2018, 490); (5) to understand that love of the world and trust in the things 

of the world are obstacles to entering the kingdom of God (Matthew 13:22; Mark 

10:23). 

 
7
 The meaning of “born of water” is not water baptism. Two kinds of birth are explained by being “born 

of water” is referred by Jesus the natural birth as the amniotic fluid surrounding the baby in the womb. 

Another kind of birth is of “Spirit” means obviously spiritual birth by accepting Christ. 
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2. Apostles Preached the Kingdom of God by Emphasizing Jesus 

The apostles in the early church called their new movement "The Way," emphasizing 

their belief that Jesus would lead his followers to the kingdom of God (Shelley 2013, 

18). After Peter received the Holy Spirit, he preached the Gospel of Jesus Christ, 

whom Jews had crucified on the cross, but had risen. He called Jews to repent and turn 

to God so that their sin would be wiped out (Acts 3:19-20). Rapidly, 3,000 people, and 

afterward, 5,000 people converted. Repentance from sin and turning to God are 

essential (Bock 2007, 175). Paul told everyone to repent and turn to God (Acts 26:20). 

He also explained his perspective thoughtfully through his role and responsibility to 

preach the Gospel (Acts 20:24).  

Baptism in the apostolic community was different from John’s. John's baptism was a 

way of professing faith in a kingdom yet to come. Baptism in the infant church was 

what theologians called eschatological. It marked the entrance into a spiritual kingdom 

already proclaimed, though not yet revealed in its fullness. These first Christians came 

to believe that the death, burial, and resurrection of Jesus, followed by the coming of 

the Spirit at Pentecost, were divine events (Shelley 2013, 19). R.T. Kendall explained 

that the concept of the Kingdom of God became apparent after the Holy Spirit came 

down at Pentecost (Acts 2:1-4), and Peter helped every believer apply Jesus’ teachings 

in their life (Kendall 2001, 52). 

3. The True Believers are the People who Belong to the Kingdom of God 

The message of the Gospel of Jesus Christ cannot be separated from the Kingdom of 

God (Riggs 2014, 22). Jesus Christ’s view of the Law and the Kingdom of Heaven are 

linked and cannot be separated. Once the Kingdom has come, the Law is fulfilled. Paul 

said, “But if the Spirit leads you, you are not under the law” (Galatians 5:18, 3:5). We 

are expected to walk in righteousness not by our strength but by the power of the Holy 

Spirit in us (Romans 8:3-4; Matthew 5:17-20). People who belong to the Kingdom of 

God will not live according to the sinful nature but according to the Spirit (Kendall 

2001, 54-55). 

The Father has given to us His only Son and by the death of Jesus, God reveals His 

love to us. Salvation is the highest purpose of the coming of Jesus. Anyone who trusts 
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in Him will be saved and experience new life eternally. That person will be rescued 

from the judgment of sinners. If anyone refuses the Gospel, he will not be saved. There 

is no other way (Carson 1991, 206). R.T. Kendall stated the choice to accept the 

Sovereignty of God will be a breakthrough for some people or a tough pill to swallow 

for others (Kendell 2000, 47). C. Keener observed that acceptable conversion would 

be affirmed by living life as a disciple (Keener 1999, 38).  

The evangelism dimension is as narrow as repentance and conversion and as wide as 

teaching and training people until they reach the whole measure of the fullness of 

Christ (Ephesians 4:13). The message of the Kingdom of God is that Christians need 

to spread the Gospel and make disciples. 

B. Evangelism and the Gospel 

1. The Gospel of Jesus Christ, the Most Precious Message for all Mankind 

Many different terms are used in the New Testament for the Gospel and its many 

aspects. It is referred to as the Gospel of Jesus Christ, the Son of God (Mark 1:1), the 

Gospel of the Lord Jesus (2 Thessalonians 1:8), the Gospel of Christ (1 Cor 9:12; 2 

Cor 2:12, 2 Corinthians 9:13; Philippians 1:27; 1 Thessalonians 3:2), the Gospel about 

Christ (2 Corinthians 10:14), the Gospel of God (2 Corinthians 11:7; 1 Thessalonians 

2:8-9; 1 Peter 4:17), the Gospel of your salvation (Ephesians 1:13), the Gospel of 

peace (Ephesians 6:15). 

Apostle Paul summarized the essential elements of the Gospel in 1 Corinthians 15:3-

4 “For what I received I passed on to you as of first importance: that Christ died for 

our sins according to the Scriptures, that he was buried, that he was raised on the third 

day according to the Scriptures.” Therefore, the Good News or the Gospel is the story 

of our gracious God who saves humans from sin by delivering salvation through the 

atonement of Jesus Christ, who died on the cross, He was buried, and on the third day, 

He rose, then ascended to heaven. It is essential to communicate the main content of 

the Gospel when witnessing that Jesus Christ is God. Those who believe and trust in 

Him will be saved from sin and receive eternal life.  
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Jesus Christ is the heart of evangelism. The Lausanne Covenant defines evangelism 

as the good news of the Gospel of Jesus, which we proclaim through our words and 

actions. The content of evangelism is who Jesus is, what he did, and what he continues 

to do. Jesus is the one who came into the world, lived, died and rose again, and now 

is the ascend, risen Lord who offers forgiveness to all who repent and believe (Bakke 

1987, 146). Charles Spurgeon said that the most important thing, the human spirit is 

saved through Jesus Christ. It cannot be otherwise (Spurgeon 1988, 17). John 

MacArthur stated that the coming of Jesus Christ was not for teaching about the 

judgment or millennium theology but for seeking and saving the lost (Matthew 9:13; 

Luke 19:10; John 3:16). It is an essential message for all mankind, and the only Gospel 

that preachers should preach (MacArthur 2009, 39). Varughese said that the Gospel 

clearly explains the identity of Jesus Christ and the His solution for sin. We have new 

life in Him (Varughese, 1999: 78). 

John Stott stated evangelism must not be defined in terms of its results, for this was 

not how the word, euangelizomai, was used in the New Testament (Acts 14:7; Romans 

15:20). This means that the focus is not on whether the evangelized believed (Acts 

8:4), or on how many people were converted (Acts 8:25, 40). To “evangelize” in 

biblical usage did not mean to win converts but to proclaim the Good News regardless 

of the results. The Gospel is God’s good news, and despite all the rich diversity of its 

formulation in the New Testament, this was the essential apostolic tradition of the 

Gospel (1 Corinthians 15:11) (Stott 1974). 

God’s good news is Jesus. He is the heart and soul of the Gospel we proclaim. This is 

the most precious message for all humankind. 

2. Conversion Perspective 

Conversion was our willing response to the Gospel call, in which we sincerely repent 

and place our trust in Christ for salvation. Spiritual repentance for conversion is simply 

turning from sin, and the turning to Christ focused faith (Grudem 2015, 709). J.D. 

Greear argued that Christianity without a foundation and deep appreciation in God's 

mercy is a false religion, no matter how enthusiastic you are or how ethical your life. 

Repentance means to enter the path of Jesus, not the path of learning new rules for 

life, but the refusal of oneself and a willingness to follow Jesus (Greear 2011:10). 
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Saul's conversion was remarkable and gave a broader perspective on conversion to 

Christ. He first appears in the Bible during Stephen’s violent persecution (Acts 7:58). 

Saul sincerely believed Christians had blasphemed God by proclaiming Jesus as Christ 

or Messiah. Saul asked permission from the high priests to arrest Christians in 

Damascus (Acts 9:1-2), but Saul was changed forever along the road to Damascus 

when Jesus appeared to him, and he accepted Jesus as the Son of God (Acts 9:20). 

Saul needed to acknowledge that the man Saul persecuted, Stephen, was correct in his 

proclamation. If Stephen was right by declaring and honoring Jesus as Messiah, this 

would mean that the Messianic community and not the traditional Jewish community 

was right. The teachings of the Pharisees that Paul had absorbed since childhood 

would become wrong. The law would be invalid. (Ladd 1993, 403). Saul was a 

Pharisee. He believed in God alone. This was a different worldview of many gentiles 

who neither acknowledge Yahweh as one God nor the Law (Longenecker 1997, 16). 

Saul did not repent from being a non-believer to a believer, not from a sinner (in the 

matter of the Law) into a righteous person, not from an atheist to a Christ-follower, 

and not from one religion to another religion. Saul accepted that Jesus was the Messiah 

of the Jews. This belief had fulfilled his faith, fulfilled Judaism (Ladd 1993, 406). On 

this basis, Saul’s repentance could be viewed as justification. According to the Jewish 

Law, he repented from entrusting in justification by works and deeds into justification 

by grace and faith in Jesus Christ (Romans 9:30). 

Wayne Grudem argues that conversion needs to be a personal decision to place trust 

in Christ for salvation wholeheartedly. It can be done by understanding the facts of the 

Gospel, genuinely agreeing with these facts, especially that we were sinners in need 

of salvation and Christ alone paid the penalty for our sin and offered salvation to us. 

The acceptance of these facts leads to the desire to be saved through Christ. This 

eventually leads to the personal decision willingly to depend on or trust in Christ as 

personal Savior (Grudem 2015, 712).  

Usually, conversion is not a single event but an evolving process in which many 

aspects of a person's life. Lewis R. Rambo explicates the study of conversion should 

consider four components: cultural, social, personal, and religious systems. He 

explained that factors in the conversion process are multiple, interactive, and 
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cumulative. There is no one cause of conversion, no one process, and no one simple 

consequence of that process (Rambo 1993, 5-9). 

3. Communication of the Gospel 

We do not assume that Jesus Christ is merely a great communicator, merely a good 

teacher, or merely a human in history. The disciples and His followers proclaimed the 

Gospel of Jesus Christ and were willing to die defending what they had seen with their 

own eyes. We conclude that Jesus is the only Son of God, and He is our Savior 

(Lokkesmoe and Medefind 2004, 155). Jesus Christ is the bridge constructed well at 

both ends to communicate God to us. He is the pathway that people can trust (Kraft 

2013, 50-51). The Gospel or the life story of Jesus Christ is the content of the message, 

Jesus and his disciples are messengers, and the world is the receptor of the message.  

However, communication involves a gap and a bridge. A communicational gap always 

exists between messengers and the receptors, whether we focus on human interactions 

or those between God and humans. To cross the communicational gap, a 

communicational bridge is necessary. If the one end is God and the other end is human, 

Jesus started His work focusing on the human end, with receptors or us. Interestingly, 

Christians should notice and imitate Jesus’ communication strategy that begins with 

the human end of the bridge (Kraft 2013, 5-6). Peter explained the Gospel by using 

the miraculous event of Holy Spirit baptism in the upper room in Jerusalem (Acts 

2:14-42).  Paul persuaded people in Athens (Acts 17:16, 22-34). Philip, led by Holy 

Spirit, met the Ethiopian Eunuch while reading a passage from the book of Isaiah 

prophesizing the coming of Messiah (Acts 8:26-40). They bridged the gap with the 

Gospel from the human perspective. 
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Table 1. Cooperation between God and Communicator 

Ministry God’s Role Communicator’s Role 

Spiritual Growth Sanctification Follow up and activation 

(teaching and 

discipleship) 

Rebirth Regeneration No role 

Evangelism Conviction Seed sowing and watering 

Making God’s existence known General revelation No role 

Source: Engel, James F. and Dyrness, William A. Changing the Mind of Missions: 

Where Have We Gone Wrong? IL: Inter-Varsity Press, 2000, Page 100. 

 

In Table 1, to communicate the Gospel, there is a cooperation between God and the 

human communicator through ministry and other roles, especially evangelism. While 

communicators plant and water, God causes it to grow (1 Corinthians 3:6-7). There is 

a cooperation between God's role and the communicator's role. Evangelism reflects a 

spiritual pilgrimage. “The Engel scale” (see figure 1) explains the spiritual journey 

step by step (Engel and Dyrness 2000, 98-101). 

 
Figure 1. The Spiritual Decision Process 

Source: Adapted from Engel, James F. and Dyrness, William A. Changing the Mind 

of Missions: Where Have We Gone Wrong? IL: Inter-Varsity Press, 2000, Page 101. 

 

Figure 1 explains the process of people’s decision process on the spiritual pilgrimage 

for both believers and nonbeliever. Consider from the bottom to the top; people begin 

with no awareness about God. They hear the Gospel until they understand, and then 

No awareness

Knowledge of Gospel basics

Understanding the Gospel implications

Positive attitude toward becoming Christian

Problem recognition
Change of allegiance 

Reevaluation 

Incorporation in church 

Spiritual reproduction 

Activation 

Follow up 

Harvesting 

Seed sowing and watering 
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deciding to become Christian, the journey of faith continues. People discover that the 

world is affected by sin. People desire God to change their life and decide to surrender 

their life to Him. Moreover, through progressively learning the divine truth, the person 

will positively transform towards becoming a true believer. In the meantime, the 

community activates in response through seed sowing and watering, harvesting, and 

following up simultaneously with the Holy Spirit on the process of the spiritual 

journey (Engel and Dyrness 2000, 100-102). 

The conversion perspectives are related and interconnected. Radical, total 

transformation of the individual which includes the person's emotions, intellect, 

morals, religion, and social commitments is made possible through the vast complex 

network of relationships, rituals, roles, and rhetoric that already exists in the person 

and group. In other words, for the type of conversion to take place, the infrastructure 

and superstructure must be in place. Lewis R. Rambo explained the converting process 

in seven stages as shown in Figure 2. 

 

 
Figure 2. Rambo’s Converting Process 

Source: Adapted from Rambo, Lewis R. Understanding Religious Conversion. 

London: Yale University Press, 1993, P.17. 

(1) Context: the ecology of the conversion process - churches can be the vehicles 

through which the methods and models for conversion are conveyed. Media whether 

books, magazines, television, movies, music, or all kinds of social media convey 

messages to people every day that changing one's life either desirable or undesirable. 

Someone growing up in a small, remote town lives in a world different from that of a 
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person in an urban environment with its supermarket of social, moral, and religious 

options. Context not only provides the sociocultural matrix that shapes a person's 

myths, rituals, symbols, and beliefs; it also has a powerful impact in terms of access, 

mobility, and the opportunity for encountering religious influences (Rambo 1993, 30). 

(2) Crisis: catalyst for change - the psychological study of conversion emphasizes the 

way in which conversion is often preceded by anguish, turmoil, despair, conflict, guilt, 

and other such difficulties. There are many factors catalyst the crisis for conversion 

those are (1) mystical experiences, as Saul, the appearance of Jesus during the road to 

Damascus changed Saul from the persecutor of Christians to be Paul, the leading 

proclaimer of Christianity; (2) near-death experiences can be a catalyst for change in 

one's "normal" perspective on life, and for a profound spiritual awakening; (3) severe 

illness or recovery from severe illness is often another catalyst for conversion (Rambo 

1993, 49-50). 

(3) Quest: active search - seeking for solutions to problems and strive to find meaning, 

purpose, and transcendence. An experimental conversion has emerged as a major 

avenue of conversion in the twentieth century because of greater religious freedom 

and a multiplicity of available religious experiences. A person's religious background 

and a family system influence individual's conversion process as well (Rambo 1993, 

62-63). 

(4) Encounter: advocate and potential convert in contact - it can be a most remarkable 

event when an advocate and a potential convert come together and begin to engage in 

processes that will result, for some people, in conversion. Encounter can be impersonal 

or personal. Public contact but mostly impersonal means of communicating the 

message include such media as television, radio, mass rallies, and revival meetings. 

Face-to-face forms of contact, on the other hand, are more likely to be private and very 

personal. When people respond to any of those messages, churches are contacted in 

person by someone from the local church nearest them. (Rambo 1993, 80). 

(5) Interaction: the matrix of change - potential converts now learn more about the 

teachings, lifestyle, and expectations of the group, and are provided with 

opportunities, both formal and informal, to become more fully incorporated into it. 
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The advocate works to sustain the interaction in order to extend the possibility of 

persuading the person to convert. 

 

 
Figure 3. Matrix of Transformation 

Source: Adapted from Rambo, Lewis R. Understanding Religious Conversion. 

London: Yale University Press, 1993, P.107. 
 

The four dimensions of interaction are deployed: (1) relationships create and 

consolidate emotional bonds to the group and establish the day-by-day reality of the 

new perspective (2) rituals provide integrative modes of identifying with and 

connecting to the new way of life, (3) rhetoric provides an interpretive system, offering 

guidance and meaning to the convert, and (4) roles consolidate a person's involvement 

by giving him or her a special mission to fulfill (Rambo 1993, 102-107). 

(6) Commitment: consummation and consolidation of transformation - commitment 

rituals like baptism and testimony are important, observable events that give witness 

to the convert's decision. These rituals are powerful in that they not only provide a 

kind of ultimate shaping for a person's experience of the conversion process but also 

provide a means by which to consolidate a person's beliefs and involvement in a group 

(Rambo 1993, 124). 

(7) Consequences: effects of converting process - The consequences of conversion are 

determined in part by the nature, intensity, and duration of the conversion and the 

response to conversion in a person's or a group's context (Rambo 1993, 144-145). 
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In conclusion, conversion takes place (1) when a person or group is connected to 

relationships in a religious community; (2) when rituals are enacted that foster 

experience and action consonant with religious mandates and goals; (3) when the 

rhetoric or system of interpretation of life is transformed into a religious frame of 

reference; and (4) when a person's role or sense of place and purpose is enacted and 

guided by religious sensibilities and structures. 

C. Urban Evangelism 

1. Urban Evangelism in the New Testament 

The social stratification in Israel during the first century could be classified as: (1) the 

rulers and the governing class, consisting of no than 2% of the population; (2) the 

retainer class (5%), consisting of a small army of officials, professional soldiers, 

household servants and personal retainers; (3) the merchant class, that seems to have 

evolved slowly from the ranks of peasants, many of whom remained poor8, but the 

leading members might have been wealthier than the lesser members of the governing 

class; (4) the priestly class, whose size and prosperity varied significantly among 

agrarian societies; (5) the peasant class, constituting of most of the population, and 

having the considerable burden of supporting the state and the privileged classes; (6) 

the artisan class (3-7%), that was economically quite close to the peasant class, but 

often with lower income; (7) unclean and degraded classes who occupied a position in 

society which was clearly inferior to that of the masses of ordinary people; (8) the 

expendables, at the bottom of the class system, consisting of petty criminals and 

outlaws, beggars9, underemployed itinerant workers and people who lived solely by 

their wits or by charity (Lenski 1984, 189-296). 

Table 2 shows the persons in the New Testament who were classified in categories 1-

5, their occupations and what influenced them to respond to the Gospel. 

 
8
 There were basically two Greek words in the New Testament that referred to poverty; “penes” referred 

to the poverty of a daily laborer or one who must work for their daily bread (They were not among the 

absolute poor or destitute but worked day to day.) and “ptocheia” which was a deeper and more severe 

poverty than penes (Neyrey 2011). 

9
 Jesus, according to Paul, chose voluntarily to experience ptocheia or “beggar” poverty on our behalf 

(Palmer 2018). This word was also used again as a description of the church in Smyrna (Revelation 

2:9). 
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Table 2. The List of Some Middle-class People in the New Testament and Their 

Responses to the Gospel 

Name  Occupation What influenced 

them to respond to 

Gospel 

Scripture 

Andrew and John Fisherman10 and 

John’s disciples 

They were John, 

the Baptist’s 

disciples; then he 

told them to 

follow Jesus as 

Messiah. 

John 1:36-37 

Andrew, Peter, 

James, and John 

Fisherman They experienced 

a miracle from 

Jesus, and He 

called them. 

Matthew 4:18-22; 

Mark 1:16-20 

Simon the Zealot Activist, the 

Zealot 

Jesus called him 

personally 

Matthew 10:4; 

Mark 3:18; Luke 

6:15; Acts 1:13 

Levi, the son of 

Alphaeus 

(Matthew) 

Tax collector He was feeling 

poor in Spirit and 

seeking for 

Messiah. Jesus 

called him 

personally. 

Mark 2:14-17; 

Luke 5:27-32 

Philip Fisherman Jesus called him 

personally. 

John 1:43 

Nicodemus Pharisee and the 

ruler of Israel 

He visited Jesus at 

night to discuss 

Jesus' teachings 

about spiritual 

birth11. 

John 3:1-21 

Mary Magdalene A fishing business 

owner in Galilee12 

Jesus cast seven 

demons out from 

her. 

Luke 8:2-3 

Zacchaeus A chief of a tax 

collector 

Curiosity. Jesus 

called him 

personally 

Luke 19:1-10 

 
10

 Fisherman seemed to be a relatively prosperous career at that time (Harrington 2007, 72). 

11
 This passage says that Nicodemus, a Pharisee, and ruler of the Jews, came to Jesus at night. Numerous 

reasons have been suggested for the nighttime visit. Perhaps the most prominent idea is that he was just 

plain scared that his colleagues would see him with Jesus (Matthew 2020). 

12
 Raimo Hakola suggested a high level of prosperity in the Magdala region by the sea of Galilee 

(Hakola 2017, 112). Anthony Keddie also agreed with this idea after reexamined (Keddie 2019, 61-64, 

142, 237-238). Maurice Casey explained that Mary Magdalene could have been relatively wealthy and 

famous woman in Magdala. She played a major role in organizing Jesus’s ministry in Galilee (Casey 

2010, 194). 
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Paul the Apostle Pharisee He experienced a 

miracle from 

Jesus, and He 

called them. 

Acts 9:1-18 

Cornelius A centurion of 

what was known 

as the Italian 

Cohort 

He was a Gentile’s 

God-fearer.13 

Acts 10:1-48 

Priscilla and 

Aquila 

Tentmaker Same race and 

career. 

Acts 18:2-3 

Lydia A dealer in purple 

cloth from the city 

of Thyatira 

She was a God-

fearer. She 

responded to 

Paul's testimony 

about Jesus. 

Acts 16:14-15 

The jailer in 

Philippi 

The jailer He experienced a 

miracle. He fell, 

trembling at the 

feet of Paul and 

Silas. He accepted 

Christ together 

with his entire 

household. 

Acts 16:25-34 

Dionysius and 

Damaris 

A member of the 

Areopagus14 

They believed in 

God after listening 

to Paul's debate in 

the Areopagus. 

Acts 17:16-34 

Source: Data adapted from Alfred Edersheim, Sketches of Jewish Social Life, 

independently published, 2016 and Gerhard E. Lenski, Power and Privilege: A 

Theory of Social Stratification, NC: The University of North Carolina Press, 1984. 

 

Some of this evidence reveals how middle-income people in the New Testament were 

persuaded and responded to the Gospel. This needs to be studied further to understand 

the events or methods that might impact urban people in the 21st century who might 

be similarly influenced from the above-mentioned triggers. 

 
13

 God-fearers were Gentiles that had several levels of commitment to the Jewish way of life. There 

were neither converts or members of the Jewish community (Sim and McLaren 2014, 4). 

14
 The Greek Council where the audience including Epicurean and Stoic philosophers were making the 

debate. The speech was a model of apologetic persuasion. Not strictly an evangelistic outreach, but 

rather an apologetic communication (Pardigon 2019, foreword). 
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2. Urban Evangelism in the 21st Century Society 

Today, 1.64 billion Christians live in urban areas, growing at a 1.58% rate since 2000. 

But more than 55% of the world’s population lives in cities, and that will continue to 

grow. The global urban population is growing at a 2.15% rate. The global trends of 

the Christian community reflect the importance of urban evangelism (Earls 2019). 

People may live together in a community, but many times they feel lost. A deep sense 

of belonging is inside everyone's soul. In Jesus Christ, we are brought back into 

communion with God and community.  

Community is impossible without sharing communion with Christ. For the church in 

Acts 2, community meant doing life together, sharing life. The community was a 

picture of the kingdom of God that Jesus proclaimed (Riggs 2014, 41). Community in 

the local church leads to evangelism in the local church. Notice what happened as they 

lived out community: “And the Lord added to their number daily those who were being 

saved” (Acts 2:47) (Riggs 2014, 41). 

Riggs also commented that the church's response in the urban cities needs to be alerted 

for this change. Today we use media, radio, print, and television-anything except 

getting to know our neighbors.  Christian witness is frozen into cultural forms which 

are irrelevant or unintelligible to most people (Riggs 2014, 57-58). Nancy Ammerman 

argued that many urban churches might unintentionally create a climate that 

establishes cultural barriers to evangelism. This might include the style of dress, 

irrelevant sermons, an insular culture, an intellectual elitism. How can people commit 

to the church, or to programs that do not fit their schedule? People must cross these 

barriers to join in the church culture. Churches know about these barriers but are still 

hesitant to adapt and change (Ammerman 1998, 13-16). 

People are living in big cities because they seek better living conditions, but the move 

comes with more stress for themselves and their family. This may affect both mental 

and spiritual health.  The urban population is seeking for the meaning of life through 

religion, but people are also increasingly at risk of embracing atheism religious faith 

is mainly seen as providing psychological comfort and social support (Robbins 2015, 

118). Urban communities in many cities claim that they seek spirituality but not 

religion. Pew research found that Americans have become less religious in recent years 
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by standard measures such as how important they say religion is to them and their 

frequency of religious service attendance and prayer. However, at the same time, the 

number of people across a wide variety of religious identities who say they often feel 

a deep sense of spiritual peace and well-being, as well as a deep sense of wonder about 

the universe, has risen (Pew Research Center 2016). 

Spirituality in urban centers, for many people, is referred to as mental rejuvenation 

and anthropocentric. Spirituality becomes more about self-growth or self-

actualization. The focus of urban spirituality is focused on growth, self-improvement, 

or flourishing. Sometimes urban spirituality can be more about withdrawing from the 

world rather than engaging with the world or attending a religious service in the 

community. Christian spirituality is something different. Christian spirituality sees 

spirituality through the lens of a Trinitarian God. Hence, Christian spirituality is a 

relationship with the Father, Son, and Holy Spirit in a way that guides and shapes our 

lives (Kreminski 2018, 24). R.T. Kendall defined true spirituality in three ways: (1) 

the Christian faith; (2) the Trinity; (3) the Bible as the inspired and infallible Word of 

God (Kendall 2000, 26). However, urban Christians seek individualism rather than 

community. We notice worship songs today lyrics are more human centered than God.  

The atmosphere becomes a concert-style experience, focuses on individualism, 

independence, and a self-made person. Christians need to be cautioned on this matter 

(Kreminski 2018, 27-29). 

The church in the 21st century that has influence on the secular community should 

have spiritual elements such as (1) Christocentric – have a Jesus driven centrality to 

the church; (2) the Great Commission as a lifestyle (Matthew 22:37-39) – sharing love 

to the people of this age is very challenging but can touch the hearts of people; (3) 

authentic witness among church members – the witness of a life changed by following 

Jesus Christ not only on Sunday but our everyday lives; (4) holistic gospel – helping 

people in need such as homeless people, prostitutes, orphans, or gangsters (Hovorun 

2015, 27). 

Ray Bakke suggested the following outreach strategies for the urban mission: (1) art 

strategies: ministries by urban artists using visual, musical, and dramatic arts to 

communicate the gospel (2) age-group strategies: expert programs for children, youth, 

the elderly, single people, professional people, etc. (3) economic development 
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strategies: teaching employment skills or providing housing health care, education, 

food and financial skills (4) ecumenical strategies: shared evangelism programs, 

leadership development events and combined worship services (5) educational 

strategies: lay training and college education (6) mass-evangelism strategies: 

gatherings in a stadium or a big conference (7) institutional strategies: evangelism in 

hospitals, prisons, universities, schools, or homes for the aged (8) language strategies 

- teaching languages as evangelism (9) media strategies - public communication 

through electronic and print media (10) new church development strategies: local 

churches intentionally planning to multiply new churches (11) recreational strategies: 

using sports or recreational events (12) relief strategies - shelter care,  providing food 

and  massive relief programs (Bakke 1987, 192-193). 

To communicate the gospel to this group, we cannot neglect cultural appearance: 

behavior patterns, social roles, structures, and social relationships in everyday life. We 

must not treat them as alien. We should not make people think that Christianity is a 

holy community, disassociated from the normal population (Dayton and Fraser 1990, 

105-107). 

D. Evangelism to the Upper-middle-class of Urban Thailand 

1. Understand the Upper-middle-class in Thailand 

The term “กระฎุมพี (Kradumpee)” or Thai Bourgeoisie in French, refers to the Thai 

middle-class that has grown economically and influenced changes throughout Thai 

history (Eoseewong 2014)15. This class of people influences many areas of society, 

such as economy, politics, technology, art, or lifestyle. They recently become a 

dominant class in Thailand. 

a) The Meaning of Thai Upper-middle-class among Thai Scholars 

Nithi Eoseewong (Eoseewong 1993, 49-66) explored some issues that explain the 

meaning of the middle-class in Thai social stratification. 

 
15

 See the definition explained in the “Definition of Terms”. 
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(1) This social class excludes the elites or traditional farmers. This class developed 

when Thailand deployed the first National Economic and Social Development Plan, 

through bankers, export company owners, and overseas investors.  

(2) Middle-class is freed from the bondage of the elites and the traditional farmers. 

There is no need to be bound or dependent on the traditions of these two groups. 

However, it is not wholly free from commitments because people in this class needed 

to work with other groups through contractual relationships linked together in 

obligation. So, this class needs laws that are efficient and effective enough to enforce 

such commitments. 

(3) The middle class produces products and services for the whole market, especially 

the Thai agricultural sector. The people in this class received the opportunity to 

produce directly and massively for the market by being successful in the farming 

business (this group of people were the business owners and entrepreneurs who 

invested in agriculture). 

(4) The middle class is a group that inherited its status through wealth or higher 

education. There was no need to depend on culture of social class. So, the middle-class 

were less aware of their solidarity to social structure because they could be promoted 

to higher status based on merit. 

Saharoj Kittimahacharoen indicated that a Siam gentleman in modern Siam in the 

early 19th century was a type of “bourgeois male,” referring to men who were already 

proved as capitalists, gaining economic success, and becoming a middle-class people 

replacing the power of the elite (Kittimahacharoen 2020, 17). 

Preecha Pieampongsarn (Pieampongsarn 1979, 133-136) analyzed the Thai middle-

class from the perspective of history and discussed the dimensions that generated the 

modern Thai middle-class. 

(1) The Thai middle class experienced the phenomenon called "the inequality 

development among people from the reached resources capability in capitalism." This 

phenomenon emerged from 1957 until the new industrial age. At present, the Thai 

middle-class consists of modern business owners.  

(2) The Thai middle class gained prosperity through linking with state power. The 

growth of capitalism correlated with the growth of the state mechanism, especially 

through government officials, which are considered the largest group within Thai 
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society, and played an essential role in making the Thai state authoritarian and 

centralized. 

(3) The capital accumulation expanded while economic prosperity gradually appeared, 

the economic crisis, social tensions, and political instability remained. Conflicts 

caused the Thai government to address these issues by using strategies to control, 

pressure, and dominate. Consequently, the Thai middle-class has been inevitably 

involved in political posturing with the higher classes and attempting to influence 

government policies. However, the middle-class people still have political and social 

power over the lower class, such as blue-collar workers and poor farmers. 

Anek Laothamatas proposed “the Dual Dominant Power in Democracy theory” that 

reflected the Thai political situation during 1990-1993. The government, installed by 

coup, was accepted by poor farmer in a legitimate election but was eventually expelled 

by the middle-income people through protest and violent riots. The elite was able to 

control the votes from the poor due to the patronage system by promising favorable 

government policies to support their needs. The votes from upcountry were controlled 

until the coup government was ousted in an election. This political phenomenon 

created "the middle-class mob" in Bangkok and urban cities of Thailand. The urban-

middle-class became a dominant political power group that could influence change in 

politics and have influence over the elite and the lower class (Laothamatas 2013, 7, 

11, 70). 

b) Development of the Upper-middle-class in Thailand 

The middle-class meant used to illustrated by merchants, wholesalers, and retailers, 

especially Chinese immigrants but it was expanded to include other various careers 

such as academic scholars, public officers, state enterprise employees, private sector 

employees, and merchants. The reason for categorizing those careers was due to the 

similar level of income and standard of living (Charoenlert 1993, 130-133). 

Chanvit Kasetsiri stated that old Siam time was a feudalistic society consisting of the 

king, the nobles, the proletariats, and the common slaves. The middle-class was small 

and included only Chinese merchants. In 1905, during the reign of Rama IV, after 

slavery was abolished, the social classes shifted to include the king, state employees, 

and the average citizen. The middle-class emerged among state employees and citizens 

(Kasetsiri 1995, 59-62). In the late 19th century, the King of Siam granted scholarships 
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and sent many students to study in Europe. They became the source of a new middle-

class that created a massive shift within society. There were many columnists, 

journalists, and hundreds of newspapers at that time. Before the political revolution in 

1932, there was a co-operation between some state employees and some newspapers 

to criticize the failed administration of the Siam monarchy. The middle class from the 

early modernization of Siam was an important agent of change that influenced social 

and political shifts (Kasetsiri 1992, 46-61). 

Likit Theeravakin explained that the emerging new middle-class became "the Forces 

beyond Bureaucratic Polity" consisting of entrepreneurs, state, and private employees. 

This social class influenced the National Social and Economic Plan created during 

1960-1970. The upper-middle-class gradually gained power from economic growth 

until they could leverage that power from the elite that ruled the country. The two 

powers clashed in October 1973. The political crisis was between the elite who gained 

power in a coup and a student mob which stood in proxy for the upper-middle-class 

(Theeravakin 1997, 234-236). 

Moreover, in May 1992, there was another confrontation between the upper-middle-

class to the elite which again gained power through a coup. The mob consisted of 

businesspeople, business owners, and employees of private companies in Bangkok. 

This mob was nicknamed the "Mobile Phone Mob" (Shenon 1992, 3), for the mob 

members used mobile phones as a symbol of wealth. 

c) Thai Middle-class Classification 

The World Bank classifies countries for economic purposes,16 upper-middle-income 

countries are defined as those with a GNI per capita, calculated using the World Bank 

Atlas method,17 with an annual income of USD 3,996 to USD 12,375 or a monthly 

income of THB 10,338.65 to THB 32,017.22 (The World Bank 2020). 

 
16

 The World Bank assigned the world’s economies based on GNI per capita in current USD to form 

four income groups — low (less than 1,026), lower-middle (1,026 - 3,995), upper-middle (3,996 - 

12,375), and high-income countries (higher than 12,375) (The World Bank 2021). 

17
 In calculating gross national income (GNI—formerly referred to as GNP) in U.S. dollars for certain 

operational and analytical purposes, the World Bank uses the Atlas conversion factor instead of simple 

exchange rates. The purpose of the Atlas conversion factor is to reduce the impact of exchange rate 

fluctuations in the cross-country comparison of national incomes (The World Bank 2019). 
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Statistical Yearbook Thailand 2019, published by the National Statistical Office, 

Ministry of Digital Economy and Society, stated that the average monthly income per 

household was THB 26,946 (MDES 2019, 287). 

Sanket Piriyarangsan and Pasuk Phongpaichit (Piriyarangsan 1993, 8) stated that, 

likewise, many Thai scholars have classified the middle-income population into three 

levels: the upper, the medium, and the lower level, using four criteria to decide each 

category. The four criteria consist of education, income, consumption behavior, and 

career.  

(1) Education – Middle-class people will have at least a high school level education 

or higher. However, the low quality of Thai education has caused some people do not 

pursue advance degrees, but rather to find jobs for economic reasons.18 Therefore, 

some lower-class individuals who have less education may be included within the 

middle-class category based on income.  

(2) Income – Chalongphob Sussangkarn, the minister of the Thai Finance Ministry in 

2007, suggested the middle class would begin with THB 175,000 annual income or 

THB 14,583.33 monthly salary. Anek Laothamatas stated the salary between THB 

10,000-THB 49,000 should specify the lower range of middle-class people 

(Laothamatas 1993, 118). 

(3) Consumption behavior – Middle-class consumption behavior is defined as 

consumerism19. 

(4) Career – Kasian Tejapira defined middle-class careers broadly including executive 

level positions, technicians, business owners, and entrepreneurs (Tejapira 1996, 52). 

Sane Chamarik classified the middle class into three categories: (1) patent owners, 

retailers, businessmen, directors, managers, and technicians in agricultural, 

commercial, and industrial sectors (2) freelance workers such as teachers, doctors, 

lawyers, authors, or artists (3) commissioned officers (Chamarik 1992, 31-32). Anek 

Laothamatas categorized careers into two wings: (1) the businessperson and 

 
18

 The report of the Quality of Well-being and BMN of Thai Citizen in 2017 found that Thai education 

level was: 57.03% graduated high school or lower level, 8.93% graduated with a bachelor’s degree and 

0.5% graduated higher than bachelor’s degree (Committee for the Development of the Quality of Life 

of Thai Citizen 2017, 23). 

19
 The increasing consumption of goods and services purchased is always a desirable goal for a person's 

wellbeing and happiness. The need for material possessions is the goal of consumerism. 
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professional freelance wing, executives, managers, specialists, bankers, financial 

specialists, brokers, doctors, nurses, and engineers. (2) reformers wing, for example, 

campus students, reformed scholars, activists (Laothamatas 2013, 10). 

d) Personality Traits of the Middle-class in Thailand 

The Thai middle-class experiences between the elite who dominate national resources 

and the labor-working class. However, the behavior pattern or personality traits 

commonly seen within the middle class are shaped by positive and negative factors of 

people outside the class. The intense competition of capitalism has made the Thai 

middle-class even more complex.  

(1) Narrow-minded attitude – Attempts to claim rights to resources are limited to 

within the class. When the goals of the middle-class are attained, it is no longer 

necessary to push further for the sake of the whole country or for the benefit of other 

economic classes. (Kongkirati 2012, 14). 

(2) Parochial – Urban middle-class people do not want to deal with other issues beyond 

their interest (Phromsawadi 2011, 186). The “Yellow shirt mob” dominated by the 

middle-class in Bangkok was involved in the revolution under the Shinawatra regime 

during 2005-2006 and 2008. The main reason for involvement of the elite was to 

reduce the power of the middle class (Yonpiem 2019).  

(3) Security – Thai political history has revealed that protesting a coup is ineffective. 

The middle class used to march to demand change in state policies. However, they 

chose to compromise and negotiate at a specific point. Security and property are the 

main concerns. Their political response seems to be neutral after achieving their goals 

(Phromsawadi 2011, 114). The reason for founding the “Yellow Shirt mob” of the 

middle-class was due to the insecurity of their political power (Yoshifumi 2010). 

(4) Watch and follow global trends – The Thai middle-class follows global trends and 

desires to apply those trends in the country. The middle-class became engaged in 

politics during the 1932 Siam political revolution, influenced by the global trend to 

oppose absolute monarchy. These trends include changes in politics, economics, 

socio-cultural, and global technology (Tharaphum 2019). 

(5) Lack of strong determination – The middle class does not stay united in the long 

run. When the demand is achieved, they separate. The Thai middle-class was the key 



29 

 

 

 

economic driver in many actions (Phowangprasit 2014, 107). Not every member of 

this class had the same belief. They do not share an ideology or agree on every aspect 

of national betterment (Kongkirati 2012, 12). The lack of solid determination makes 

it impossible to motivate them to explore answers for solving political, social, or 

economic problems. The middle class only responds to immediate crises.  

(6) Becoming part of high society – A middle class that used to be an agent advocating 

for other groups is evolving into an elite. The abandonment of their middle-class 

values has eventually ended their leading role in demanding benefits for lower classes. 

(Ansakulcharoen 2015, 14). 

In conclusion, the Thai middle-class is growing in Thai society, created by changes in 

the economic system, especially as capitalism was adopted. This change brought new 

opportunities to the Thai lower-class to gain higher education, higher incomes, 

salaries, and a higher social status. As capitalism and industry became more complex, 

so did the Thai middle-class. 

2. Evangelism in Thailand 

Since 1828, protestant missionaries have evangelized in Siam, but the Christian 

population still lower than 1% (Ministry of Interior 2018, 22). The most updated 

Harvest database stated the population of Thai Evangelical Christians is 0.75%20 of 

the Thai population or 499,056 Evangelical Christians in a population of 66,239,172 

(eSTAR Foundation 2020). The low rate of Christian conversion even after the Gospel 

has been preached for more than a century should remind Thai Christians to reflect, 

review, and find out how we might appropriately respond to Thai political, economic, 

social, generational, and technological changes. 

The Thai church directory from Harvest database updated May 19, 2020, stated that 

there were 6,219 evangelical churches in Thailand. Listed by church organizations, 

there were 1,762 churches under the Church of Christ Thailand (CCT), 3,651 churches 

under the Evangelical Fellowship of Thailand (EFT), 176 churches under the Thailand 

Baptist Convention (TBC), and 629 independent churches (see table 3). 

 

 
20

 The second decimal number may be slightly changed from computerized population calculation. 
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Table 3. Evangelical Churches in Thailand by Church Organizations 

Church Organizations Churches 

Church of Christ Thailand (CCT) 1,762 

Evangelical Fellowship Thailand (EFT) 3,651 

Thailand Baptist Convention (TBC) 176 

Independent 629 

Total 6,218 

Source: Data from eSTAR Foundation. Harvest database: Thai Church Directory. 

ThaiChurches.org. Accessed on May 19, 2020. https://bit.ly/2zbrNJv.  

Note: The churches in the Harvest database include everything from house churches 

with as few as three members to large churches with over 1,000 members21. 

 

From ancient Siam to Thailand today, the country has been mobilized by middle-

income people through trade and the accumulated wealth of these people. Churches 

need to align their evangelistic approaches with this significant group and adjust with 

the lifestyle, technology, and social philosophy of this group. 

 

Table 4. Thai Christians and Churches Compared with Population and 

Household Income, 2019 

Household 

Income (THB) 

Thai 

Population 

Thai 

Christians 

Churches Members 

/ Church 

Christians 

/Population 

< 15,000  3,006,192   202,279   1,805   112.07  6.73% 

15,001-21,500  25,325,985   140,208   2,230   62.87  0.55% 

21,501-28,000  23,146,379   66,322   1,293   51.29  0.29% 

28,001-34,500  4,299,096   13,953   228   61.20  0.32% 

> 34,500  10,461,520   76,294   662   115.25  0.73% 

Total  66,239,172   499,056   6,218   80.26  0.75% 

Sources: Data from Ministry of Digital Economy and Society. Statistical Yearbook 

Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR Foundation. 

Harvest database: Thai Church Directory. ThaiChurches.org. Accessed on May 19, 

2020. https://bit.ly/2zbrNJv. 

Note: The average monthly income (Baht) per household of the whole kingdom of 

Thailand was 26,946 (MDES 2019, 287). 

 

Table 4 showed that the majority of Thai Christians, 68.63% of total Thai Christians, 

had a household monthly income of less than THB 15,000 or a monthly income of 

between THB 15,001-21,500. Thai Christians who were the members of the middle 

class and the elite, those with a monthly household income of between THB 28,001-

34,500 and higher than THB 34,500 were 18.08% of total Thai Christians. 

 
21

 The definition of a church is 3 or more Protestant believers who meet on a regular basis to worship 

God and are not part of a larger church. 
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Figure 4. Thai Christian Population by Household Income, 2019 

Source: Data adapted from Ministry of Digital Economy and Society. Statistical 

Yearbook Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR 

Foundation. Harvest database: Thai Church Directory. ThaiChurches.org. Accessed 

on May 19, 2020. https://bit.ly/2zbrNJv, and Table 4. 

 

The Statistical Yearbook Thailand 2019 reported that the average monthly income per 

household of the whole kingdom of Thailand was THB 26,946 (MDES 2019, 287). 

The statistical data showed that 78.59% of Thai Christians had a household income 

lower than the average monthly rate. Only 21.41% of Thai Christian had a higher 

income than the average (see figure 3). 

E. Relevant Research 

Dr. Nantachai Mejudhon, Thai scholar of missiology, has conducted the research 

titled, “Meekness: A New Approach to Christian Witness to the Thai People” to 

explore why the witness approach used by the Western to Thai people do not bear in 

fruition. Since Thai culture values "ego" and lace", missionaries and Thai Christians 

should not apply techniques that include straightforward, negative performance 
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feedback, strong criticism to Buddhism, and face-to-face confrontation with the Thai. 

A challenge to Thai beliefs without relationship or meekness concern to get them 

converted instantly should be avoided (Mehudon 1997, 336). In the research 

methodology, he compiled the information from interviews with 50 Thai Christians 

who had already confessed their faith in Christ and had been baptized, including a 

number of foreign missionaries in Thailand, and 50 Buddhists who had heard the 

presentation of the Gospel but still did not believe in Jesus. Criteria for locating meek 

or aggressive witnessing were derived from value clusters of the psychology of the 

Thai and cultural domains of Thais and Americans developed by Thai and American 

scholars. He had asked the set of questions, (1) how missionaries witness to the Thai, 

(2) how Thai Christians witness, (3) how Thai Buddhists respond to Christian witness, 

and (4) how the Thai perception of Christian witness is related to their responsiveness. 

The research found that the meekness communication was essential to share the 

Gospel to Thai until having them converted and baptized (Mehudon 1997, 16). 

Dr. Mejudhon suggested the meek approach requires: (1) positive attitudes toward 

Buddhism and Thai culture, (2) genuine and sincere relationships with Buddhists, (3) 

presentation of the gospel showing benefits and help, rather than confrontation and 

threat, (4) a longer time for diffusion of the gospel, and (5) indigenous strategies for 

communication of the gospel. He recommended the meek approach of Christian 

witness for missionaries and Thai pastoral leaders as followings. (1) Use the model of 

Jesus Christ as a guide as one who demonstrated the meek approach to the people in 

His days. It is clear that when missionaries follow the meek approach to the Thai in 

their Christian witness, they simply bring Christ into Thai culture, (2) have a positive 

attitude toward Thai culture.  Threatening Buddhists is prohibited, (3) develop long-

term, sincere, genuine relationships with Buddhists with no strings attached, (4) 

emphasize the benefit and help of the Gospel without ignoring or neglecting the cost 

of discipleship and concerned with the needs of Buddhists and understand their 

feelings, (5) allow a longer time for the Gospel to diffuse in the lives of the Thai. God's 

time is what we want for the power of the gospel and the Holy Spirit to work in their 

lives, (6) present the gospel with indigenous strategies: (1) seek to find meaningful 

indigenous media to pass the contents and the meanings of the gospel to the Thai, (2) 

establish their credibility, so that the Thai will accept missionary's lives and words 

easier, (3) develop family-focused evangelism, (4) demonstrate social concern to fit 
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the needs of the Thai, and (5) find suitable roles and status in the society in which they 

live so that the receptors of the Gospel will know who they are and are able to 

communicate with them properly (Mehudon 1997, 407-411). 

Dr. Duangdaw Chaiya conducted a qualitative research project for the Faculty of 

Sociology and Anthropology at Thammasat University titled "Modern Family and 

Christian Conversion in Bangkok Metropolitan Region." The study focused on the 

changes and power relations of the modern family in Thailand when some members 

converted to Christianity. Duangdaw found that the reasons that influenced 

respondents to accept Christ were (1) able to notice life changes in their Christian 

friends, (2) the message of the Gospel was reasonable, (3) God had answered their 

prayers, (4) touched by the love and care in the Christian community (Chaiya 2014, 

105-118). 

Dr. Steve C.R. Taylor has researched the relationship between the Christian education 

programs in Thailand and the belief system of Thai people. The results show that the 

Bible study program for Thai Christians was not influential enough to overcome 

traditional belief. One example was the nature of the relationship with God according 

to the Thai belief system known as a "transactional relationship" that made Thai people 

still lack understanding, especially understanding of the Grace of God that is essential 

to Christian doctrine. The author was also concerned with the Western style of 

teaching, which might not reach Thai people's thinking system to understand Gospel 

content correctly. The author recognized that existing Thai learning styles do not 

match with the teaching methods in seminaries and cannot effectively reach Thai 

believers (Taylor 1999, 113). 

The research conducted by Dr. Susie Meister regarding church marketing in America 

looked at media management in various forms both online and offline that resulted in 

reaching middle-class and high-class people. The research focused on the modern 

churches in Texas, Hollywood, and Pennsylvania. The research concluded that the 

marketing of these three churches was very efficient. The use of media was well done 

as were their use of marketing tools. Meetings rooms are modern and beautifully 

decorated.  The churches effectively used audio-visual technology. The church's style 

is casual and straightforward. Sermons were life inspiring. Churches used online 

media including twitter and websites. Inspiring quotes are regularly tweeted and are 
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well received with high retweet rates. Their websites are full of information, both 

video clips and articles. Their website design allowed visitors to make an immediate 

donation, which was also one of the primary sources of income for these churches 

(Butler 2014, 198-205). 

F. The Theoretical Framework 

Research on evangelism among the urban upper-middle-class in Thailand still needs 

more clarity. This study will follow the framework shown in Figure 4. The theoretical 

framework is designed to discover effective methods of evangelism to Thai middle-

class people. Acceptance of the Gospel and becoming Christian is the dependent 

variable. 

 

 
Figure 5. The Theoretical Framework 

 

G. Conclusion 

Evangelism is about the Kingdom of God that is the essential understanding when 

ministers the Gospel of Jesus Christ to the people. The message of the Gospel needs 

to be preached correctly so that His Salvation message will be influenced people to 

trust in Him. The scope of evangelism is broad, probably as the Great Commission, 

but this research focuses on making Thai urban upper-middle-class converted. Thai 

economy and society are changed overtimes. Today, the upper-middle-class becomes 

dominant in the country but most Christians still low and lived in the low-income 

provinces. In chapter 3, the methodology of the research will be explored how the 

upper-middle-class becomes Christian.  

Independent Variable: 

Evangelism factors and methods

- Gospel

- Personal background

- Church and Christian friends

- Media

Dependent Variable: 

Thai urban upper-middle-class 
people accepting the Gospel and 
becoming Christian genuinely.
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CHAPTER THREE 

RESEARCH METHODOLOGY  

Urban upper-middle-income Christians in Thailand will be the focus of this study. 

Using a quantitative research methodology to explore the process of how respondents 

noticed the Gospel, listened, accepted, and converted, this research methodology will 

be described in four parts: (1) research strategy and procedure (2) research 

methodology (3) research respondents (4) questionnaires, data collection, and data 

analysis.  

A. Research Questions 

The primary source of information for this research came from written responses 

provided by the 415 participants who took part in this study. The research question 

was, “What is the most effective method of communicating the Gospel to urban upper-

middle-class which elicits the most positive response?” Sub-questions were: (1) what 

makes urban upper-middle-class interest in God? (2) How does urban upper-middle-

class get information about God and the church? (3) What influences urban upper-

middle-class to attend the church? (4) What is the relation between a prayer for 

conversion and spiritual birth awareness in the Christian life? (5) How do urban upper-

middle-income Christians minister the Gospel to their friends? 

B. Research Methodology 

The method used for selecting respondents was a random cluster sampling of (1) 

specific Thai churches belonging to the three major Protestant church organizations in 

Thailand, (2)  respondents from each church who earn a monthly income of a least 

THB 25,000 (USD 830), are 20 years old or above, and have a high school level 

education or above, (3) churches from every urban region in Thailand by considering 

the national GDP of the  region and (4) distributing the questionnaires to the targeted 

samples. The number of questionnaires collected was 415 as determined by a 

statistician for statistical analyses by keeping the margin of error at ± 5% and the 

confidence level at 95%. 
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The top 10 cities with the highest GDP are (1) Rayong (2) Chonburi (3) Bangkok 

Metropolis (4) Ayutthaya (5) Chachoengsao (6) Samut Sakhon (7) Prachinburi (8) 

Phuket (9) Samut Prakarn and (10) Saraburi, but the potential churches for this 

research exist in only three cities from the list above: (1) Bangkok Metropolis (2) 

Chonburi and (3) Phuket22 (Ministry of Digital Economy and Society 2019). 

The online questionnaires were delivered to every region and church organizations 

according to the targeted samples by cooperating with pastors and their assistants. 

C. Research Respondents 

The topic of this study was how to evangelize effectively to the urban upper-middle-

class which has become the majority economic group according to the study of 

economic classification by the World Bank while the majority of the Christian 

population of 0.75% of the Thai population are categorized as poor. 

The following churches were selected to receive the questionnaire according to the 

criteria set above (see table 5). 

 

Table 5. The Listed Churches for the Expected Respondents by Regions in 

Thailand 

Targeted 

Churches by 

Regions 

Major Church Organizations in Thailand 

CCT EFT TBC 

Bangkok • Sapanluang Church 

• Second Church 

Samyan 

• Suebsamphanthawon 

Church 

• The Maitrichit 

Chinese Baptist 

Church 

• Wattana Church 

• Acts of Christ 

Church 

• Church of 

Covenant 

Bangkok 

• Jaisamarn 

Full Gospel 

Church 

• Liberty 

Church 

Bangkok 

• Mahapawn 

Bangkok 

• Grace Baptist 

Church 

• Immanuel 

Baptist Church 

• Mahachon 

Church 

• Nimitmai 

Church 

• The 

Tabernacle 

Church 

 
22

 There are small churches diffused in the following provinces (1) Rayong (2) Ayutthaya (3) 

Chachoengsao (4) Samut Sakhon (5) Prachinburi (6) Samut Prakarn (7) Saraburi. Also see Appendix 

A: Thai Christians Population. 
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Alliance 

Church 

• Nexus 

Christian 

Church 

• Romyen 

Church 

• Romklao 

Church 

Northern • Chiang Mai Chinese 

Church 

• The First Church of 

Chiang Mai 

• Christ's 

Vision 

Church 

• HIM 

Chiangmai 

Church 

• The Acts 

Church of 

Chiangmai 

• Mahachon 

Chiangmai 

Church 

Southern • Trang Church • HIM Hadyai 

Church 

• Seed Church 

• Thungsong 

Full Gospel 

Church 

• Church of 

Glory 

Eastern  • The Kingdom 

of Glory 

Chonburi 

Church 

• Banpradtana 

Baptist church 

North Eastern  • Muang 

Buriram 

Church 

• True life in 

Christ Church 

• Vision of 

Christ Church 

 

Note: The listed church criteria were the church with the regular weekly attendance 

higher than 300 members and located in the urban region of Thailand. 
 

D. Questionnaires, Data Collection, and Data Analysis 

1. Questionnaires Development 

The researcher initially developed a questionnaire by conducting a focus group study. 

The researcher invited twelve representatives from the upper-middle-income class and 

from the three major church organizations in Thailand. Respondents were separated 
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into two focus groups. The same questions were asked to each focus group and the 

results were used to construct the questionnaire. 

The focus group questions were (1) when you think about evangelism, what comes to 

mind? (2) who was the first person you shared your testimony with? (3) how and what 

brought you to believe in God? (4) when did you realize you became a Christian? 

The questionnaire construction based on the concepts of Lewis R. Rambo conversion 

process and Engle spiritual decision scale on the spiritual pilgrimage as mentioned in 

chapter two. The questionnaire consists of four sections as following: (1) section one 

- demographic of the respondents; (2) section two - how Thai Christians evangelize to 

the urban upper middle-income people; (3) section three - what influences the urban 

upper-middle-class until commitment; and (4) section four - what is the effective 

practices that the respondents choose in evangelism. 

After constructing the questionnaire accordingly, the reliability of the questionnaire 

was tested to ensure that the responses collected through the instrument were reliable 

and consistent. The questionnaire was delivered to fifty people not in the sample 

group. The reliability value was calculated using Cronbach’s Alpha to ensure internal 

consistency within the items. The expected Coefficient Cronbach’s Alpha value was 

≥ 0.8. 

2. Validity 

The questionnaire was presented, corrected, and adjusted according to comments and 

recommendations made by the doctoral committee. After receiving feedback and 

recommendations from the doctoral committee, the Index of Item-Objective 

Congruence (IOC) was used to find the content validity. In this process, the 

questionnaire was checked by five experts: Dr. Seree Lorgunpai, Dr. Chuchart 

Chaisombat, Rev. Thongchai Pradabchananurat, Rev. Saran Leelahakriengkrai, and 

Mr. Sanurak Fongvarin. 

The Item-Objective Congruence (IOC) was used to evaluate the items of the 

questionnaire based on the score range from -1 to +1. The results were interpreted in; 

incongruent = -1, questionable = 0, and congruent = +1. The items that scored lower 
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than 0.5 were revised. On the other hand, the items with scores higher than or equal to 

0.5 were kept without revision (see Appendix B). 

3. Reliability 

All questions with a validity score higher than 0.5 were arranged and constructed into 

a questionnaire for further test as to reliability. The reliability of the questionnaire was 

determined to ensure the responses through the instrument were reliable and 

consistent. The questionnaire was tested with 50 people that were not in the sample 

group. 

The reliability value was calculated using Cronbach’s Alpha to ensure whether there 

was internal consistency within the items. George and Mallery illustrated the value of 

Coefficient Cronbach’s Alpha as the following: ≥ 0.9 = Excellent, ≥ 0.8 = Good, ≥ 0.7 

= Acceptable, ≥ 0.6 = Questionable, ≥ 0.5 = Poor, and ≤ 0.5 = Unacceptable (George 

and Mallery 2020, 236). Therefore, for the research questionnaire to be reliable, its 

value of Coefficient Cronbach’s Alpha must be at least 0.7. According to the pre-test, 

the reliability statistics were shown in the table as follows. 

 

Table 6. Reliability Statistics: The Instant Response When You Heard about 

God. (Section 2) 

Cronbach’s Alpha  n of Items 

0.91  14 

 

Table 7. Reliability Statistics: What Were the Important Factors that Make 

You Committed? (Section 3) 

Cronbach’s Alpha  n of Items 

0.90  10 

 

Table 8. Reliability Statistics: What Were the Effective Practices that You 

Choose to Use in Evangelism? (Section 4) 

Cronbach’s Alpha  n of Items 

0.93  12 

 

Table 9. Reliability Statistics: What Were the Important Reasons the People 

You Minister Gospel Decide to Visit a Church or a Cell Group? (Section 4) 

Cronbach’s Alpha  n of Items 

0.89  10 
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The value of the Coefficient Cronbach’s Alpha was ≥ 0.7. So, the questionnaire was 

highly reliable. 

4. Data Collection 

Data will be gathered using a survey instrument. Before collecting the data, the 

researcher submitted a proposal, the methodology, and the final questionnaire to 

obtain the ethics clearance approval by the AGST Alliance Human Participants Ethics 

Panel (see Appendix D). 

After the researcher received the AGST Alliance Human Participants Ethics approval, 

the data collection occurred in 2 phases. Phase 1: Ask for permission to deliver the 

questionnaires to the targeted churches. The researcher sent a request letter (see 

Appendix C) to the target churches to gain collaboration and access to research in 

advance before distributing the questionnaires. 

Phase 2: Questionnaire Distribution. After the validity and reliability of questionnaire 

had been entirely controlled and checked thoroughly, the researcher administered the 

questionnaire (see Appendix D) to the target group. Then they were collected back by 

the researcher to analyze and interpret the data. 

5. Data Analysis 

The quantitative data were analyzed by using Statistical Program for Social Sciences 

(SPSS). Quantitative statistics, including frequencies, a measure of central tendency 

(mean, mode, and median), and a measure of dispersion (range and standard 

deviation), were the most appropriate statistical methods for analyzing quantitative 

data. 

ANOVA was used to find out the statistically significant of differences between 

groups of data for the levels of variance within the groups through samples taken. 

Research Question “What is the most effective method of communicating the Gospel 

to urban upper-middle-class which elicits the most positive response?” was analyzed 

by using frequencies, percentage, Mean, Standard Deviation and Cross-tabulation, t-

test, and Multiple Linear Regression. 
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Correlation coefficients were analyzed by using Pearson Correlation Coefficient (r) as 

explained by Cohen (1998). 

 

Table 10. Pearson Correlation Coefficient (r) with Cohen's Explanation 

Correlation Coefficient Meaning 

r = 0.1 to 0.3 indicates a low positive relationship 

r = 0.3 to 0.7  indicates a medium positive relationship 

r = higher than 0.7 indicates a strong positive relationship 

Source: Cohen, J. Statistical Power Analysis for Behavioral Sciences, 2nd ed. New 

Jersey: Lawrence Erlbaum, 1998. 
 

E. Conclusion 

The methodology of this quantitative research is statistically crafted to review and 

explore the effective models for evangelism to the upper-middle-class of urban 

Thailand which elicits the most positive response. Four hundred fifteen questionnaires 

were collected by the online field survey from the targeted churches in Thailand. The 

findings and results will be described in the next chapter. 
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CHAPTER FOUR 

 RESEARCH FINDINGS  

The researcher used a quantitative research methodology by distributing 415 

questionnaires to find the most effective methods of communicating the Gospel to 

urban upper-middle-class in Thailand. The research question was “What is the most 

effective method of communicating the Gospel to urban upper-middle-class which 

elicits the most positive response?” Findings and results will be presented as follows: 

(1) the demographic of the research sample, (2) results on how urban upper-middle-

class comes to learn and experience God from evangelism, (3) influences that help 

make urban upper-middle-class become commitment in the new faith (4) effective 

practices of evangelism. 

A. Section 1 The Demographic of the Research Sample 

Information from 415 respondents in three major church organizations revealed an 

even diversity. Female respondents were a slight majority (56.60%). The majority 

(64.60%) fell within the age groups of 35-54. In terms of income, most of the 

respondent’s income (38.80%) was between THB 25,000 to THB 45,000 with the 

second-highest respondent’s income (19.50%) between THB 45,001 to THB 65,000. 

In terms of education, the majority (51.10%) had a bachelor’s degree and 37.80% went 

on to complete their masters (see Appendix E, table 32-35). 

In terms of religious background, most of the respondents (76.90%) were not brought 

up in a Christian family.  Those who have been converted have reported a longevity 

with 52% stating they have been Christians for over 20 years (see Appendix E, table 

6-37). 
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Table 11. General Information of the Targeted Sample by the Event of Life 

When Converted and the Respondents’ Church Organizations 

An event of life 

when converted 

CCT EFT TBC Total 

n % n % n % n % 

During study in a 

primary school 20 17.10 21 8.70 6 10.70 47 11.30 

During study in a 

high school / 

vocational school 34 29.10 59 24.40 13 23.20 106 25.50 

During study in a 

bachelor’s degree 

program 21 17.90 65 26.90 7 12.50 93 22.50 

During study in a 

master’s degree 

program 1 0.90 6 2.50 0 0.00 7 1.70 

After graduation/ 

Working 41 35.00 90 37.20 30 53.60 161 38.80 

After retirement 0 0.00 1 0.40 0 0.00 1 0.20 

Total 117 100.00 242 100.00 56 100.00 415 100.00 

 

The respondents were converted to Christianity at various stages of life. Most 

(38.30%) fell in the category of being converted during their working life, some in 

high school (25.50%), and others during the undergraduate years (22.50%) (see table 

11). 

B. Section 2 How the Urban Upper-middle-class Realizes about God from 

Evangelism 

Table 12. The Responses of the Upper-middle-class when Heard about God 

The Responses to God and 

Church 

n Min Max Mean S.D. Skewness Kurtosis 

1. The message of the 

Gospel did not make you 

afraid. 

415 1 5 4.27 1.016 -1.434 1.474 

2. You liked the message of 

the Gospel and allowed 

Christians to give you 

more information. 

415 1 5 4.09 1.049 -1.049 0.48 

3. You were not frightened 

when you heard about 

God for the first time. 

415 1 5 4.05 1.157 -1.143 0.474 

4. When you attended a 

church for the first time, 

you understood that there 

was no hidden agenda. 

415 1 5 4.04 1.043 -0.929 0.188 
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5. When you attended a cell 

group for the first time, 

the atmosphere aroused 

you to seek God. 

415 1 5 3.97 0.98 -0.948 0.69 

6. You liked the Christian 

community when you 

heard about God for the 

first time. 

415 1 5 3.96 1.096 -0.996 0.425 

7. When you heard about 

God for the first time, it 

warmed your heart. 

415 1 5 3.85 1.228 -0.891 -0.208 

8. When you attended a 

church for the first time, 

the atmosphere aroused 

you to seek God. 

415 1 5 3.85 1.124 -0.863 0.084 

9. When you heard about 

God for the first time, 

you were interested in 

whether Christians were 

truly sincere. 

415 1 5 3.78 1.153 -0.704 -0.299 

10. When you heard about 

God for the first time 

from Christians, you 

understood there was no 

hidden agenda. 

415 1 5 3.83 1.224 -0.771 -0.413 

11. When you heard about 

God for the first time, 

you understand God was 

relatable in some way. 

415 1 5 3.56 1.317 -0.574 -0.772 

12. When you heard about 

God, you perceived it as 

positive for you. 

415 1 5 3.49 1.331 -0.474 -0.837 

13. When you heard about 

God for the first time, 

you felt impressed and 

kept on seeking. 

415 1 5 3.48 1.185 -0.431 -0.617 

14. When you heard about 

God for the first time, 

you felt like this was 

what you had been 

seeking for a long time. 

415 1 5 3.35 1.37 -0.336 -1.065 

Total 415 1 5 3.83 0.783 -0.8 0.436 

Note: Mean Score Interpretation. 4.50-5.00 = Very High, 3.50-4.49 = High, 2.50-

3.49 = Moderate, 1.50-2.49 = Low, 1.00-1.49 = Very Low 
 

The researcher asked 415 respondents their first impressions after they heard about 

God. The results were that respondents felt that the message of the Gospel was clearly 

understandable, and respondents did not feel oppositional, wary, or fearful of the 
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message (Mean = 4.27). Respondents liked the Gospel's message and allowed 

Christians to give more information (Mean = 4.09). Respondents were not frightened 

when they heard about God for the first time (Mean = 4.05). Respondents believed 

there was no hidden agenda when they attended churches or cell groups for the first 

time (Mean = 4.04, 3.83). The atmosphere in churches and cell groups helped them 

seek God (Mean = 3.97, 3.85). Respondents liked the Christian community and felt 

warm when they heard the Gospel (Mean = 3.96, 3.85). When respondents heard about 

God for the first time, they understood that God was relatable in some way (Mean = 

3.56) (see table 12). 

Comparing the responses of upper-middle-class when they heard about God with 

gender distinctions, there was a significant difference between the means of 

relationship data in table 23 (T-test). There was no significance at 0.5 level. It indicated 

no evidence of gender bias in responses. (See Appendix E, table 38). 

 

Table 13. General Information of the Targeted Sample by the Decision 

Responses after Listening to the Gospel and the Respondents’ Church 
Organizations 

Decision Responses 

after Listening to the 

Gospel 

CCT EFT TBC Total 

n % n % n % n % 

Instantly rejected 11 9.40 37 15.29 9 16.07 57 13.73 

Not immediately 

rejected but willing 

to study about God 

further 79 67.52 140 57.85 36 64.29 255 61.45 

Instantly accepted 27 23.08 65 26.86 11 19.64 103 24.82 

Total  117 100.00 242 100.00 56 100.00 415 100.00 

Respondents, after listening to the Gospel, did not reject the message.  Among the 

respondents, 24.82% responded by accepting Christ immediately. This study found 

61.45% were willing to study further about God, and only 13.73% would instantly 

reject the message (see table 13). 
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Table 14. General Information of the Targeted Sample by the Reasons to 

Accept Christ and the Respondents’ Church Organizations 

Reasons to accept 

Christ 

CCT EFT TBC Total 

n % n % n % n % 

1. Afraid of 

offending 

Christian who 

ministered the 

Gospel to you 2 1.70 8 3.30 0 0.00 10 2.40 

2. Impressed by 

God’s love 42 35.90 70 28.90 12 21.40 124 29.90 

3. Appreciated 

Christian sincerity 10 8.50 27 11.20 7 12.50 44 10.60 

4. Had enough 

information to 

decide 8 6.80 23 9.50 3 5.40 34 8.20 

5. God answered 

your prayer 25 21.40 27 11.20 14 25.00 66 15.90 

6. Christian society 

is positively 

unique from 

others 2 1.70 9 3.70 5 8.90 16 3.80 

7. Willing to test 

whether God is 

true or not 13 11.10 56 23.10 4 7.10 73 17.60 

8. Wanted God to 

save them from 

difficulty 15 12.80 22 9.10 11 19.60 48 11.60 

Total  117 100.00 242 100.00 56 100.00 415 100.00 

 

The upper-middle-class was impressed by God’s love (29.90%) and His revelation of 

answering their prayer (18.90%), while 17.60% of the respondents were open to 

testing whether God was true or not for them. Of these respondents, 10.60% accepted 

Christ because they appreciated Christian sincerity. Thus, respondents felt positive 

about God and Christians (see table 14). 

 

Table 15. Feeling Commitment after Confession of Allegiance 

Feeling commitment after saying a confession of allegiance n % 

Strongly disagree 16 3.80 

Disagree 22 5.30 

Fair 90 21.70 

Agree 110 26.50 

Strongly agree 177 42.70 

Total 415 100.00 
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The respondents felt they were confident in salvation (emotional act without an 

identifiable reason). After saying a confession of allegiance, 42.70% of the 

respondents strongly agreed, 26.50% agreed, and 21.70% moderately committed (see 

table 15). 

When finding the respondents’ correlation between the commitment and reasons to 

accept Christ, the researcher found that even though there were different reasons to 

accept Christ, the commitment was not significantly different at .05 level (see 

Appendix E, table 39). The results also should no difference between genders. 

 

Table 16. The Information of the Targeted Sample by the Interval between the 

First Day of Saying a Confession of Allegiance until Commitment by the 

Respondents’ Church Organizations 

The Interval between 

the First Day of 

Confession of 

Allegiance until 

Commitment CCT EFT TBC Total 

 n % n % n % n % 

1. Instantly commit 

after finishing a 

confession of 

allegiance. 32 27.40 61 25.20 16 28.60 109 26.30 

2. 0-3 months 15 12.80 45 18.60 8 14.30 68 16.40 

3. 4-6 months 6 5.10 33 13.60 2 3.60 41 9.90 

4. 6 months to 1 

Year 20 17.10 38 15.70 6 10.70 64 15.40 

5. Between 1-2 years 6 5.10 28 11.60 8 14.30 42 10.00 

6. Between 2-3 years 9 7.70 10 4.10 5 8.90 24 5.80 

7. More than 3 years 26 22.20 26 10.70 11 19.60 63 15.20 

8. Still have no 

commitment  3 2.60 1 0.40 0 0.00 4 1.00 

Total  117 100.00 242 100.00 56 100.00 415 100.00 

 

The questions about a commitment in a new faith also extended to asking about how 

soon after saying a confession of allegiance did they feel confident in their salvation 

or commitment? Table 16 showed that 26.30% were instantly committed after 

finishing a confession of allegiance. On those who responded, 41.7% would spend 

approximately one year before being committed. Another 16.40% needed between 0-

3 months, 9.9% between 4-6 months, and 15.40% needed 6 months to 1 year from the 

time of saying a confession of allegiance before they committed. The critical time to 
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help people have commitment was between 0-3 months and 6 months to 1 year after 

saying a confession of allegiance. No significant difference was found among church 

denominations. 

 

Table 17. Time Period Christians Take before They Committed in The New 

Faith 

The Interval between the First Day of Saying a Confession of 

Allegiance until Commitment n % 

1. Instantly commit after finishing confession of allegiance 109 26.52 

2. 0-3 months 68 16.55 

3. 4-6 months 41 9.98 

4. 6 months to 1 Year 64 15.57 

5. Between 1-2 years 42 10.22 

6. Between 2-3 years 24 5.84 

7. More than 3 years 63 15.32 

Total 411 100 

Note: Not including the 4 respondents who still had no commitment in the new faith. 

 

When the researcher analyzed the results by excluding respondents who still have no 

commitment, the researcher found 26.52% of respondents committed immediately 

after they finished a confession of allegiance. The rest would spend 0-3 months 

(16.55%), 6 months to 1 year (15.57%), more than 3 years (15.33%), 1-2 years 

(10.22%), and 4-6 months (9.98%), and 2-3 years (5.84%) before commitment. The 

researcher observed that the critical duration for people to consider their new faith 

until commitment was 0-1 year for 68.62% of the new believers (see table 17 and 

figure 6). 
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Figure 6. Accumulated People Who Committed When They Said a Confession 

of Allegiance 

Note: Each stack will be accumulated from the previous frequency until 100% 

 

The researcher observed the duration between a confession of allegiance and 

commission to the new faith was 1 year for 68.62% of the people. The most crucial 

period was the first 3 months after their confession of allegiance (see table 17 and 

figure 6). 

C. Section 3 Influences that Made Urban upper-middle-class Committed 

From the 415 respondents, the researcher found that the significant reasons that 

influenced respondents to commit included responding in personal dedication and 

attending Christian community for fellowship. 

 

Table 18. Reasons that Influence the Urban Upper-middle-class to Christian 

Fellowship 

The Reasons to have 

Christian Fellowship 

n Min Max Mean S.D. Skewness Kurtosis 

1. Experienced a blessing 

from God (R10). 
415 1 5 4.29 0.98 -1.39 1.42 

2. Impressed by Christian 

community (R5). 
415 1 5 4.15 1.05 -1.38 1.5 

3. Wanted to listen to 

sermons or teachings of 

the church (R7). 

415 1 5 3.73 1.23 -0.734 -0.344 

4. Wanted to study the 

Bible (R6). 
415 1 5 3.51 1.29 -0.504 -0.773 



50 

 

 

 

5. A church had many types 

of up-to-date social 

media (R8). 

415 1 5 3.28 1.19 -0.227 -0.623 

6. Wanted to have a new 

experience from church 

attendance (R9). 

415 1 5 3.24 1.22 -0.322 -0.678 

7. A spouse was already a 

Christian (R2). 
415 1 5 3.21 1.46 -0.302 -1.258 

8. A family members was 

already a Christian (R1). 
415 1 5 3.12 1.52 -0.238 -1.402 

9. Contact with Christians 

of good reputation in 

Thai high society in the 

church (R4). 

415 1 5 2.93 1.34 -0.09 -1.153 

Total 415 1 5 3.53 0.762 -0.423 0.149 

Note: Mean Score Interpretation. 4.50-5.00 = Very High, 3.50-4.49 = High, 2.50-

3.49 = Moderate, 1.50-2.49 = Low, 1.00-1.49 = Very Low 

 

There were four major reasons: (1) Respondents had experienced a blessing from God 

(Mean = 4.29) (2) Respondents were impressed by Christian community (Mean = 

4.15) (3) Respondents wanted to listen to sermons or teachings of the church (Mean = 

3.73) and (4) Respondents wanted to study the Bible (Mean = 3.51). 

The more moderate reasons respondents gave were (1) a church had many types of up-

to-date social media (Mean = 3.28) (2) Respondents wanted to have a new experience 

from church attendance (Mean = 3.24) (3) a spouse who had already become Christian 

(Mean = 3.21) (4) family members who were already Christian (Mean = 3.12) and (5) 

contact with Christians of good reputation in Thai high society or Christian 

influencers23 in the church (Mean = 2.93) (see table 18). 

  

 
23 An influencer is the one who has the power to influence people in the character, 

development, or behavior of someone or something (Hennessy 2018, 1-7). 
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D. Section 4 Effective Practices for Evangelism 

Table 19. The Effective Practices Used in Evangelism to the Urban Upper-

middle-class 

Evangelism Practices n Min Max Mean S.D. Skewness Kurtosis 

1.  Share blessings and 

personal experiences 

with God (P5). 415 1 5 4.55 0.713 -1.819 4.116 

2.  Invite to prayer specific 

prayers and seeing God 

answer (P12). 415 1 5 4.51 0.748 -1.672 3.161 

3.  Explain the message of 

the Gospel clearly (P6). 415 1 5 4.39 0.781 -1.253 1.667 

4.  Invite to visit a church 

on a special event 

Sunday ex. Easter, 

Christmas, etc. (P3). 415 1 5 4.27 0.878 -1.129 0.962 

5.  Invite to visit a cell 

group (P4). 415 1 5 4.16 0.914 -0.973 0.583 

6.  Suggest reading the 

Bible (P7). 415 1 5 4.11 1.047 -1.091 0.622 

7.  Recommend listening to 

Christian songs (P11). 415 1 5 4.06 1.032 -0.965 0.367 

8.  Recommend reading 

Christian books (P10). 415 1 5 4.02 1.028 -0.972 0.473 

9.  Suggest listening to 

online sermons, 

teachings, or 

encouraging content 

from Christian social 

media (P8). 415 1 5 4.01 0.993 -0.927 0.557 

10. Invite to visit a church 

on a regular Sunday 

(P2). 415 1 5 3.99 0.978 -0.812 0.305 

11. Recommend watching 

Christian films (P10). 415 1 5 3.85 1.086 -0.748 -0.010 

12. Introduce them to a 

Christian of good 

reputation in Thai high 

society (P1). 415 1 5 3.59 1.119 -0.586 -0.183 

Total 415 1 5 4.13 0.612 -.831 1.139 

Note: Mean Score Interpretation. 4.50-5.00 = Very High, 3.50-4.49 = High, 2.50-

3.49 = Moderate, 1.50-2.49 = Low, 1.00-1.49 = Very Low 

 

From the 415 respondents, the researcher found the most effective methods the 

respondents used in evangelism to the urban upper-middle-class were (1) sharing a 
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blessing and their personal experiences with God (Mean = 4.55) (2) inviting them to 

pray a specific prayer and having God answer that prayer (Mean = 4.51). 

Table 19 showed the highly effective methods with a mean score of between 3.50-

4.49. These were (1) explaining the message of the Gospel clearly (Mean = 4.39) (2) 

inviting them to visit a church on a special event Sunday, for example Easter or 

Christmas (Mean = 4.27) (3) inviting them to visit a cell group (Mean = 4.16) (4) 

suggesting they read the Bible (Mean = 4.11) (5) recommending they listen to 

Christian songs (Mean =4.06) (6) suggest listening to online sermons, teachings, or 

encouraging content from Christian social media (Mean = 4.02) (7) inviting them to 

visit a church on a regular Sunday (Mean = 4.01) (8) recommending watching 

Christian films (Mean = 3.99) (9) inviting them to know Christians of good reputation 

in Thai high society (Mean = 3.85). 
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Table 20. Pearson's Correlation Matrix of the Effective Practices of Evangelism and Reasons of the Attending Christian Fellowship 

  1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 

P1 1                      

P2 .301** 1                     

P3 .387** .379** 1                    

P4 .301** .481** .355** 1                   

P5 .261** .430** .332** .508** 1                  

P6 .176** .406** .293** .454** .534** 1                 

P7 .201** .311** .206** .357** .347** .511** 1                

P8 .297** .224** .280** .315** .293** .251** .462** 1               

P9 .391** .278** .393** .334** .312** .261** .479** .606** 1              

P10 .305** .397** .282** .394** .364** .380** .603** .563** .654** 1             

P11 .238** .384** .348** .395** .416** .395** .580** .464** .588** .641** 1            

P12 .196** .291** .365** .328** .428** .291** .355** .345** .395** .442** .440** 1           

R1 .155** 0.089 0.068 0.048 0.047 0.043 0.044 0.071 .120* .111* 0.054 0.072 1          

R2 .199** 0.049 0.064 0.058 0.075 -0.044 -0.009 .105* .110* 0.079 -0.005 .101* .613** 1         

R3 .212** .114* .109* .111* .146** 0.032 0.044 .181** .191** .129** 0.094 .205** .425** .511** 1        

R4 .425** .159** .213** .200** .152** 0.091 .219** .232** .328** .290** .214** .155** .452** .489** .460** 1       

R5 .357** .267** .172** .265** .247** .154** .260** .241** .282** .288** .303** .231** .178** .290** .404** .405** 1      

R6 .160** .237** .111* .187** .114* .201** .421** .246** .254** .336** .358** .161** .110* 0.085 .131** .202** .349** 1     

R7 .232** .297** .159** .223** .159** .227** .415** .274** .268** .336** .392** .182** .130** 0.079 .134** .214** .350** .834** 1    

R8 .372** .211** .264** .171** .171** .111* .207** .449** .382** .369** .347** .230** .189** .251** .243** .410** .387** .476** .504** 1   

R9 .211** .124* .221** .135** .121* 0.023 0.052 .221** .230** .172** .171** .215** 0.096 .158** .277** .342** .336** .220** .182** .529** 1  

R10 .126* .140** 0.05 .171** .255** .204** .231** .180** .139** .239** .243** .298** .185** .166** .131** .140** .190** .362** .350** .328** .146** 1 

Note: **Correlation is significant at the 0.01 level (2-tailed), *Correlation is significant at the 0.05 level (2-tailed). 

P = Practice chosen in evangelism, R = Reason people decided to attend a church or cell group (See Appendix D) 
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The correlation matrix in Table 20 showed analyzing the correlation between effective 

practices used in evangelism and the reasons respondents decided to attend a Christian 

fellowship, the researcher found that several had a significant medium correlation of 

.01. These included, introducing respondents to a Christian of good reputation in Thai 

high society (r = .425), a church had many types of up-to-date social media (r = .372) 

and being impressed by Christian community (r = .357). The rest had a significantly 

low relationship. 

There was a significant medium correlation at .01. This included they wanted to study 

Bible (r = .421) and listen to sermons or teachings in the church (r = .415) when 

correlated the practice of suggesting the target group read the Bible and the reasons 

they decided to visit a Christian fellowship. 

Analyzing the correlation of watching online sermons, teachings, or encouraging 

content from Christian social media and the reasons they decided to attend a Christian 

fellowship, there was a significant medium correlation at .01 that related to a church 

had many types of up-to-date social media (r = .449). 

The researcher found a significant medium correlation at .01 level related to a church 

had many types of up-to-date social media (r = .382) when correlated the practice of 

recommending watching Christian films and the reasons they decided to visit a 

Christian fellowship, 

Table 20 showed the correlation of recommending the target group read Christian 

books and the reasons they decided to visit a Christian fellowship, the researcher found 

a significant medium correlation at .01 level that was related to a church had many 

types of up-to-date social media (r = .369), they wanted to study Bible (r = .336), and 

they wanted to listen to sermons or teachings of the church (r = .336). 

The researcher found a significant medium correlation at .01 level related to they 

wanted to listen to sermons or teachings of the church (r = .392), they wanted to study 

Bible (r = .358), a church had many types of up-to-date social media (r = .347),  

 

 



55 

 

 

 

Table 21. Pearson's Correlation Matrix of the Effective Practices of Evangelism and Reasons (Summarized) of the Attending Christian 
Fellowship 

 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 SumT1 SumT2 SumT3 R10 

P1 1 .301** .387** .301** .261** .176** .201** .297** .391** .305** .238** .196** .196** .425** .314** .126* 

P2  1 .379** .481** .430** .406** .311** .224** .278** .397** .384** .291** .078 .223** .283** .140** 

P3   1 .355** .332** .293** .206** .280** .393** .282** .348** .365** .073 .211** .243** .050 

P4    1 .508** .454** .357** .315** .334** .394** .395** .328** .059 .241** .233** .171** 

P5     1 .534** .347** .293** .312** .364** .416** .428** .067 .226** .183** .255** 

P6      1 .511** .251** .261** .380** .395** .291** .001 .114* .184** .204** 

P7       1 .462** .479** .603** .580** .355** .020 .219** .359** .231** 

P8        1 .606** .563** .464** .345** .098* .277** .384** .180** 

P9         1 .654** .588** .395** .128** .342** .366** .139** 

P10          1 .641** .442** .106* .300** .394** .239** 

P11           1 .440** .028 .254** .412** .243** 

P12            1 .096 .246** .255** .298** 

SumT1             1 .566** .196** .196** 

SumT2              1 .457** .193** 

SumT3               1 .386** 

R10                1 

Note: **Correlation is significant at the 0.01 level (2-tailed), *Correlation is significant at the 0.05 level (2-tailed). 

P = Practice chosen in evangelism, SumT1 (Family relationship reason) = Sum of the reasons R1-2, SumT2 (Christian community reason) = 

Sum of the reasons R3-5, SumT3 (Learning reason) = Sum of the reasons R6-9, and R10 = Experience blessings from God Reason (See 

Appendix D) 
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and being impressed by the Christian community (r = .303) when analyzed the 

correlation of recommending the target group listen to Christian songs and the reasons 

they decided to visit a Christian fellowship. 

Table 21 showed that to find the best effective practices of evangelism for urban 

upper-middle-class and the reasons they decided to attend a church or a cell group, the 

researcher analyzed the data with multiple regressions using the Stepwise Multiple 

Regression method. The researcher investigated by testing the Multicollinearity 

problem with a correlation coefficient of studied variables to examine the relationship 

among independent variables in which the independent variables are highly correlated 

(r > .8), resulting in the deviation of the model equation used in the prediction of the 

dependent variable. Therefore, the relationship between the independent variables 

must be examined to make sure they can remain within the prediction equation. 

Table 21 explained that there was no violation of preliminary agreement in 

Multicollinearity was found. The relationship between the independent variables 

correlated at r = .001 and r = .654, which was considered a low correlation to a 

moderately-high correlation. The researcher analyzed the practices of evangelism that 

influenced reasons for making a visit to a Christian fellowship by using the Multiple 

Regression model with the Stepwise Multiple Regression method and analyzing the 

effective practices with the reasons for the decision to visit a Christian fellowship. 

There were four reasons as follows: SumR1 (Having a Family relationship reason) 

was the sum of the reasons R1-2, meaning some family members were already 

Christian (R1), a spouse was already a Christian (R2). SumT2 (Christian community 

reason) was the sum of the reasons R3-5 meaning having Christian friends (R3), 

knowing Christians of good reputation in Thai high society in the church (R4), and 

being impressed by Christian community (R5). SumT3 (Learning reason) was the sum 

of the reasons R6-9 that included, wanting to study the Bible (R6), wanting to listen 

to sermons or teachings of the church (R7), a church had many types of up-to-date 

social media (R8), and wanting to have a new experience from church attendance (R9). 

And R10 was experiencing blessings from God (see Appendix D). 

The independent variables were analyzed by Stepwise Multiple Regression using 12 

forecast variables; inviting to know a Christian of good reputation in Thai high society 
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(x1), inviting to visit a church on a normal Sunday (x2), inviting to visit a church on a 

special event Sunday ex. Easter, Christmas, etc. (x3), inviting to visit a cell group (x4), 

sharing blessings and personal experiences with God (x5), explaining the message of 

the Gospel clearly (x6), suggesting to read the Bible (x7), suggesting to listen to online 

sermons, teachings, or encouraging content from Christian social media (x8), 

recommending to watch Christian films (x9), recommending to read Christian books 

(x10), recommending to listen to Christian songs (x11), and inviting to pray specific 

prayers and see God answer those prayers (x12). 

 

Table 22. The Analysis of the Effective Practices Used in Evangelism from the 

Family Relationship Reason (SumT1) 

Model 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 t Sig. 

 B Std. Error β   

(Constant) 4.646 .434  10.705 <.0001 

X1 .470 .115 .196 4.071 <.001 

Note: F = 16.57, p-value < .001, R2 = .039, Adjust R2 = .036 

 

In was analyzing the effective practices used in evangelism from the family 

relationship reason (SumT1) by using the Multiple Regression with Stepwise Multiple 

Regression method, the researcher found the variable of inviting to know a Christian 

of good reputation in Thai high society (x1) was the only variable that forecasted a 

response to evangelism within the family relationship reason (SumT1). R2 was 3.9%, 

and statistically significant at the .05 level (F = 16.57; p-value < .001) (see table 22). 

Therefore, inviting people to know Christians of good reputation in Thai high society 

is an effective practice that influences a response within the family relationship reason 

(SumT1) equal to .196 (β = .196), as shown by the following equation: 

Y  =  4.646+ .196 (x1)  
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Table 23. The Analysis of the Effective Practices Used in Evangelism from the 

Christian Community Reason (SumT2) 

Model 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 t Sig. 

 B Std. Error β   

(Constant) 4.248 .794  5.353 <.001 

X1 .853 .119 .338 7.164 <.001 

X9 .429 .131 .165 3.273 .001 

X12 .434 .178 .115 2.434 .015 

Note: F = 40.48, P-value < .001, R2 = .228, Adjust R2 = .222 

 

The researcher found the variable of inviting to know Christian of good reputation in 

Thai high society (x1), recommend watching Christian films (x9) and invite to pray a 

specific prayer that God answered (x12) were the variables that could contribute to 

forecasting a response to evangelism within the Christian community reason (SumT2). 

R2 was 22.8%, a statistically significant figure at the .05 level (F = 42.097; p-value < 

.001) (see table 23). 

Therefore, the effective practices that influenced a response to evangelism within the 

Christian community reason (SumT2) were inviting a person to know Christians of 

good reputation in Thai high society (β = .338), recommend watching Christian films 

(β = .165), and praying specific prayers that God has answered (β = .115) respectively 

as shown by the following equation: 

Y  =  4.248+ .853 (x1) + .429 (x9) + .434 (x12) 

 

Table 24. The Analysis of the Effective Practices Used in Evangelism from the 

Learning Reason (SumT3) 

Model 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 t Sig. 

 B Std. Error β   

(Constant) 3.811 .858  4.444 .000 

X11 .816 .201 .221 4.054 .000 

X1 .635 .153 .187 4.156 .000 

X8 .667 .195 .174 3.412 .001 

X7 .410 .197 .113 2.079 .038 

Note: F =35.42, P-value < .001, R2 = .257, Adjust R2 = .250 

 

The researcher found the variable of recommend listening to Christian songs (x11), 

inviting to know Christians of good reputation in Thai high society (x1), suggest 
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listening to online sermons, teachings, or encouraging content from Christian social 

media (x8), and suggest reading the Bible (x7) were variables that could contribute to 

forecasting a response to evangelism within the Learning reason category (SumT3). 

R2 was 25.7%, statistically significant at the .05 level (F = 38.11; p-value < .001) (see 

table 24). 

Therefore, the effective practices that influenced a response to evangelism within the 

Learning reason (SumT3) were recommend listening to Christian songs (β = .221), 

inviting to know Christians of good reputation in Thai high society (β = .187), suggest 

listening to online sermons, teachings, or encouraging content from Christian social 

media (β =.174) and suggest reading the Bible (β = .113) respectively as shown by the 

following equation: 

Y  =  3.811+ .816 (x1) + .635 (x9) + .667 (x12) + .410 (x7) 

 

Table 25. The Analysis of the Effective Practices Used in Evangelism from 

Experiencing Blessings from God Reason (R10) 

Model 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 t Sig. 

 B Std. Error β   

(Constant) 2.034 .350  5.807 .000 

X12 .303 .071 .231 4.259 .000 

X5 .208 .074 .151 2.834 .005 

X7 .112 .048 .119 2.354 .019 

X3 -.122 .057 -.109 -2.151 .032 

Note: F = 15.26, P-value < .001, R2 = .130, Adjust R2 = .121 

 

The researcher found the variable of inviting to prayer a specific prayer that God has 

answered (x12), sharing blessings and personal experiences with God (x5), suggest 

reading the Bible (x7), an invitation to visit a church on a special event Sunday ex. 

Easter, Christmas, etc. (x3) were variables that could forecast a response to evangelism 

within the experiencing blessings from God reason (R10). R2 was 13.0%, statistically 

significant at the .05 level (F = 20.34; p-value < .001) (see table 25). 

Therefore, the effective practices that influenced a response to evangelism within the 

experiencing blessings from God reason (R10) were, invite to pray a specific prayer 

that God has answered (β = .231), share blessings and personal experiences with God 

(β = .151), suggest reading the Bible (β =.119) and invite to attend a church on a special 
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event Sunday ex. Easter, Christmas (β = -.109) respectively, as shown by the following 

equation: 

Y  =  2.034 + .303 (x12) + .208 (x5) + .112 (x7) + - .122 (x3) 

E. Conclusion 

The researcher analyzed the results from four sections (1) the demographic of the 

research sample, (2) how urban upper-middle-class learns about God from 

evangelism, (3) influences that make urban upper-middle-class committed (4) 

effective practices of evangelism. The next chapter will discuss conclusions and 

practical suggestions for evangelism to the urban upper-middle-class in Thailand. 
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CHAPTER FIVE 

CONCLUSION AND IMPLICATIONS 

This chapter consists of (1) how urban-upper-middle class Thais learn about the 

Gospel, (2) the effective evangelistic practices for the urban-upper-middle-class in 

Thailand, (3) practical implications, and (4) recommendations for future research. 

A. How Urban Upper-middle class Thais Learn about the Gospel 

The urban upper-middle-class people in Thailand learn the Gospel and have some 

awareness of God from the Christian foundation grounded from missionaries. They 

send their children to famous Christian schools and universities, they use Christian 

hospitals, they drive past the churches and have Christian friends. They may be 

impressed by the Christian community or acknowledge Christians of good reputation 

in Thai high society. In their lifestyle, they come across with church social media 

sometimes or even deeply think about the meaning of life during circulation of work 

and life in the busy metropolitan. The research found they escalate their quests until 

understanding the basic of Gospel by learning from the information provided in 

church's social media, personal relationship from Christian friends, and church 

attendance. Their interest turns positive and even more confident when they meet 

Christian of good reputation in the church. They meet the Christian community with 

astonish because it different from their expectation. 

B. The Effective Evangelistic Practices for the Urban Upper-middle-class in 

Thailand 

Some of the urban upper-middle-class people visit the churches many times to be able 

to grasp the information about Jesus. The researcher found that the most effective 

evangelistic models for them are sharing the blessing experiences from God and kindly 

inviting them to receive prayers in their specific issues so that they will experience the 

transcendent of God in many ways. The conversion process needs time and many 

occasions. In prior, Christians need to share the message of the Gospel clearly, keep 

inviting them to visit the church especially on the special events Sunday i.e., Easter, 
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Christmas, etc. Ask them to visit the cell groups to get secure from knowing Christian 

friends and some of them are Christian influencers who have a good reputation in the 

upper-middle society. Introduce them to read the Bible and listen to meaningful 

Christian songs. Suggest them to watch the churches' online sermons, teachings, or 

any encouraging contents from Christian social media. The urban upper-middle-class 

people will collect all the experiences with God and community and gradually accept 

Christ as their Savior. There will be effective practices to ask them to come forward 

and say a confession of allegiance as a church tradition, however, the research found 

that the conversion takes sometimes to have commitment. One-fourth of persons feel 

a commitment immediately, but the rest will take at least three months and a year to 

commit to their new faith. 

C. Practical Implications 

There are some practical implications for evangelism to the upper-middle-class of 

urban Thailand that will be helpful to Thai churches to reach out to this group of 

people. 

1. Emphasize God’s Love in the Gospel 

Jesus said, “When he saw the crowds, he had compassion on them because they were 

harassed and helpless, like sheep without a shepherd” (Matthew 9:36). Jesus began 

His ministry with compassion. Christians should also begin by serving people with 

His compassion. The study in this dissertation found that the love of God is the most 

important reason for Thai urban upper-middle-class to accept Christ. The findings of 

this research are consistent with the results of the qualitative research "Modern Family 

and Christian Conversion in Bangkok Metropolitan Region." The study found that the 

causes that influenced respondents to accept Christ were (1) able to notice life changes 

in their Christian friends, (2) the message of the Gospel was reasonable, (3) God had 

answered their prayers, (4) touched by the love and care in the Christian community. 

Truly, the center of the Gospel is love. The Father has given His only Son to the earth. 

By the death of Jesus, He reveals His love to us (John 3:16). The Bible commands us 

repeatedly to love God (Deuteronomy 6:4–6), our neighbors (Leviticus 19:18), 

Christians (1 Peter 4:8; John 13:34-35), and even enemies (Romans 12:19–21). 
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Christian love is a fundamental response to God’s love: “We love because he first 

loved us” (1 John 4:19). 

The clarity of the Gospel content needs to be appropriately communicated but the 

message of the Gospel that touches this group of people is His love and care. 

Therefore, they embrace the gospel through love and compassion. The Gospel must 

be explained with compassion, love, and concern for personal feelings. 

The love of God can be expressed as Christians share their personal experiences with 

God. They may share experiences of miraculous blessings, their reason for becoming 

Christians, or how God helped them in a difficult time. When Christians minister the 

Gospel to someone, we must share personal testimonies, experiences with God, or life 

transformation.  

Emphasizing God’s love will greatly influence urban upper-middle-class to accept 

Christ. The testimony that influences people should be authentic and genuine. When 

communicating the Gospel, it should not focus on forcing or arguing religious beliefs 

rather on presenting God’s love. 

2. Present Jesus Christ as the Centrality of the Gospel and Spiritual Experiences 

Thai middle-class are stressed living between the elite and the lower class and 

dependent on them for their economic activities. They are mostly concerned about 

security and property. Sometimes their spirituality can be more about withdrawing 

from the world than engaging with the world or attending a religious service in the 

community. However, their spirituality is a search for meaning in their life.  

During important times of the year, like Songkran, people seek to make merit and wish 

for good things. The most popular activity among Thai people, including high-income 

people is playing the lottery. Thai people buy more lottery tickets and in greater 

volume every year. Thai people search for the spiritual, making wishes and making 

vows in order to win the lottery. Making a wish is part of Thai spirituality. On the one 

hand, Thai people seem to understand the Gospel message that Jesus as the atonement 

for human sin, but Christians need to explain the Gospel’s centrality in Jesus Christ. 

He is not another god that grants wish. 
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A healthy church in the 21st century that has influence in the secular community will 

explicitly put Jesus as the central focus of the Gospel and share a holistic Gospel by 

helping people in need, such as the homeless, prostitutes, orphans, or gangsters 

bringing them to glorify Christ at last. 

This study also found that effective methods of evangelism happen as we explain the 

message of the Gospel clearly, and make the center of the message Christ, who has 

paid the penalty for our sin and offered salvation to us. The acceptance of these facts 

will lead to a desire to be saved through Christ and lead to a personal decision to 

willingly to depend on or trust in Christ as personal Savior. Sharing a testimony of 

personal blessing to Thai middle-class people sometimes can be misleading if Christ 

is not central. For the Christian, spirituality is something different. Christ is the crucial 

element in Gospel communication. 

This research found that critically effective methods used in evangelism included 

inviting people to pray specific prayers and expect an answer from God. The findings 

of this research are consistent with the results of the survey of TPSO, Ministry of 

Commerce on the spending of Thai people for religious merit. The report explained 

that faith, sacred things, and prayer are inseparable. The top issues people ask from 

their faith are (1) The boosting of their morale (2) fortune and money (3) success in 

business (TPSO 2020). Therefore, Christians need to understand that when Thai 

people pray to God, this is their understanding of spirituality. Praying specific prayers 

and expecting an answer from God is a highly effective method of evangelism. 

However, we must make it clear that all blessings point to Jesus Christ, and He can 

provide more than any temporal blessings, including salvation and eternal life. 

3. Enthusiastic Follow-up New Believers 

Thai urban upper-middle-class is not comfortable with confrontation. However, they 

like to adapt to situations through relationships that benefit them and at the same time 

protect their interests. Therefore, they will remain calm and open until they feel 

uncomfortable. When they have received their benefit, they will return to the 

maintenance of a neutral status. This phenomenon can explain why this researcher 

found that most people felt confident in salvation (an emotional act without an 
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identifiable reason) when saying a confession of allegiance. However, the results show 

that some duration is required before they achieve firmly commitment. 

The researcher also observed that 68.62% of respondents required duration of up to 

one year after saying a confession of allegiance before commitment to their new faith.  

The most crucial period was the first 3 months after the confession. It is essential to 

follow-up with new believers as soon as possible after they affirm their conversion. 

Psychologists refer to this as the “forgetting curve,” which describes the rate at which 

information is forgotten after it is initially learned. Research suggests humans forget 

approximately 50% of what they learn within an hour and an average of 70% within 

24 hours (Kwik 2020, 73). Enthusiastic following up and review the message of the 

Gospel will help them to recall an affirmation of the new faith. 

Within 3 months, the new believers should be encouraged in their affirmation by 

receiving baptism. Before baptism, the new believers should complete an intensive 

one-day course to review their understanding of the Gospel and to have more 

confidence in their salvation. The course will help them to (1) have assurance of 

commitment, (2) understand how to pray, (3) have victory over sin, learn how to 

forgive, and (4) give practical guidance for a new life. The course will include active 

learning, such as lectures on Biblical topics for beginners, discussion, role-play, and 

listening to Christian testimony. At the end of the course, a baptism ceremony will be 

held followed by a joyful feast. The design of this process is consistent with other 

research (Trilling and Charles 2009, 139-146) and a study on cultural transition 

processes (Turner 2011, 94-95). 

Each week during the year provides opportunity to nurture new believers in the faith. 

New believers need to be encouraged to attend church and be involved in a small group 

to have a deeper fellowship with God and Christian friends. Their faith will gradually 

grow stronger, and they will become more confident in God. 

4. Using Christian Events as a Bridge to the Gospel 

This research found that inviting people to a church on a special event Sunday, for 

example, Easter, Christmas, or other special events, is a highly effective practice of 

evangelism for urban upper-middle-class. The findings are consistent with an article 
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by Worawan Tharaphum on the topic “Thai middle class and Thailand future” that 

explained that the middle-class lifestyle is conforming to Western culture. Such 

changes include shifts in politics, economics, socio-cultural issues, and global 

technology. The middle class is constantly monitoring and following trends of the 

world (Tharaphum 2019). Western cultural exposure makes it easier to embrace 

Christianity as the desire to imitate Western culture increases. 

Special events allow people to encounter special experiences. Christians can apply 

what these people value to bridge the Gospel into their culture and lifestyle effectively. 

Design events on Sunday that are relevant to their lives to create a bridge to the Gospel 

to them. Special events can be based on the Christian calendar cycle. Christian events 

of significance within the season are Good Friday and Easter Sunday during March or 

April. These days recognize Jesus’ sacrifice and resurrection. Christmas in December 

celebrates the birth of Jesus.  

Special events can also be based on Thai culture. Mother’s Day in Thailand is August 

12. This event is very popular within Thai culture as Thai will pay respect to their 

mother on this day. The best gift for a mother is salvation from the Lord. This research 

found that Christian influencers are very effective in evangelism. The church might 

ask Christian influencers to support an event. 

Church attendance will usually peak during these dates, Easter, Mother’s Day, and 

Christmas. The church can use these events to point towards Jesus and build a bridge 

to the Gospel. The meaning of each day can be creatively crafted in a special event to 

create a bridge to Jesus. 

5. Enhance Love and Warm Atmosphere in A Church Meeting 

The results of this dissertation have convinced this researcher that the love of God is 

the most important factor in reaching Thai urban upper-middle-class for Christ. Since 

most respondents confirmed their affirmation of faith within one year’s time, every 

occasion during the year is an opportunity to mentor new believers in their faith. Their 

faith will gradually grow strong and commit in a new faith eventually. 
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A church can welcome new guests by mentioning their names with an authentic warm 

welcome. We should welcome them with little souvenirs to impress them and invite 

them back the following Sunday. By doing this we will show love and care. 

During the service, the church should reserve a time for praying for people's needs. 

The results of this dissertation suggest that the most effective method used in 

evangelism to urban upper-middle-class is inviting them to receive pray specific 

prayers and expect an answer from God. A pastor should call people to come forward 

to receive prayers such as with an altar call for repentance, healing from sickness, 

success in work, or well-being in life. Prayers will be positively opened their heart. 

The researcher also found that an effective practice used in evangelism is utilizing 

Christian influencers, recommending watching Christian films, and inviting people to 

pray specific prayers expecting God to answer. The church can connect visitors and 

new believers with Christian influencers. Recommend watching Christian films and 

pray for them so that they will have a personal experience with God. 

The atmosphere in churches and cell groups helps urban upper-middle-class in seeking 

God. The study found that respondents liked the Christian community and felt warm 

when they heard about the Gospel. They generally understood how God has related or 

relevant to their lives. Therefore, shower them with love and a warm atmosphere in 

every church meeting. 

6. Develop Christian Cultural Contexts for Thais 

Lewis R. Rambo conversion stage begin with a context. The context is the ecology of 

the conversion process where people can experience in their lifestyle. Christian 

cultural contexts for Thais need to be developed both in churches and parachurches. 

Christian music, Christian social media, Christian films are highly effective practices 

in evangelism to the urban upper-middle-class. The researcher found that 61.45% of 

people who listen to the Gospel are willing to study about God further. The effective 

practices for people willing to learn more about God are recommending Christian 

music, introducing them to Christian influencers, suggesting online sermons, 

teachings, or other encouraging content from Christian social media, and reading the 
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Bible. All these methods are effective for preparing Thai to be positive about the 

Gospel. 

In this age where technology disrupts physical social connection and the confusion of 

the COVID-19 pandemic, Thai churches should take this opportunity to develop 

encouraging content through every kind of social media to reach Thai people, 

especially for evangelism. Thai digital information 2021 reported that Thailand's 

household internet speed was the highest globally at 308.35 megabits per second. Thai 

people spend 8 hours 44 minutes daily using the internet for work and pleasure. Thai 

social media use in every platform was 78.70% of the total population (Hootsuite 

2021). The Christian YouTube channel W501 has the highest subscription rate with 

144,000 subscribers both Christian and non-Christian. The second highest is 

Crossover Music, with 108,000 subscribers. Both are Gospel music channels. There 

are 2 popular Thai Bible channels, CBN Thailand, which is associated with CBN 

headquarters in Virginia Beach, Virginia, USA, CCT with 42,800 subscribers, and 

CGNTV Thailand from South Korea with 27,000 subscribers according to information 

accessed on April 21, 2021. 

Christian films have significant growth opportunities in the Thai market. Although the 

investment required is relatively high, movies can have a profound effect on the 

effective evangelization of the middle class. For example, a Christian short film titled 

Time Square produced by God Bless You project was shared extensively among 

Christians and many Thai people. A recent counting shows 1.6 million views, the 

highest short film viewing in Thailand. 

Churches should take the opportunity to use digital media today. They should develop 

their churches or ministries Facebook and YouTube channels for evangelism. Social 

media will reach the urban upper-middle-class effectively. It is worth investing in 

developing Christian cultural into Thai contexts so that they will be prepared when 

Christian shares the Gospel, and eventually inviting them to the church. Moreover, 

some ministries need professional to achieve the best results, the churches should 

support them with special donations rather than produce their own. 
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D. Recommendations for Future Research 

This researcher found there was no significantly strong relationship between reasons 

respondents joined Christian fellowship and influences from their spouse or family 

members who were already Christian. Initially, the researcher expected the 

relationship of the family would be very influential because Thai people value their 

relationship with the family. Further research should study the evangelism of urban 

families in Thailand. This researcher also found that the highest chance for evangelism 

is during the teen years. Another interesting topic is evangelism to Thai urban 

teenagers from middle-class families. 

E. Conclusion 

Evangelism in Thailand is still a challenging task. There still be 0.75% of the Thai 

people are Christians. While Thailand is escalated from a poor economy, a middle-

class, and recently upper-middle-class country, Thai Christians need to rethink and 

sharpen the concepts and models of evangelization in the changed context to be able 

to communicate the Gospel more effective to Thais. 

People live in big cities because they seek a better life, but it comes with high stress 

and often negatively affects lives, families, and health, especially mental and spiritual 

health (Robbins 2015, 118). An urban society full of chaos, competition, loneliness, 

lack of purpose and meaning in life. Only God can fill the emptiness of the souls. Jesus 

said, “Don’t you have a saying, ‘It’s still four months until harvest?’ I tell you, open 

your eyes and look at the fields! They are ripe for harvest” (John 4:35 NIV). The 

opportunity for evangelizing to the upper-middle-class of urban Thailand is possible. 
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Appendix A 

Thai Christians Population 

Table 26. Thai Christians by Region Updated 2020 

Province Population Christians Churches Members 

/ Church 

Christians/

Population 

Bangkok 5,696,409 62,664 449  139.56  1.10% 

Krabi 462,101 1,795 25  71.80  0.39% 

Kanchanaburi 882,146 5,730 66  86.82  0.65% 

Kalasin 985,203 1,561 33  47.30  0.16% 

Kamphaeng Phet 730,158 2,585 35  73.86  0.35% 

Khon Kaen 1,798,014 7,247 140  51.76  0.40% 

Chanthaburi 531,037 1,168 27  43.26  0.22% 

Chachoengsao 700,902 1,100 23  47.83  0.16% 

Chon Buri 1,455,039 8,283 114  72.66  0.57% 

Chai Nat 331,655 385 11  35.00  0.12% 

Chaiyaphum 1,138,252 1,740 46  37.83  0.15% 

Chumphon 505,830 894 21  42.57  0.18% 

Chiang Mai 1,728,242 109,489 1011  108.30  6.34% 

Chiang Rai 1,277,950 92,790 794  116.86  7.26% 

Trang 640,793 3,148 25  125.92  0.49% 

Trat 229,435 462 9  51.33  0.20% 

Tak 618,382 21,090 257  82.06  3.41% 

Nakhon Nayok 258,577 195 5  39.00  0.08% 

Nakhon Phanom 715,399 1,038 28  37.07  0.15% 

Nakhon 

Ratchasima 
2,628,818 4,890 98 49.90 0.19% 

Nakhon Si 

Thammarat 
1,552,530 3,850 60 64.17 0.25% 

Nakhon Sawan 1,071,942 3,622 162  22.36  0.34% 

Nakhon Pathom 899,342 2,626 29  90.55  0.29% 

Nonthaburi 1,193,711 3,100 51  60.78  0.26% 

Narathiwat 783,082 93 3  31.00  0.01% 

Nan 479,518 9,088 90  100.98  1.90% 

Bueng Kan 420,647 1,241 25  49.64  0.30% 

Buri Ram 1,584,661 2,774 48  57.79  0.18% 

Pathum Thani 1,094,249 2,920 44  66.36  0.27% 

Prachuap Khiri 

Khan 

534,719 2,853 40  71.33  0.53% 

Prachin Buri 482,195 907 19  47.74  0.19% 

Pattani 694,023 338 7  48.29  0.05% 

Si Ayutthaya 808,360 941 16  58.81  0.12% 

Phayao 482,645 5,799 67  86.55  1.20% 

Phang Nga 264,074 1,452 37  39.24  0.55% 

Phatthalung 522,723 717 13  55.15  0.14% 

Phichit 545,957 2,692 170  15.84  0.49% 

Phitsanulok 863,404 5,398 81  66.64  0.63% 

Phetchaburi 478,589 1,746 23  75.91  0.36% 

Phetchabun 996,986 11,242 403  27.90  1.13% 
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Phrae 452,346 3,866 31  124.71  0.85% 

Phuket 386,605 4,108 47  87.40  1.06% 

Maha Sarakham 964,596 1,437 30  47.90  0.15% 

Mukdahan 348,101 790 13  60.77  0.23% 

Mae Hong Son 273,764 37,149 426  87.20  13.57% 

Yasothon 540,182 953 17  56.06  0.18% 

Yala 518,139 609 10  60.90  0.12% 

Roi Et 1,308,166 1,448 36  40.22  0.11% 

Ranong 187,536 1,414 30  47.13  0.75% 

Rayong 688,999 2,065 37  55.81  0.30% 

Ratchaburi 867,883 3,119 44  70.89  0.36% 

Lop Buri 758,655 683 21  32.52  0.09% 

Lampang 752,356 6,245 74  84.39  0.83% 

Lamphun 406,385 2,105 36  58.47  0.52% 

Loei 638,819 1,656 33  50.18  0.26% 

Si Sa Ket 1,468,798 1,491 42  35.50  0.10% 

Sakon Nakhon 1,142,737 1,590 41  38.78  0.14% 

Songkhla 1,410,577 3,556 51  69.73  0.25% 

Satun 315,923 305 11  27.73  0.10% 

Samut Prakan 1,279,310 3,605 51  70.69  0.28% 

Samut 

Songkhram 

194,376 159 4  39.75  0.08% 

Samut Sakhon 545,454 1,439 18  79.94  0.26% 

Sa Kaeo 556,922 1,334 36  37.06  0.24% 

Sara Buri 637,673 1,259 27  46.63  0.20% 

SingBuri 211,426 265 6  44.17  0.13% 

Sukhothai 601,712 1,705 29  58.79  0.28% 

Suphanburi 849,699 1,604 30  53.47  0.19% 

Surat Thani 1,046,772 3,816 62  61.55  0.36% 

Surin 1,395,024 1,662 33  50.36  0.12% 

Nong Khai 519,580 1,209 22  54.95  0.23% 

Nong Bua 

Lamphu 

510,074 597 12  49.75  0.12% 

Ang Thong 283,173 333 11  30.27  0.12% 

Amnat Charoen 376,382 528 16  33.00  0.14% 

Udon Thani 1,575,152 5,717 73  78.32  0.36% 

Uttaradit 459,768 2,526 30  84.20  0.55% 

Uthai Thani 330,906 1,111 26  42.73  0.34% 

Ubon Ratchathani 1,857,429 3,348 85  39.39  0.18% 

Total  65,729,098   498,459   6,206   80.32  0.76% 

Source: Data from eSTAR Foundation. Harvest database: Thai Church Directory. 

ThaiChurches.org. Accessed on May 19, 2020. https://bit.ly/2zbrNJv. 

Note: The average number of Christian per church is 80.32, but when calculate and 

analyze by the standard deviation of the data set. The SD is 24.77, which means 

there was a very high spread out from the average. The number per church in each 

church could be 80.32±24.77 or can be highly varied between 55.55 to 105.09. 
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Table 27. Thai Christians by Household Income less than THB 15,000 

Province Population Christians Churches Members 

/ Church 

Christians/ 

Population 

Chiang Mai 1,728,242 109,489 1011  108.30  6.34% 

Chiang Rai 1,277,950 92,790 794  116.86  7.26% 

Total 3,006,192 202,279 1,805  112.07  6.73% 

Source: Data from Ministry of Digital Economy and Society. Statistical Yearbook 

Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR Foundation. 

Harvest database: Thai Church Directory. ThaiChurches.org. Accessed on May 19, 

2020. https://bit.ly/2zbrNJv. 

Note: The average number of Christian per church is 112.07, but when calculate and 

analyze by the standard deviation of the data set. The SD is 6.06, which means there 

was a very low spread out from the average. The difference of number per church in 

each church could be 112.07±6.06 or can be varied between 106.01 to 118.13. 

 

Table 28. Thai Christians by Household Income between THB 15,001-21,500 

Province Population Christians Churches Members 

/ Church 

Christians/ 

Population 

Mae Hong Son 273,764 37,149 426  87.20  13.57% 

Phayao 482,645 5,799 67  86.55  1.20% 

Nan 479,518 9,088 90  100.98  1.90% 

Lampang 752,356 6,245 74  84.39  0.83% 

Phitsanulok 863,404 5,398 81  66.64  0.63% 

Uttaradit 459,768 2,526 30  84.20  0.55% 

Tak 618,382 21,090 257  82.06  3.41% 

Kamphaeng Phet 730,158 2,585 35  73.86  0.35% 

Loei 638,819 1,656 33  50.18  0.26% 

Nong Khai 519,580 1,209 22  54.95  0.23% 

Nong Bua 

Lamphu 

510,074 597 12  49.75  0.12% 

Sakon Nakhon 1,142,737 1,590 41  38.78  0.14% 

Nakhon Phanom 715,399 1,038 28  37.07  0.15% 

Kalasin 985,203 1,561 33  47.30  0.16% 

Phetchabun 996,986 11,242 403  27.90  1.13% 

Khon Kaen 1,798,014 7,247 140  51.76  0.40% 

Maha Sarakham 964,596 1,437 30  47.90  0.15% 

Roi Et 1,308,166 1,448 36  40.22  0.11% 

Yasothon 540,182 953 17  56.06  0.18% 

Amnat Charoen 376,382 528 16  33.00  0.14% 

Ubon Ratchathani 1,857,429 3,348 85  39.39  0.18% 

Surin 1,395,024 1,662 33  50.36  0.12% 

Si Sa Ket 1,468,798 1,491 42  35.50  0.10% 

Uthai Thani 330,906 1,111 26  42.73  0.34% 

Suphanburi 849,699 1,604 30  53.47  0.19% 

Kanchanaburi 882,146 5,730 66  86.82  0.65% 

Ratchaburi 867,883 3,119 44  70.89  0.36% 

Phatthalung 522,723 717 13  55.15  0.14% 
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Pattani 694,023 338 7  48.29  0.05% 

Yala 518,139 609 10  60.90  0.12% 

Narathiwat 783,082 93 3  31.00  0.01% 

Total  25,325,985   140,208   2,230   62.87  0.55% 

Source: Data from Ministry of Digital Economy and Society. Statistical Yearbook 

Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR Foundation. 

Harvest database: Thai Church Directory. ThaiChurches.org. Accessed on May 19, 

2020. https://bit.ly/2zbrNJv. 

Note: The average number of Christian per church is 62.87, but when calculate and 

analyze by the standard deviation of the data set. The SD is 19.87, which means 

there was a very high spread out from the average. The number per church in each 

church could be 62.87±19.87 or can be highly varied between 43 to 82.74. 

 

Table 29. Thai Christians by Household Income between THB 21,501-28,000 

Province Population Christians Churches Members 

/ Church 

Christians/ 

Population 

Lamphun 406,385 2,105 36  58.47  0.52% 

Phrae 452,346 3,866 31  124.71  0.85% 

Sukhothai 601,712 1,705 29  58.79  0.28% 

Phichit 545,957 2,692 170  15.84  0.49% 

Bueng Kan 420,647 1,241 25  49.64  0.30% 

Nong Bua 

Lamphu 

510,074 597 12  49.75  0.12% 

Udon Thani 1,575,152 5,717 73  78.32  0.36% 

Mukdahan 348,101 790 13  60.77  0.23% 

Chaiyaphum 1,138,252 1,740 46  37.83  0.15% 

Nakhon 

Ratchasima 

2,628,818 4,890 98  49.90  0.19% 

Buri Ram 1,584,661 2,774 48  57.79  0.18% 

Nakhon Sawan 1,071,942 3,622 162  22.36  0.34% 

Lop Buri 758,655 683 21  32.52  0.09% 

Chai Nat 331,655 385 11  35.00  0.12% 

SingBuri 211,426 265 6  44.17  0.13% 

Ang Thong 283,173 333 11  30.27  0.12% 

Nakhon Nayok 258,577 195 5  39.00  0.08% 

Prachin Buri 482,195 907 19  47.74  0.19% 

Sa Kaeo 556,922 1,334 36  37.06  0.24% 

Chachoengsao 700,902 1,100 23  47.83  0.16% 

Chon Buri 1,455,039 8,283 114  72.66  0.57% 

Trat 229,435 462 9  51.33  0.20% 

Samut Prakan 1,279,310 3,605 51  70.69  0.28% 

Samut Songkhram 194,376 159 4  39.75  0.08% 

Phetchaburi 478,589 1,746 23  75.91  0.36% 

Prachuap Khiri 

Khan 

534,719 2,853 40  71.33  0.53% 

Ranong 187,536 1,414 30  47.13  0.75% 

Nakhon Si 

Thammarat 

1,552,530 3,850 60  64.17  0.25% 
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Trang 640,793 3,148 25  125.92  0.49% 

Satun 315,923 305 11  27.73  0.10% 

Songkhla 1,410,577 3,556 51  69.73  0.25% 

Total  23,146,379   66,322   1,293   51.29  0.29% 

Source: Data from Ministry of Digital Economy and Society. Statistical Yearbook 

Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR Foundation. 

Harvest database: Thai Church Directory. ThaiChurches.org. Accessed on May 19, 

2020. https://bit.ly/2zbrNJv. 

Note: The average number of Christian per church is 51.29, but when calculate and 

analyze by the standard deviation of the data set. The SD is 24.77, which means 

there was a very high spread out from the average. The number per church in each 

church could be 51.29±24.77 or can be highly varied between 26.52 to 76.06. 

 

Table 30. Thai Christians by Household Income between THB 28,001-34,500 

Province Population Christians Churches Members 

/ Church 

Christians/ 

Population 

Rayong 688,999 2,065 37  55.81  0.30% 

Sara Buri 637,673 1,259 27  46.63  0.20% 

Si Ayutthaya 808,360 941 16  58.81  0.12% 

Samut Sakhon 545,454 1,439 18  79.94  0.26% 

Chumphon 505,830 894 21  42.57  0.18% 

Phang Nga 264,074 1,452 37  39.24  0.55% 

Krabi 462,101 1,795 25  71.80  0.39% 

Phuket 386,605 4,108 47  87.40  1.06% 

Total  4,299,096   13,953   228   61.20  0.32% 

Source: Data from Ministry of Digital Economy and Society. Statistical Yearbook 

Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR Foundation. 

Harvest database: Thai Church Directory. ThaiChurches.org. Accessed on May 19, 

2020. https://bit.ly/2zbrNJv. 

Note: The average number of Christian per church is 61.20, but when calculate and 

analyze by the standard deviation of the data set. The SD is 17.81, which means 

there was a high spread out from the average. The number per church in each church 

could be 61.20±17.81 or can be highly varied between 43.39 to 79.01. 
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Table 31. Thai Christians by Household Income higher than THB 34,500 

Province Population Christians Churches Members 

/ Church 

Christians/ 

Population 

Bangkok 5,696,409 62,664 449  139.56  1.10% 

Nakhon Pathom 899,342 2,626 29  90.55  0.29% 

Nonthaburi 1,193,711 3,100 51  60.78  0.26% 

Pathum Thani 1,094,249 2,920 44  66.36  0.27% 

Chanthaburi 531,037 1,168 27  43.26  0.22% 

Surat Thani 1,046,772 3,816 62  61.55  0.36% 

Total  10,461,520   76,294   662   115.25  0.73% 

Source: Data from Ministry of Digital Economy and Society. Statistical Yearbook 

Thailand 2019. Bangkok: National Statistical Office, 2019; eSTAR Foundation. 

Harvest database: Thai Church Directory. ThaiChurches.org. Accessed on May 19, 

2020. https://bit.ly/2zbrNJv. 

Note: The average number of Christian per church is 115.25, but when calculate and 

analyze by the standard deviation of the data set. The SD is 34.21, which means 

there was a high spread out from the average. The number per church in each church 

could be 115.25±34.21 or can be highly varied between 81.04 to 149.46. 
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Appendix B 

Definition of Terms 

Christian. Protestant or reformed Christianity. Most Thai Protestant churches are in 

three major church organizations: The church of Christ in Thailand (CCT), Thailand 

Baptist Convention (TBC), and The Evangelical Fellowship of Thailand (EFT). 

Consumerism. The idea that increasing the consumption of goods and services 

purchased in the market is always a desirable goal. A person's well-being and 

happiness depend fundamentally on obtaining consumer goods and material 

possessions (Investopedia 2019). 

Evangelism. The spreading of the Gospel in the context of the Great Commission is 

to make disciples committed to following Christ. Even though the scope of evangelism 

is broad as communicated in the Great Commission, this research is primarily focused 

on conversion. 

Gross Domestic Product (GDP). The standard measure of the value-added created 

through the production of goods and services in a country during a specific period 

(OECD 2021). 

Gross National Income (GNI). The total amount of money earned by a nation's 

people and businesses. It is used to measure and track a nation's wealth from year to 

year. The number includes the nation's gross domestic product plus the income it 

receives from overseas sources. GNI is an alternative to gross domestic product (GDP) 

to measure and track a nation's wealth and is considered a more accurate indicator for 

some nations (Investopedia 2019). 

Household income. Cash or in-kind which households receive from work or own 

produce, assets or received from others. Household income consists of current income 

such as wages and salaries, net profits from business or agriculture, and bonuses 

(MDES 2019, 284). For example, Pierre earns $120,000 per annum from his job as a 

finance professional. His wife Catherine earns $80,000 as an analyst. Together, their 

family income is $200,000. Pierre's nephew Jean also lives with them. He earns 

$40,000 as a salary from his job, bringing their total household income to $240,000 

(Investopedia 2021). 
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Kradumpee (กระฎุมพี). Thai Bourgeoisie, in French terminology, is the middle-class 

clans that grow economically with development policies over time, especially under 

the Sarit Thanarat regime. They have higher education to be capable of investing in 

modern industrial businesses. The descendants of this group are young and have a 

higher education than the general population. They are surpassing their parents and 

taking over various duties. Kradumpee seem to have a better future than their parents 

(Eoseewong 2014). 

Income. The money earned from business transactions or investment activities. 

Examples of income are wage, salary, household income, passive income, or tax 

refund. (Investopedia 2021). 

Influencer. A person who can influence people in their character, development, or 

behavior. Influencers can be categorized into two groups: content creators and life 

casters. Content creators are the persons who are creating blogs, vlogs, and Instagram 

photos. Life casters are the persons who are living their best life, and people are 

following them because their social media’s feed exudes sheer awesomeness 

(Hennessy 2018, 3). 

Thai urban upper-middle-class. The people who live in large cities provide 

opportunities to reach the necessary economic resources for better living. Thai urban 

people, as opposed to rural people, increased their standard of living due to the 

economic growth created by the Thai economic development plan in the 1980s. 

Presently, Thai urban upper-middle-class is the largest class within the Thai 

population. They are categorized as 1) at least age 25 years old, 2) with a minimum 

salary of THB 25,000, and 3) an education higher than primary school. 
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Appendix C 

Letters for the Field Research Approval 
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Appendix D 

Questionnaire 

Questionnaire Thai and English Translation 

Questionnaire in Thai 

แบบสอบถามเพ่ืองานวิจัยในหัวข้อ 
 "การประกาศข่าวประเสริฐแก่คนชัน้กลางระดับสูงในประเทศไทย" 

งานวิจัยนี้ดำเนินการโดยขา้พเจ้า นายกนก ลีฬหเกรียงไกร และจะเป็นพ้ืนฐานสำหรับการศึกษาระดับปริญญาดุษฎี
บัณฑิตของ AGST Alliance ร่วมกับสถาบันพระคริสตธรรมกรุงเทพฯ ภายใต้การดูแลของ ศจ.ดร.อานุภาพ วิชิต
นันทน ์
 
โครงการวิจัยกำลังจะสำรวจการตอบสนองพระกิตติคณุของผู้มรีายได้ปานกลางระดับสูงในประเทศไทย ผลลัพธ์จะ
นำไปสู่ความเข้าใจปัจจัยการรับเช่ือของกลุ่มเป้าหมายดังกล่าวเพื่อเสริมสร้างความเข้าใจในการประกาศข่าว
ประเสริฐในกลุม่ที่ศึกษา 
 
การศึกษานี้มีวัตถุประสงค์เพื่อเจาะกลุ่มผู้มรีายได้ปานกลางในเขตเมอืง 
1) อาย ุ25 ปีขึ้นไป 
2) รายได้ครัวเรือนขั้นตำ่ 25,000 บาท ต่อเดือน และ 
3) การศึกษาสูงกว่าประถมศึกษา 
 
หากคุณมีคุณสมบัติไม่ตรงตามเกณฑ์ทั้งสามข้อนี้ กรุณาอย่ากรอกแบบสอบถามนี ้
 
ข้าพเจ้าขอเชิญท่านมสี่วนร่วมในการวิจัยโดยกรอกแบบสอบถามดา้นล่างซึ่งจะใช้เวลาประมาณ 10-15 นาที การ
กรอกแบบสอบถามนี้จะเป็นทางลบั ไม่เปิดเผยตัวตน กล่าวคือจะไมร่ะบุช่ือของคุณ ดังนั้นจะไม่มีใครสามารถ
เชื่อมโยงคำตอบของคุณกับคณุได ้
 
การเข้าร่วมการศึกษานีเ้ป็นไปโดยสมัครใจ และคณุไม่มภีาระผูกพันใดๆ ในการยินยอมการตอบแบบสอบถาม การ
ส่งแบบสอบถามที่เสรจ็สมบรูณ์จะถือเป็นการให้ความยินยอมในการศึกษานี้ คุณสามารถถอนการให้ขอ้มูลเมื่อไรก็
ได้ทั้งก่อนหรือระหว่างทำแบบสอบถาม แต่เมื่อคณุส่งแบบสอบถามแล้ว คุณจะไมส่ามารถถอนคำตอบของคุณได้ 
 
การศึกษานี้เป็นไปโดยสมคัรใจ จะไม่มีการให้ค่าใช้จ่ายสำหรับเวลาของคุณ ข้าพเจ้ายินดีที่จะส่งสรุปสิ่งที่ค้นพบให้
คุณเมื่อการวิจัยของข้าพเจ้าเสรจ็สิน้ และหากคณุต้องการข้อมลูดังกล่าว กรุณาส่งอีเมลถึงข้าพเจ้า 
(kanoklee@gmail.com) พร้อมคำร้องขอสรุปผลการวิจัย 
 
ข้อมูลที่รวบรวมทั้งหมดจะถูกเก็บไว้ในไฟลส์เปรดชีต และจะถูกเก็บไว้อย่างไมม่ีกำหนดเวลา และอาจมีการนำมาใช้
อ้างอิงถึงเพื่อการศึกษาในอนาคต 
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การเข้าร่วมในการวิจัยของคุณจะเป็นประโยชน์ในการทำความเข้าใจปัจจัยการยอมรับข่าวประเสริฐของคนท่ีมี
รายได้ปานกลางในประเทศไทย ขณะเดียวกันยังช่วยหนุนใจย้ำเตือนคุณถึงสิ่งที่มีอิทธิพลในการเป็นครสิเตียนของ
คุณ และจะเป็นประโยชน์เมื่อคณุแบ่งปันพระกิตติคณุแก่เพื่อน 

 

หากคุณต้องการข้อมูลเพิม่เตมิหรอืมีคำถามใดๆ ก่อนตดัสินใจว่าจะเข้าร่วมโปรดติดต่อข้าพเจ้าที่ 0898971702 
และ / หรือส่งอีเมลมาที่ kanoklee@gmail.com 
 
และหากคณุต้องการหารือเกีย่วกับการมีส่วนร่วมในการวิจยันี้กับบคุคลที่ไม่เกี่ยวข้องโดยตรง โปรดสง่อีเมลถึง
ประธานคณะกรรมการจรยิธรรมในมนุษย์ AGST Alliance Human Participants Ethics 
(ethic@agstalliance.org) ซึ่งมีหน้าท่ีตรวจสอบและอนุมตัิการศึกษานี้ 
 
กรุณาพิมพ์หรือบันทึกข้อมูลนี้เพื่อเป็นหลักฐาน 
 
ข้าพเจ้าขอขอบพระคุณ หากคุณสามารถมสี่วนร่วมในการวิจัยนี ้
 
กนก ลีฬหเกรียงไกร 
 
ได้รับการอนุมัตจิริยธรรมการวิจัยในมนุษย์ โดย AGST Alliance Human Participants Ethics ในวันท่ี 23 
ธันวาคม 2020  
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ข้อมูลส่วนบุคคลของผู้ตอบแบบสอบถาม (ส่วนที่ 1 ข้อมูลส่วนบคุคลของผู้ตอบแบบสอบถาม) 
คำช้ีแจง: โปรดทำเครื่องหมาย / ลงใน (   ) หน้าข้อความที่ท่านเลือก ซึ่งตรงกับข้อเท็จจริงของท่านมากที่สุด 
 
เพศ 
(  ) ชาย (  ) หญิง 
 
อาย ุ(หากคุณอายไุม่ถึง 25 ปี กรุณาหยดุทำ
แบบสอบถาม) 
(  ) 25-34 ปี 
(  ) 35-44 ปี 
(  ) 45-54 ปี 
(  ) 55-64 ปี 
(  ) 65 ปี ขึ้นไป 
 
รายได้ครัวเรือนต่อเดือน (หากคุณรายได้รวมไม่ถึง 
25,000 บาท กรุณาหยุดทำแบบสอบถาม) 
(  ) 25,000-45,000 บาท 
(  ) 45,001-65,000 บาท 
(  ) 65,001-85,000 บาท 
(  ) 85,001-105,000 บาท 
(  ) 105,001-125,000 บาท 
(  ) มากกว่า 125,000 บาท 
 
ระดับการศึกษาที่สำเร็จสูงสดุ (หากการศึกษาน้อย
กว่ามัธยม กรณุาหยดุทำแบบสอบถาม) 
(  ) มัธยม 
(  ) ปวช/ปวส/อนุปริญญา  
(  ) ปริญญาตร ี
(  ) ปริญญาโท 
(  ) ปริญญาเอก 

คุณเกิดในครอบครัวคริสเตียนหรอืไม ่
(  ) ใช่ (  ) ไม่ใช่ 
 
คุณเป็นคริสเตียนมาแล้วก่ีป ี
(  ) น้อยกว่า 1 ปี 
(  ) 1-5 ปี 
(  ) 5-10 ปี 
(  ) 10-15 ปี 
(  ) 15-20 ปี 
(  ) 20 ปี ขึ้นไป 
 
คุณได้ต้อนรับพระเยซูเป็นพระเจ้าขณะที่คณุอยู่ใน
ช่วงเวลาใด 
(  ) ขณะเรียนประถม 
(  ) ขณะเรียนมัธยม ปวช/ปวส/อนุปริญญา 
(  ) ขณะเรียนมหาวิทยาลยั ป.ตร ี
(  ) ขณะเรียนมหาวิทยาลยัสูงกว่า ป.ตร ี
(  ) ขณะอยู่ในวัยทำงาน 
(  ) ขณะอยู่ในช่วงวัยหลังเกษียณ 
 
คุณเป็นสมาชิกครสิตจักรในสังกัดใด 
(  ) สภาคริสตจักรในประเทศไทย 
(  ) สหกิจคริสเตียนแห่งประเทศไทย 
(  ) สหคริสตจักรแบ๊บตสิต์ในประเทศไทย 
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1. ความรู้สึกแรกที่ได้รับรู้เกี่ยวกับพระเจ้า (ส่วนที่ 2) 
คำช้ีแจง: ความรู้สึกแรกที่ไดร้ับรูเ้กี่ยวกับพระเจ้า หมายถึง การรบัรูเ้รื่องราวเกี่ยวกับพระเจ้าในครั้งแรกท่ีส่งผลให้
เกิดความรู้สึกปรารถนาอยากรู้จักพระเจ้ามากขึ้นทางใดทางหนึ่ง ไมว่่าความปรารถนานั้นๆ จะทำใหเ้กิดการศึกษา
เรื่องราวเกี่ยวกับพระเจ้าอย่างต่อเนื่องจากนั้นหรือไม่ก็ตาม 
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 1 2 3 4 5 
1.1 เมื่อคุณได้ยินเรื่องราวเกี่ยวกับพระเจ้าครั้งแรก คณุมีความรู้สึก
ในแง่ที่ด ี

     

1.2 เมื่อคุณไปคริสตจักรครั้งแรก บรรยากาศโดยรวมทำให้คณุอยาก
ศึกษาเรื่องพระเจ้ามากขึ้น 

     

1.3 เมื่อคุณไปกลุ่มประชุมตามบ้าน (กลุ่มเซล, กลุ่มแคร์, กลุม่
สามัคคีธรรมตามบ้าน) ครั้งแรก บรรยากาศโดยรวมทำให้คณุอยาก
ศึกษาเรื่องพระเจ้ามากขึ้น 

     

1.4 เมื่อคุณได้ยินเรื่องราวเกี่ยวกับพระเจ้าครั้งแรก คณุรูส้ึกว่าพระ
เจ้าเกี่ยวข้องกับชีวิตคุณ 

     

1.5 เมื่อคุณได้ยินเรื่องราวเกี่ยวกับพระเจ้าครั้งแรก คณุรูส้ึกว่านี่คือ
สิ่งที่คุณตามหามานาน 

     

1.6 เมื่อคุณได้ยินเรื่องราวเกี่ยวกับพระเจ้าครั้งแรกจากคริสเตียน
ทีม่าประกาศกับคุณ คณุรูส้ึกว่าครสิเตียนไมม่ีผลประโยชน์แอบแฝง 

     

1.7 เมื่อคุณไปคริสตจักรครั้งแรก คุณรูส้ึกว่าครสิตจักรไม่มี
ผลประโยชน์แอบแฝง 

     

1.8 คุณชอบเรื่องราวของพระเจ้า และยินดีเปิดใจให้คริสเตียนเข้ามา
ในชีวิตคุณ 

     

1.9 เมื่อคุณได้ยินเรื่องราวเกี่ยวกับพระเจ้าครั้งแรก คณุรูส้ึก
ประทับใจแตไ่ม่แสดงออก 

     

1.10 เมื่อคุณไดย้ินเรื่องราวเกี่ยวกบัพระเจ้าครั้งแรก คณุรูส้ึกอบอุ่น      
1.11 เมื่อคุณไดย้ินเรื่องราวเกี่ยวกบัพระเจ้าครั้งแรก คณุสนใจผู้ที่
เป็นพยานว่าจริงใจหรือเปล่า 

     

1.12 คุณไม่รูส้ึกตกใจกลัว เมื่อคณุได้ยินเรื่องราวเกี่ยวกับพระเจ้าครั้ง
แรก 

     

1.13 คุณชอบสังคมคริสเตียน เมื่อคุณได้ยินเรื่องราวเกี่ยวกับพระเจ้า
ครั้งแรก 

     

1.14 คุณไม่รูส้ึกกลัว เมื่อคุณได้ยนิเรื่องราวเกี่ยวกับพระเจ้าครั้งแรก      
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2. คุณตัดสินใจอย่างไรเมื่อได้ยินเร่ืองราวของพระเจ้าคร้ังแรก (ส่วนที่ 2) 
คำช้ีแจง: ตัดสินใจอย่างไรเมื่อได้ยินเรื่องราวของพระเจ้าครั้งแรก หมายถึง หลังจากได้ฟังเรื่องพระกิตติคุณของพระ
เยซูจากผู้ที่เข้ามาเป็นพยานอย่างครบถ้วนในครั้งแรก เมื่อเขาขอให้ลองตัดสินใจรับเชื่อคุณตอบสนองอย่างไร 

(  ) รับเช่ือทันที (  ) ปฏิเสธทันที 
(  ) ไม่ปฏิเสธทันทีแตต่ั้งใจจะศึกษาเรื่องราวของพระเจา้ต่อ 

 
3. เหตุผลที่ตัดสินใจรับเชื่อ (ส่วนที่ 2) 
คำช้ีแจง: เหตุผลที่ตัดสินใจรับเชื่อ หมายถึง สาเหตุสำคญัที่ทำให้ยอมตัดสินใจจอธิษฐานต้อนรับพระเยซูเข้ามาใน
ชีวิต ซึ่งในใจอาจจะเช่ือวางใจในพระเยซูอย่างแท้จริงหรือไม่ก็ได้ 

(  ) เกรงใจผู้ที่มาประกาศกับคุณ 
(  ) อยากทดลองดู ไม่เสยีหายอะไร 
(  ) พระเจ้าตอบคำอธิษฐานของคุณ 
(  ) สัมผัสความรักของพระเจ้า 
(  ) สัมผัสความรักของพี่น้องในคริสตจักร 
(  ) สังคมคริสเตียนดี ไม่เหมือนสังคมทั่วไปที่เคยเจอ 
(  ) อยากให้พระเจ้าช่วยปลดปล่อยคุณจากปญัหา 
(  ) ตระหนักว่าคุณเข้าใจข้อมูลข่าวประเสริฐอย่างครบถ้วน 

 
4. เมื่อคุณได้อธิษฐานต้อนรับพระเยซู ณ ขณะนั้นคุณรู้สึกมัน่ใจในความรอด (ส่วนที่ 3) 
คำช้ีแจง: บรรยากาศภายนอกท่ีมผีลต่อความเช่ือมั่นในข่าวประเสรฐิหมายถึง ปัจจัยภายนอกที่ช่วยให้เกิดความ
มั่นใจในการยอมรับขา่วประเสริฐได้ดียิ่งข้ึน เพื่อทดสอบความสัมพันธ์ระหว่างความเชื่อมั่นในพระเยซูกบั
สภาพแวดล้อมภายนอก 
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 1 2 3 4 5 

4.1 เมื่อคุณได้อธิษฐานต้อนรับพระเยซู ณ ขณะนั้นคณุรูส้ึกมั่นใจใน
ความรอด 

     

 
4.2 นับจากวันแรกท่ีคุณได้อธิษฐานต้อนรับพระเยซู กว่าคณุจะมั่นใจว่าคุณรบัความรอดจริงๆ คณุใช้เวลาศึกษาอีก
นานเท่าไร 
(  ) คุณมั่นใจในความรอดทันทีที่คณุอธิษฐานจบ 
(  ) 0-3 เดือน 
(  ) 4-6 เดือน 
(  ) 6 เดือนถึง 1 ปี 

(  ) อยู่ระหว่าง 1-2 ปี 
(  ) อยู่ระหว่าง 2-3 ปี 
(  ) มากกว่า 3 ปี 
(  ) คุณยังคงไม่มั่นใจในความรอดแม้ในขณะนี ้
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5. อะไรมีอิทธิพลมากที่สุดที่ทำให้คุณมั่นใจในพระเจ้าในช่วงแรกๆ (ส่วนที่ 3) 
คำช้ีแจง: อะไรมีอิทธิพลมากที่สุดที่ทำให้คุณมั่นใจในพระเจ้าในช่วงแรกๆ หมายถึง สิ่งที่มีอิทธิพลส่งเสริมใหเ้กิด
ความมั่นใจว่าพระเจ้าเป็นจริงในช่วงเริ่มต้นของการเป็นครสิเตียน 
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 1 2 3 4 5 
5.1 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้ไปครสิตจักร      
5.2 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้ไปกลุ่มประชุมตามบ้าน 
(กลุ่มเซล, กลุ่มแคร์, กลุม่สามัคคีธรรมตามบ้าน 

     

5.3 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้มสี่วนในการรับใช้ใน
คริสตจักร 

     

5.4 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้อ่านพระคัมภรี ์      

5.5 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้ฟังคำสอน คำเทศนาใน
คริสตจักร 

     

5.6 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้ฟังคำสอน คำเทศนา 
รายการคริสเตียน หรือโพสต์เรื่องเกี่ยวกับพระเจ้าจากสื่อโซเชี่ยล 

     

5.7 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคุณได้ร้องเพลงนมัสการใน
คริสตจักร 

     

5.8 คุณมั่นใจในพระเจา้มากขึ้น เมื่อคำอธิษฐานของคุณไดร้ับคำตอบ
จากพระเจา้ 

     

5.9 คุณมั่นใจในพระเจา้มากขึ้น เมื่อมีสมาชิกบางคนในครอบครัวคณุ
ได้มารู้จักพระเจ้า 

     

5.10 คุณมั่นใจในพระเจ้ามากขึ้น เพราะแบบอย่างชีวิตของเพื่อนครสิ
เตียนหนุนใจคณุ 
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6. วิธีการประกาศในแต่ละอย่างที่คุณเลือกใช้มีประสิทธภิาพมากน้อยเพียงใด (ส่วนที่ 4) 
คำช้ีแจง: ประสิทธิภาพของวิธีการประกาศ หมายถึง รูปแบบและวิธกีารประกาศที่คุณสามารถเชิญชวนผู้ที่ยังไม่
เชื่อในพระเจ้าให้ขยับระดับความสนใจในพระเจา้จากไม่สนใจมาเปน็ระดับที่ปรารถนาอยากรู้จักพระเจ้ามากขึ้น 
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 1 2 3 4 5 
6.1 การแนะนำให้รู้จักคริสเตียนท่ีมีชื่อเสียงเป็นท่ีรู้จักในสังคม      
6.2 ชวนมาคริสตจักรในสัปดาห์ปกติ      
6.3 ชวนมาคริสตจักรในสัปดาห์ที่มีงานพิเศษ เช่น คริสตม์าส  
อีสเตอร์ ฯลฯ 

     

6.4 ชวนมากลุ่มสามัคคีธรรมตามบ้าน      
6.5 แบ่งปันพระพรและประสบการณ์ตรงกับพระเจ้า      

6.6 อธิบายพระกิตติคณุอย่างชัดเจน      
6.7 แนะนำให้อ่านพระคัมภรี ์      

6.8 แนะนำให้คำสอน คำเทศนา รายการคริสเตียน หรือโพสต์เรื่อง
เกี่ยวกับพระเจ้าจากสื่อโซเชี่ยล 

     

6.9 แนะนำให้ชมภาพยนตร์ที่เกีย่วกับความเชื่อในพระเจ้า      

6.10 แนะนำให้อ่านหนังสือเกี่ยวกับความเชื่อในพระเจ้า      
6.11 แนะนำให้ฟังเพลงนมัสการพระเจ้า      

6.12 รับการอธิษฐานเผื่อแล้วพระเจ้าตอบคำอธิษฐาน      
 
  



97 

 

 

 

7. เหตุผลที่คนที่คุณประกาศตัดสินใจมาคริสตจกัรหรือกลุ่มสามคัคีธรรมตามบ้าน (ส่วนที่ 4)  
คำช้ีแจง: เหตุผลที่คนที่คุณประกาศตัดสินใจมาโบสถ์หรือกลุ่มสามัคคีธรรมตามบ้าน หมายถึง เหตผุลต่างๆ ที่มี
น้ำหนักส่งเสริมให้คนท่ีคณุประกาศตัดสินใจมาโบสถ์หรือกลุ่มสร้างสรรค์ชีวิต เช่น ครอบครัว แฟน เพื่อน คำสอนที่
ดีจากพระคมัภรี์ หรือสื่อโซเช่ียลตา่งๆ หรือประสบการณต์รงกับพระเจ้า เป็นต้น 
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 1 2 3 4 5 

7.1 มีสมาชิกบางคนในครอบครัวเป็นคริสเตียนอยู่แล้ว      
7.2 มีแฟนหรือคู่ชีวิตเป็นครสิเตยีน      
7.3 มีเพื่อนท่ีเป็นคริสเตียน      

7.4 มีคริสเตียนท่ีมีชื่อเสยีงเป็นท่ีรูจ้ักในสังคมอยู่ท่ีครสิตจักรนั้น      
7.5 ประทับใจพ่ีน้องคริสเตยีน      

7.6 ต้องการเรียนพระคัมภรี ์      
7.7 ต้องการฟังคำสอน คำเทศนาในคริสตจักร      

7.8 คริสตจักรมีสื่อโซเช่ียลที่มีข้อมูลทันสมัยชัดเจน      
7.9 ต้องการไปเที่ยวชมโบสถ์เพื่อเปิดประสบการณ์      

7.10 มีพระพรและประสบการณ์ตรงกับพระเจ้าส่วนตัว      

 

ขอบคุณที่กรุณาสละเวลาในการทำแบบสอบถาม ขอพระเจ้าอวยพระพรครับ 
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Questionnaire in English Translation 

Questionnaire on the Topic, 

 A Model for Evangelism to the Upper-middle-class of Urban Thailand 

 

This study is being conducted by Mr. Kanok Leelahakriengkrai and will form the 

basis for the degree of Doctor of Ministry through AGST Alliance under the 

supervision of Rev. Dr. Anuparp Vichitnan. 

 

The research project is about to survey the Gospel responses of the upper-middle-

class of urban Thailand. The results will lead to understandings the conversion 

factors to enhance evangelism in the studied group. 

 

The purpose of this study is aimed at the urban middle-class that is explained by 1) 

the age 25 years old and the upper, 2) with the minimum salary of THB 25,000, and 

3) education higher than primary school.  

 

I would like to invite you to participate in the research survey by completing the 

internet-based questionnaire. The internet-based questionnaire will take 

approximately 10-15 minutes to complete. Participation in the study is completely 

voluntary. 

 

The questionnaire consists of 4 sections as following: 

Section 1 Demographic 

Section 2 How do Thai Christians evangelize to the urban upper-middle-class? 

Section What influences the urban upper-middle-class to commit in the new faith? 

Section 4 What is the effective practices that you choose in evangelism? 

 

Being in this study is completely voluntary, and you are not under any obligation to 

consent to complete the questionnaire. Submitting a completed questionnaire is an 

indication of your consent to participate in the study. You can withdraw at any time 

prior to submitting your completed questionnaire. Once you have submitted your 

questionnaire anonymously, your responses cannot be withdrawn. 

 

This study is completely voluntary; there will be no reimbursement or payment for 

time. 

 

The collected data will be stored in a digital spreadsheet file and will be deleted one 

year after the completion of the dissertation. 

 

Your participation in the research will be of great importance to understandings the 

conversion factors to enhance evangelism in middle-income people in Thailand 

while helping you to remind what influences you and how you become Christian so 

that it would be useful when you share the Gospel with your friends. 

 

If you would like more information or have any questions answered before you make 

your decision whether to participate, please contact me at 0898971702 and/or email 

me at kanoklee@gmail.com.  
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If you would like to discuss your participation in this research with someone not 

directly involved, please email the Chair, AGST Alliance Human Participants Ethics 

Panel (ethics@agstalliance.org), which is responsible for reviewing and approving 

this study. 

 

Please print or save this consent form for your records.  

 

I have read the above information. I feel I understand the study well enough to 

decide about my involvement. By clicking the link below, I understand and agree to 

the terms described above.  

 

Please indicate your consent by clicking “Next” button. 

 

 

Kanok Leelahakriengkrai 

66/73 Supalai Orchid Park 1, Rachamontree Rd., 

Bangkae, Bangkok, 

Thailand, 10160. 

 

Approved by the AGST Alliance Human Participants Ethics Panel on 23/12/2020 for 

three years. 

 

This information sheet is for you to keep. 
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Demographic (Section 1) 

Please tick the relevant box below as appropriate 

 

What is your gender? 

(  ) Male (  ) Female 

What is your age? 

(  ) 25-34 

(  ) 35-44 

(  ) 45-54 

(  ) 55-64 

(  ) Above 64 

What is your monthly household 

income (THB)? 

(  ) 25,000-45,000 

(  ) 45,001-65,000 

(  ) 65,001-85,000 

(  ) 85,001-105,000 

(  ) 105,001-125,000 

(  ) Above 125,000 

What is your highest education 

level? 

(  ) High school 

(  ) Vocational / Diploma 

(  ) Bachelor’s degree 

(  ) Master’s degree 

(  ) Doctorate 

Were you brought up in a 

Christian family?  

(  ) Yes (  ) No 

How many years have you been a 

Christian? 

(  ) Less than a year 

(  ) 1-5 years 

(  ) l5-10 years 

(  ) 10-15 years 

(  ) 15-20 years 

(  ) Above 20 years 

When do you accept Christ? 

(  ) During study in a primary school 

(  ) During a study in a high school / 

vocational school 

(  ) During study bachelor’s degree 

program 

(  ) During study master’s degree 

program 

(  ) In working period 

(  ) After retirement 

Your church is a member of 

(  ) The church of Christ in Thailand 

(  ) Thailand Baptist Convention 

(  ) The Evangelical Fellowship of 

Thailand 
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1. The instant response when you heard about God. (Section 2) 

Description: The instant response means any responses when you heard about God, 

whether it would lead to positive results or not. 
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1.1 When you heard about God, you perceived it was 

positive for you. 

     

1.2 When you attended a church for the first time, the 

atmosphere aroused you to seek God. 

     

1.3 When you attended a cell group for the first time, the 

atmosphere aroused you to seek God. 

     

1.4 When you heard about God for the first time, you 

understand God was related to you somehow. 

     

1.5 When you heard about God for the first time, you 

felt like this was what you had been looking for a long 

time. 

     

1.6 When you heard about God for the first time from 

the Gospel sharing from Christian, you understood that 

there was no hidden agenda in Christian. 

     

1.7 When you attend a church for the first time, you 

understood that there was no hidden agenda in the 

church. 

     

1.8 You like the message of the Gospel and allow 

Christians to give you more information. 

     

1.9 When you heard about God for the first time, you 

felt impressed but keeping on expression. 

     

1.10 When you heard about God for the first time, it 

warmed your heart. 

     

1.11 When you heard about God for the first time, you 

were interested that whether Christian was truly sincere. 

     

1.12 You were not frightened when you heard about 

God for the first time. 

     

1.13 You liked the Christian community when you heard 

about God for the first time. 

     

1.14 The message of the Gospel did not make you fear.      
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2. How do you decide when you listen to the Gospel for the first time?  
(Section 2) 

Description: The decision might have occurred after listening to the Gospel 

completely, and you had been asked to accept Christ. How did you respond? 

(  ) Instantly accepted (  ) Instantly rejected 

(  ) Not immediately rejected but willing to study about God further 

 

3. What was the important reason that influenced you to accept Christ? 

(Section 2) 

Description: The most important reason that influenced you to say a confession of 

allegiance whether you felt truly accept Christ or not. 

(  ) Be afraid of offending Christian who ministered the Gospel to you 

(  ) Willing to open up in testing whether God is true or not 

(  ) God answered your prayer 

(  ) Impress in God’s love 

(  ) Appreciate Christian sincerity 

(  ) Christian society is positively unique from others 

(  ) Want God to save you from troublesome 

(  ) You have enough information to decide 

 

4. When you say a confession of allegiance, at that moment, you feel a 

commitment in the new faith. (Section 3) 
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4.1 When you say a confession of allegiance, at that 

moment you commit in the new faith. 

     

 

4.2 How long did you take from the first day you have said the confession of 

allegiance until you have come across and committed in the new faith? 

(  ) Immediately after finishing confession of allegiance 

(  ) 0-3 months 

(  ) 4-6 months 

(  ) 6 months to 1 year 

(  ) between 1-2 years 

(  ) between 2-3 years 

(  ) More than 3 years 
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5. What were the important factors that make you commit in the new faith?  

(Section 3) 

Description: The important factors mean the factors that influenced you to have 

commitment in the new faith at the beginning stage of your Christian life. 
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5.1 You had confidence in God when you had attended 

the church. 

     

5.2 You had confidence in God when you had attended 

a cell group. 

     

5.3 You had confidence in God when you had involved 

in some ministries in a church. 

     

5.4 You had confidence in God when you had read the 

Bible. 

     

5.5 You had confidence in God when you had listened 

to sermons or teachings in a church. 

     

5.6 You had confidence in God when you had listened 

to online sermons, teachings, or any encouraging 

content from Christian social media. 

     

5.7 You had confidence in God when you had sung 

worship songs in a church. 

     

5.8 You had confidence in God when God had 

answered your prayer. 

     

5.9 You had confidence in God when someone in your 

family had accepted Christ. 

     

5.10 You had confidence in God because your 

Christian friends had encouraged you. 
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6. What is the effective practices that you choose to use in evangelism? (Section 

4) 

Description: Effective practices mean various practical evangelism practices that get 

people's attention in the Gospel and even accepted Christ.  

 

S
tr

o
n
g

ly
 d

is
ag

re
e 

d
is

ag
re

e 

F
ai

r 

ag
re

e 

S
tr

o
n
g

ly
 a

g
re

e 

 1 2 3 4 5 

6.1 Invite to know Christian of good reputation in Thai 

high society (P1). 

     

6.2 Invite to visit a church on a regular Sunday (P2).      

6.3 Invite to visit a church in special event Sunday ex. 

Easter, Christmas, etc. (P3) 

     

6.4 Invite to visit a cell group (P4).      

6.5 Share blessings and personal experiences with God 

(P5). 

     

6.6 Explain the message of the Gospel clearly (P6).      

6.7 Suggest reading the Bible (P7).      

6.8 Suggest listening to online sermons, teachings, or 

any encouraging content from Christian social media 

(P8). 

     

6.9 Recommend watching Christian films (P9).      

6.10 Recommend reading Christian books (P10).      

6.11 Recommend listening to Christian songs (P11).      

6.12 Invite to receive specific prayers, and God has 

answered (P12). 

     

 

 

  



105 

 

 

 

7. What were the important reasons the people you minister the Gospel decide 

to visit a church or a cell group? (Section 4) 

Description: The important reasons the people you minister the Gospel decide to 

visit a church or a cell group mean many possible reasons influence them to attend a 

church or a cell group, for example, family, friends, sound doctrines, social media, 

experiences with God, etc. 
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7.1 Some of the family members have already been 

Christians (R1). 
     

7.2 A spouse has already been Christian (R2).      

7.3 Having Christian friends (R3).      
7.4 Having Christians of good reputation in Thai high 

society in the church (R4). 
     

7.5 Impress on Christian community (R5).      
7.6 Want to study Bible (R6).      
7.7 Want to listen to sermons or teachings in the 

church (R7). 
     

7.8 A church has many kinds of up-to-date social 

media (R8). 

     

7.9 Want to have a new experience from church 

attendance (R9). 

     

7.10 Experience blessings from God (R10).      
 

Thank you for your co-operation. 
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Appendix E 

Additional Tables and Regression Analysis 

Table 32. General Information of the Targeted Sample by Gender and Church 

Organizations 

Gender 
CCT EFT TBC Total 

n % n % n % n % 

Male 46 39.30 108 44.60 26 46.40 180 43.40 
Female 71 60.70 134 55.40 30 53.60 235 56.60 
Total 117 100.00 242 100.00 56 100.00 415 100.00 

 

Table 33. General Information of the Targeted Sample by Age and Church 

Organizations 

Age 

(Years) 

CCT EFT TBC Total 

n % n % n % n % 

25-34 37 31.60 28 11.60 6 10.70 71 17.10 

35-44 34 29.10 80 33.10 17 30.40 131 31.60 

45-54 36 30.80 86 35.50 15 26.80 137 33.00 

55-64 8 6.80 41 16.90 17 30.40 66 15.90 

Above 65 2 1.70 7 2.90 1 1.70 10 2.40 

Total 117 100.00 242 100.00 56 100.00 415 100.00 

 

Table 34. General Information of the Targeted Sample by Income and Church 

Organizations 

Income (THB) 
CCT EFT TBC Total 

n % n % n % n % 

25,000-45,000 45 38.50 89 36.80 27 48.20 161 38.80 

45,001-65,000 24 20.50 48 19.80 9 16.10 81 19.50 

65,001-85,000 14 12.00 19 7.90 5 8.90 38 9.20 

85,001-105,000 6 5.00 28 11.60 4 7.10 38 9.20 

105,001-125,000 5 4.30 15 6.10 2 3.60 22 5.30 

Above 125,000 23 19.70 43 17.80 9 16.10 75 18.00 

Total 117 100.00 242 100.00 56 100.00 415 100.00 
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Table 35. General Information of the Targeted Sample by the Education Level 

and Church Organizations 

Highest 

Education Level 

CCT EFT TBC Total 

n % n % n % n % 

High school 2 1.70 7 2.90 1 1.80 10 2.40 

Vocational / 

Diploma 
3 2.60 5 2.10 4 7.10 12 2.90 

Bachelor’s 

degree 52 44.40 131 54.10 29 51.80 212 51.10 

Master’s degree 55 47.00 82 33.90 20 35.70 157 37.80 

Doctorate 5 4.30 17 7.00 2 3.60 24 5.80 

Total 117 100.00 242 100.00 56 100.00 415 100.00 

 

Table 36. General Information of the Targeted Sample by Christian Family 

Background and Church Organizations 

Brought up in a 

Christian family 

CCT EFT TBC Total 

n % n % n % n % 

Yes 45 38.50 35 14.50 16 28.60 96 23.10 

No 72 61.50 207 85.50 40 71.40 319 76.90 

Total 117 100.00 242 100.00 56 100.00 415 100.00 

 

Table 37. General Information of the Targeted Sample by the Period of being 

Christian and Church Organizations 

Year (s) of 

conversion 

CCT EFT TBC Total 

n % n % n % n % 

Less than 1 year 3 2.60 2 0.80 3 5.40 8 2.00 

1-5 years 13 11.10 17 7.00 6 10.70 36 8.70 

5-10 years 16 13.70 21 8.70 12 21.40 49 11.80 

10-15 years 8 6.80 38 15.70 6 10.70 52 12.50 

15-20 years 19 16.20 30 12.40 5 8.90 54 13.00 

Above 20 years 58 49.60 134 55.40 24 42.90 216 52.00 

Total  117 100.00 242 100.00 56 100.00 415 100.00 

 

Table 38. The Responses of the Urban Middle-income-class When Heard about 

God with Genders 

Gender n x̄ S.D. t sig 

Male 180 4.01 1.08 
0.286 0.77 

Female 235 3.97 1.11 

Note: p< .05  
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Table 39. Analyzing the Respondents’ Confidence in Salvation and Reasons to 

Accept Christ 

Variance SS df MS F Sig. 

Between Groups 5.415 2 2.707 2.260 0.106 

Within Groups 493.525 412 1.198   

Total 498.940 414    

Note: p<.05 

 

Table 40. Evangelism Practices (P) 

Evangelism Practices 

1.  Share blessings and personal experiences with God (P5). 
2.  Invite to prayer specific prayers and seeing God answer (P12). 
3.  Explain the message of the Gospel clearly (P6). 

4.  Invite to visit a church on a special event Sunday ex. Easter, Christmas, etc. 

(P3). 
5.  Invite to visit a cell group (P4). 

6.  Suggest reading the Bible (P7). 

7.  Recommend listening to Christian songs (P11). 

8.  Recommend reading Christian books (P10). 

9.  Suggest listening to online sermons, teachings, or encouraging content from 

Christian social media (P8). 

10. Invite to visit a church on a regular Sunday (P2). 

11. Recommend watching Christian films (P10). 

12. Introduce them to a Christian of good reputation in Thai high society (P1). 

 

Table 41. The Reasons to Have Christian Fellowship (R) 

The Reasons to have Christian Fellowship 

1. Experienced a blessing from God (R10). 
2. Impressed by Christian community (R5). 
3. Wanted to listen to sermons or teachings of the church (R7). 

4. Wanted to study the Bible (R6). 
5. A church had many types of up-to-date social media (R8). 

6. Wanted to have a new experience from church attendance (R9). 

7. A spouse was already a Christian (R2). 

8. A family members was already a Christian (R1). 

9. Contact with Christians of good reputation in Thai high society in the church 

(R4). 
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Table 42. Regression Analysis of The Practices Used in Evangelism 

 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 SumT1 SumT2 SumT3 R10 

P1 

Pearson 

Correlation 
1 .301** .387** .301** .261** .176** .201** .297** .391** .305** .238** .196** .196** .425** .314** .126* 

Sig. (2-

tailed) 

 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .010 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P2 

Pearson 

Correlation 
.301** 1 .379** .481** .430** .406** .311** .224** .278** .397** .384** .291** .078 .223** .283** .140** 

Sig. (2-

tailed) 
.000 

 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .115 .000 .000 .004 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P3 

Pearson 

Correlation 
.387** .379** 1 .355** .332** .293** .206** .280** .393** .282** .348** .365** .073 .211** .243** .050 

Sig. (2-

tailed) 
.000 .000 

 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .137 .000 .000 .308 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P4 

Pearson 

Correlation 
.301** .481** .355** 1 .508** .454** .357** .315** .334** .394** .395** .328** .059 .241** .233** .171** 

Sig. (2-

tailed) 
.000 .000 .000 

 
.000 .000 .000 .000 .000 .000 .000 .000 .231 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P5 

Pearson 

Correlation 
.261** .430** .332** .508** 1 .534** .347** .293** .312** .364** .416** .428** .067 .226** .183** .255** 

Sig. (2-

tailed) 
.000 .000 .000 .000 

 
.000 .000 .000 .000 .000 .000 .000 .171 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P6 

Pearson 

Correlation 
.176** .406** .293** .454** .534** 1 .511** .251** .261** .380** .395** .291** .001 .114* .184** .204** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 

 
.000 .000 .000 .000 .000 .000 .985 .020 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P7 

Pearson 

Correlation 
.201** .311** .206** .357** .347** .511** 1 .462** .479** .603** .580** .355** .020 .219** .359** .231** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 

 
.000 .000 .000 .000 .000 .682 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P8 

Pearson 

Correlation 
.297** .224** .280** .315** .293** .251** .462** 1 .606** .563** .464** .345** .098* .277** .384** .180** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 

 
.000 .000 .000 .000 .046 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P9 

Pearson 

Correlation 
.391** .278** .393** .334** .312** .261** .479** .606** 1 .654** .588** .395** .128** .342** .366** .139** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 

 
.000 .000 .000 .009 .000 .000 .004 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P10 
Pearson 

Correlation 
.305** .397** .282** .394** .364** .380** .603** .563** .654** 1 .641** .442** .106* .300** .394** .239** 
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 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 SumT1 SumT2 SumT3 R10 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000 

 
.000 .000 .031 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P11 

Pearson 

Correlation 
.238** .384** .348** .395** .416** .395** .580** .464** .588** .641** 1 .440** .028 .254** .412** .243** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

 
.000 .569 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

P12 

Pearson 

Correlation 
.196** .291** .365** .328** .428** .291** .355** .345** .395** .442** .440** 1 .096 .246** .255** .298** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

 
.051 .000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

SumT1 

Pearson 

Correlation 
.196** .078 .073 .059 .067 .001 .020 .098* .128** .106* .028 .096 1 .566** .196** .196** 

Sig. (2-

tailed) 
.000 .115 .137 .231 .171 .985 .682 .046 .009 .031 .569 .051 

 
.000 .000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

SumT2 

Pearson 

Correlation 
.425** .223** .211** .241** .226** .114* .219** .277** .342** .300** .254** .246** .566** 1 .457** .193** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .020 .000 .000 .000 .000 .000 .000 .000 

 
.000 .000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

SumT3 

Pearson 

Correlation 
.314** .283** .243** .233** .183** .184** .359** .384** .366** .394** .412** .255** .196** .457** 1 .386** 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

 
.000 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

R10 

Pearson 

Correlation 
.126* .140** .050 .171** .255** .204** .231** .180** .139** .239** .243** .298** .196** .193** .386** 1 

Sig. (2-

tailed) 
.010 .004 .308 .000 .000 .000 .000 .000 .004 .000 .000 .000 .000 .000 .000 

 

N 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 415 

** Correlation is significant at the 0.01 level (2-tailed). 

* Correlation is significant at the 0.05 level (2-tailed). 
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Table 43. Regression Analysis for Dependent Variable SumT1 

(Model Summary) 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .196a .039 .036 2.62771 

a. Predictors: (Constant), P1 

 

Table 44. Regression Analysis for Dependent Variable SumT1 (ANOVAa) 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 114.412 1 114.412 16.570 .000b 

Residual 2851.699 413 6.905   

Total 2966.111 414    

a. Dependent Variable: SumT1 

b. Predictors: (Constant), P1 

 

Table 45. Regression Analysis for Dependent Variable SumT1 (Coefficientsa) 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 4.646 .434  10.705 .000 

P1 .470 .115 .196 4.071 .000 

a. Dependent Variable: SumT1 
 

Table 46. Regression Analysis for Dependent Variable SumT2 

(Model Summary) 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .425a .180 .178 2.56192 

2 .466b .217 .213 2.50712 

3 .478c .228 .222 2.49228 

a. Predictors: (Constant), P1 

b. Predictors: (Constant), P1, P9 

c. Predictors: (Constant), P1, P9, P12 
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Table 47. Regression Analysis for Dependent Variable SumT2 (ANOVAa) 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 596.527 1 596.527 90.887 .000b 

Residual 2710.688 413 6.563   

Total 3307.214 414    

2 

Regression 717.522 2 358.761 57.076 .000c 

Residual 2589.692 412 6.286   

Total 3307.214 414    

3 

Regression 754.314 3 251.438 40.480 .000d 

Residual 2552.900 411 6.211   

Total 3307.214 414    

a. Dependent Variable: SumT2 

b. Predictors: (Constant), P1 

c. Predictors: (Constant), P1, P9 

d. Predictors: (Constant), P1, P9, P12 

 

Table 48. Regression Analysis for Dependent Variable SumT2 (Coefficientsa) 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 7.067 .423  16.701 .000 

P1 1.073 .113 .425 9.533 .000 

2 

(Constant) 5.723 .515  11.114 .000 

P1 .867 .120 .343 7.249 .000 

P9 .541 .123 .208 4.387 .000 

3 

(Constant) 4.248 .794  5.353 .000 

P1 .853 .119 .338 7.164 .000 

P9 .429 .131 .165 3.273 .001 

P12 .434 .178 .115 2.434 .015 

a. Dependent Variable: SumT2 

 

Table 49. Regression Analysis for Dependent Variable SumT3 (Model Summary) 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .412a .169 .167 3.47482 

2 .468b .219 .215 3.37429 

3 .499c .249 .243 3.31246 

4 .507d .257 .250 3.29915 

a. Predictors: (Constant), P11 

b. Predictors: (Constant), P11, P1 

c. Predictors: (Constant), P11, P1, P8 

d. Predictors: (Constant), P11, P1, P8, P7 
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Table 50. Regression Analysis for Dependent Variable SumT3 (ANOVAa) 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 1017.623 1 1017.623 84.280 .000b 

Residual 4986.704 413 12.074   

Total 6004.328 414    

2 

Regression 1313.372 2 656.686 57.676 .000c 

Residual 4690.956 412 11.386   

Total 6004.328 414    

3 

Regression 1494.679 3 498.226 45.407 .000d 

Residual 4509.649 411 10.972   

Total 6004.328 414    

4 

Regression 1541.738 4 385.435 35.412 .000e 

Residual 4462.590 410 10.884   

Total 6004.328 414    

a. Dependent Variable: SumT3 

b. Predictors: (Constant), P11 

c. Predictors: (Constant), P11, P1 

d. Predictors: (Constant), P11, P1, P8 

e. Predictors: (Constant), P11, P1, P8, P7 

 

Table 51. Regression Analysis for Dependent Variable SumT3 (Coefficients) 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 7.599 .693  10.965 .000 

P11 1.520 .166 .412 9.180 .000 

2 

(Constant) 5.622 .777  7.238 .000 

P11 1.319 .166 .357 7.968 .000 

P1 .778 .153 .229 5.097 .000 

3 

(Constant) 4.272 .832  5.136 .000 

P11 1.009 .179 .273 5.626 .000 

P1 .642 .153 .189 4.186 .000 

P8 .771 .190 .201 4.065 .000 

4 

(Constant) 3.811 .858  4.444 .000 

P11 .816 .201 .221 4.054 .000 

P1 .635 .153 .187 4.156 .000 

P8 .667 .195 .174 3.412 .001 

P7 .410 .197 .113 2.079 .038 

a. Dependent Variable: SumT3 
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Table 52. Regression Analysis for Dependent Variable R10 (Model Summary) 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .298a .089 .087 .93854 

2 .330b .109 .105 .92932 

3 .346c .120 .113 .92474 

4 .360d .130 .121 .92069 

a. Predictors: (Constant), P12 

b. Predictors: (Constant), P12, P5 

c. Predictors: (Constant), P12, P5, P7 

d. Predictors: (Constant), P12, P5, P7, P3 

 

Table 53. Regression Analysis for Dependent Variable R10 (ANOVAa) 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 35.504 1 35.504 40.306 .000b 

Residual 363.797 413 .881   

Total 399.301 414    

2 

Regression 43.485 2 21.743 25.176 .000c 

Residual 355.816 412 .864   

Total 399.301 414    

3 

Regression 47.836 3 15.945 18.646 .000d 

Residual 351.465 411 .855   

Total 399.301 414    

4 

Regression 51.756 4 12.939 15.264 .000e 

Residual 347.545 410 .848   

Total 399.301 414    

a. Dependent Variable: R10 

b. Predictors: (Constant), P12 

c. Predictors: (Constant), P12, P5 

d. Predictors: (Constant), P12, P5, P7 

e. Predictors: (Constant), P12, P5, P7, P3 
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Table 54. Regression Analysis for Dependent Variable R10 (Coefficientsa) 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 2.523 .282  8.951 .000 

P12 .391 .062 .298 6.349 .000 

2 

(Constant) 1.940 .339  5.728 .000 

P12 .304 .068 .231 4.495 .000 

P5 .215 .071 .156 3.040 .003 

3 

(Constant) 1.840 .340  5.414 .000 

P12 .266 .069 .202 3.832 .000 

P5 .178 .072 .129 2.452 .015 

P7 .108 .048 .115 2.256 .025 

4 

(Constant) 2.034 .350  5.807 .000 

P12 .303 .071 .231 4.259 .000 

P5 .208 .074 .151 2.834 .005 

P7 .112 .048 .119 2.354 .019 

P3 -.122 .057 -.109 -2.151 .032 

a. Dependent Variable: R10 

 


