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Abstract

The objective of this research is to examine ownership structure and relationship
between family-owned structure and earnings quality of listed companies in the Stock Exchange
of Thailand. The samples are family-owned listed companies in the Stock Exchange of Thailand
during year 2557 - 2559 B.E. totaling 470 samples. Family-owned companies are companies that
have more than 25 percent of total equity hold by family members. This research measures
earnings quality by using the relation between earnings and cash flow. The researchers employ
multiple regression analysis to study the relationship between family-owned structure and
earnings quality.

The result show that family-owned structure is negatively related with earnings quality
at significant level 0.10. The result shows that family-owned structure motives companies to

manage earnings which decrease earnings quality.

Keywords: Capital structure, Family-owned, Earnings quality
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Independent Variables Coef. P-value
(Constant) -2.976 0.188
Family firmi,t -0.03% 0.092
Sizeit 4.414* 0.000
Agei,t -0.033 0.213
Structurei,t -27.457* 0.000
Growthi,t 0.000 0.294
Auditi,t -0.189 0.754
R Square -2.976 0.896

Burapha Journal of Business Management, Burapha University, Vol.10 No.1 January - June 2021




15197 6 (79)

Independent Variables Coef. P-value
F-statistic 662.632
Durbin-Watson 1.494
Prob.(F-statistic) 0.000
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Abstract

This study aimed to study the influence of Strategic Digital Marketing Creativity on the
Marketing Performance of tourism businesses in Thailand. The research presents four new
dimensions of Strategic Digital Marketing Creativity. The population are the entrepreneurs of hotel
and Travel businesses in Thailand with the total of 1,537 businesses and using 323 samples with
a 23.96% response rate. The key informants are the owners, general managers or department
manages. The multiple regression analysis statistics is used for the hypothesis testing. The results
showed that all the dimensions have an impact on Marketing Performance and can explain the
changing of Marketing Performance by 32.6% (Adjust R2) that can be classified into the various
dimensions. The dimension that has the greatest influence on Marketing Performance is the
Continuous Monitoring of the Market Situation (B1 = 0.283, p < 0.05). followed by the Effectiveness
of Internet Marketing Strategy (B2 = 0.302, p < 0.01). The third dimension is Knowledge of Various
Digital Technology (B3 = 0.291, p < 0.01). The Vision of Digital Marketing is a factor that has
the least impact on Marketing Performance among the other dimensions mentioned above
(B4 =0.362, p < 0.01). The results showed that all dimensions significantly have influence on
Marketing Performance. Therefore, all hypotheses are supported. In addition, the researcher also
makes recommendations on how to use the results of the study to interested parties. Future

research issues are presented to suggest future studies.

Keywords: Digital Marketing, Marketing Performance, Tourism Business
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vans inasgnduasiiinseusendndu q indnsn wazdingla dinuuulngiues truindumgs i

WUUBMAA SIUNITIRNAY 9 73USn1suldiu druiinie i wasivaudeuugiun (wses1adyafssia
199054 W.A.2547 11957 4)

genaduilen

mnes gsfafefunshinvieniisnfunsluviesiiomseunsluiieinguszasdau Tae
Falsidusnisndenissruisauazainegislaegiamilinionatsesis suldun aaudiin o1ms
faauaduiovinisdulamufidivualungnsgna Madgshhiflerasgadunsiniedludagsia
finsandunsdufanislaefinanevunulunisduduau nevseniiietenadidunisdnuinig
Frusng q lumsidumaisedatidieaes wieonadudinarmiesunulivinssenintnveadieatu
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a

o (wszsydeyeiaganatneuavdnanean, 2551)
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nufguAu3 (Knowledge-Based View: KBV)

naufigiunug Wunguiildlunisesuisesdnsinsunnudnndnvemauigiuniuives
89ANT A BaAnsaunTamswegralulamszanuau salunisdnnisauiedsiivseaniamunnnd
Aude nelalaseasnsesAnsgukuusng o (Kogut,1996) Hesnnesnaduniediruiifinslduazasax
A3, ANEAN UaE AWEAINNTAAY 9 A1glusddns 6??@Lﬂuﬁaﬁﬁﬁ@aﬁm%’umma&gi'em nsLAule
uara A L3av0903ANs Nnuitazsjutiulufienudniuvesesdns lumsftazdesadrsnruiiudiouny
miyimmimmifﬁmﬁaﬂ’jﬂ@;wdq Tneninaunelussdns (Kogut & Zander, 1992)

yqufl KBV lésauufigiuin esdnsiiinineinsaufiuandrediu azanunsoldarmslunisnds
Aufuazuinig anuiitesgmihlulduseloviunnsstusgnadiussansnm uastaelednsasenin
fanulmusulunisudedu Feanuiiazanlionidunistiseduisinirluuisesdnsiaiaig
yannvans uagduiansssnn du maiearwd mafuanu nisléamnnd fe Judunagndiididy
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uniian vesesdnslunisairesmnuldiuieulunsudadiuGrant, 1996) ammisidunsneinsiddy wee
nanAnvesywENnALTuegiuamy way weluladveunfufiosaudsuand ssfale fidnisdans
Trssaiaiugusumelilafasaunanelussinisliidederanssunisdum Uulss @esles fusnm
wagiheudunlduselend (Lichtenthaler & Lichtenthaler, 2009) Avrdsnasodnaninvessdnsluns
wiatueng

fatfu Tuenadded 3ddvqud KBY inedunedviwavesauiaruannsnvasesdinsfididninare
NANIALIUIUNIINTNAIAYEI0IANT JegsRavieniien Wugsiadeddynainsitianmg audilaly
woAnssuveinviesiien dnsAnwndoyalul 9 nasaiian ileflavanunsovindn Susivieuinisi
wanlmilagldmnuAnaieassdaiiannuunndtanazlaulatnvionfisrninevaussniiudesnis
.esantinviesifisdingAnssuiidsuudasluanefndeudienn ﬁagmwmfmaumwiauﬁm
nsidenundsiendlen fifn uaznislddnedu Fuueuimuiiitegveusargsiavedisivintu fafy
g3fafifynansfifinuAnaineassd ansadumaanssuazuimvielusluduilaaiu uans1gain
Aus FsazadrsmnuldiuTevlunsudeduld deyrannsiisifnenmlunisAndunagnéfiainsassafazsos
Anannsilesdnsadesiinisatuayuesnanieds fenmsdanimineinsvesesdnsidelmfnninFous
savmsinasssuuszanaifieativayy uazaisiausssuesdnslidussdnsfivuatiodnsFousadnsl
1 egaasaIa asdnsinsyvindansarsanuliiusoulunsusstu asneremiasuaiisfnenwlin
uranshiflasdrnuduazanufnadieassd densadvauuliinnisainennug mafueug nnsld
A INsrgIiaiauinnng wazaansaudmsianisesdnmuiled agilmAnawldiueuly
nsutedu AuannsnneAuTwatuayuLnAnmsiTeluadel lneiduazlaesungnmanue
Fulsiirnundussiuszneulnl wavanuduiusseninsiaudsing q Aldunainnismuninissanssy
waztiiauensoukAEAnTFlumsAnydug iy il

N158519853AN15AANRRNALTINALNS (Strategic Digital Marketing Creation)

M3RAALE9aE 198356 (Creative Marketing) anefis MaeIANuAnaisassd indsegndlile
yhnsmann vieadnagninesnsnanadifinnuulanivsiningudantiausegaasaian silsigndiin
Ausanlasuanuudanluilediaue (eAvennsel yaumnvana uasdinml a Uny, 2562)

N30a1nA3va (Digital Marketing) unads nsandunismenisnatafitnenmeluladuitie
ﬁwﬁaﬂsﬁmmimamLﬁamauauaammﬁwu“;JuLLazmmé’aﬂmﬂﬁﬁugﬂé’w (Chaffey, 2013)

nagns (Strategy) Munefs MINsusuAgIfuMTUUlIneInsuazsAIduRansIusig q 7
aonndestuanmuIndeufioativayunsiifiunuliussgiadvinevesesdns (Daft, 1988)

nagnsn1snaInfAava (Digital Marketing Strategy) viunefis n15UaUeAUAIMTOUINITAIENTT
Tdesmanmsdasmineuuuidvaiiovilfddagnénldietu afamufioela Snwaruduiusiat
gnén fimsdaadunsmanalsiognseidleuazasnsaifiusenvelifugsials (quisemd duui, 2562)
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irils nsuende wasUszansamlagsinvesudtm egelsiniu s1dl ausumssmi (2560) lszylin
nslémsmaraiieadnnuduiuslalyifesemazgniusarredanuuandaiusaziilodnduna
gsliudn adesfinnsangugniitogogeidfidu dadu Jsasunauagaudisavesmnaindildly
N5a3NANUAURUS i wAluladansaume N15naIAN19Nse N1sHeUYsElavulAgnA1 TWusITHeIANT
LaZN133IANTTANAIFUTUS Falunsdnwidlelimuddyiunisdnululsediy waluladansa ume
Alauaeandesiuiulsildluns@nwanniian

o o

fuviAdf1un1SNaInAINa (Vision of Digital Marketing: VDM)
ﬁl LY 4

g
Fdevimid (Vision) nunefis n1suesnmeuIAnvesiikaraininlueAng wasivunganuieg

Janenaiouleiunisia Aoy wazanudaidiaieiu wailedyauneUalen1aiinen1s s
e Uanenisianaafesdaeu e Indwazdanudululs

v
~ (3

Fevied azdosjalmuigesdnslueuian wazsesiuiulassadniiugiuvesesdnsediuiy
sUsssu ilihmneuuudiel uiasdutmsnefinsegnaensvaznaniynitussdngenty vidiyaains
TussAnsmszwiinuazinauidnsrudulumsiuindeussanslfussatimaneiidmualy (Mark, 1996)

Fesiaidunisnainadna muneds nsivuadiminelusuianvesssie tAgafunisld
wmeluladddna lunisadefanssumsnisnandifiansudanimiazuansiisainauds geadisanm
aszviinliyaansifnaniansiuty lunslfimeluladidviatuindoufanssumanismannvesesdnsls
vssqutihmanefifvuald

waluladfdviagninldlunsaaamsvieadierlunisiauelusunsusing o wielramunsaudadu
Ifuazmevaussanumaniwesiuslnngaiivia (Happ & Ivancso-Horvath, 2018) wu wan13anwi
ihaulaifatunsiimuaidedinduosesdnsidaau smeuaziianuduldlfidmadonants
ANLUIUYBIGINIOYIIUTIDTE LYY NANI1TANYIVDY Yeunyong & Ussahawanitchakit (2009) waz
McGivern & Tvori (1998) finuin desimivesesdnsazifunsdalonalunisléusslovidannninegins
vesoeAnslunisadrennuldiuievlunsutady uenaninanisAnuaes Jagongo & Kinnyua (2013)
§gusuin gsfeffinsdadunazasenindsanuddyfsadunsihanudilaisnsuagnszuaiunig
Tunsdeanssinuadesilonisdoansiiviuasis szvreduaiuligsaiilenalunisiasgiulamgsiald
Mnfinanun Ssanansafvunausfgnls il

o

H1: 3aeviAdarunisaatnfaana donswaidauInaasani1sanilusuniNn1snan

Burapha Journal of Business Management, Burapha University, Vol.10 No.1 January - June 2021




UszAnninvanagnsnisnaindunasiin (Effectiveness of the Internet Marketing
Strategy: EIS)

n1sna1nduinesiin (Internet Marketing) nanedis nszulaunisiunisadnsgnAuazine
Anuduitusuesgni Mufanssuesulatifiesuisawazmnlunisuaniudsy anudn duf uas
U3 fasuaufisnelalsivieddouazdune (Ngai, 2003)

Usean3an (Efficiency) nuneds Snsndruveananisandusuvesuisndensneinsitng
waznlalusuvomadnéiiulllfguanainnine1nsildly (Liebermann & Dhawan, 2005)

msfauszdulszaninmlaeisluagldined 16un 1) enussvdavioduen Usenoudeainy
Usendadunu ninenns wagiian 2) Anuiiung way 3) anufianniwienszuaunis i dadedd
(Input) nszuIUNI(Process) wag wanan (Output)

Uszdvdnnuaenagnsnisnaindumesiin wuneds nanisandunuvesuignsenssuiunsiu
msaagnAuasfnmmNdusTesgnAn duAanssuesulaufifirrusendavEefuen (Usendnduu
Usgndaninens Usendanan) fuan uag dnuam

anunsainganaludegiuasiuldindumesitaldvenemaunaiadunainlanegnesinms,
mMsfigshedesFeuiintesiionansnainseulaudadudsd dyiessiliiAamnalsuieulunsudedu
g3nafilifnnsiFeuduazdsudmliidrfunisudedu wieldarunsaldnismarnriiuduinesidnegedl
Uszansamialdanunsafiagdniugsiadeldlddnuazdosennainnainluluiian nanisdnvives
Mohammad & Louisa (2019) fild@nwinisildiusmuaganusnfsonnaudriuumadsaululzidoa
i vosflidedsnueaulavlulssmangionssds wui1 nsafradonimnanisnatn (Marketing
Content) fifiuszAndan dnalnonsadonisifnanudnilunsduduioasulddndomnismarndis
UﬁuﬁwﬁmwLuamaamﬂﬂamamLﬂmmﬂLLmamﬂmmamsmmumsmamsmmmmumiaiwmm
Anfivesgnénanniu nfind1aan Feannsadwunauiguld G

< =

H2: 1/5::514?;77wwaanaqw§n7mamé‘umaﬂm ABNEWALYIUINADAUANTITANTUIIUN I
n159819

aaﬁm’milﬁ'ersﬁ'mmiuiaﬁaﬁﬁaﬁumnwmﬂ (Knowledge of Various Digital Technology: KDT)

83AA133 (Knowledge) visinefis maé’wémmmiﬁaufﬁﬁ’ﬁjﬂ5@mﬂé’mmqmmﬁmimzmEJLLag
N13AAIUANS (Blazevic & Lievens, 2004)

ANLVMAINVANEYB983AALS (Knowledge Diversity) manefis n1snszatevesnnuiiisates
ﬁU’ffmquizaﬂﬁﬁamu%ﬂﬁjﬁﬁ]ﬁu (Rico, Sanchez-Manzanares, Gil., & Gibson, 2008)

wmaluladiava (Digital Technology) munedia indesile szuu gunsal uazninensdiannselind
fasradafuvdeuszananadeya Tnsfinniteanny nsmiin amadouln wazides indnguuuuniy
nszuINNIsLazndn Yrundenlestu Tnsdeansniseeulal WelhAnuselovilunislduuas
5’@1@556@%@%@35% (Victoria State Government Education and Training, 2019)
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FagunuumunszuIunnsuazEdn iiunisdeansmsesulal ilelfiAnuslovidlunisldauuas
TngUsraAraegsia

Tuthagtuesdnsgsiadiulngjazuesnagnéfiagldlunisaeguuvuuinislmiiiedweuuing
wmﬂmmaimuaﬂm I{ﬂEJLuuﬂiu‘U’mﬂ’liai’NLW@GlaUauENﬂ’J’liJG]aﬂﬂ’li‘UENaﬂﬂ”lLLauai’lﬂﬂ’ﬁNWQ‘WEﬂﬁ]
v03gnén Feu gefefifigunnuimeinumeluladfidfaiinienauasainuans eidneamlunis
swsmesRUsENaUiunnsstuvesauy sufuussussansamlunisadreassdguuuuuinisinaig
(Kogut & Zander, 1992) Inglawzgsiavieadivafiazdeudsdunisaiisnnufisnslaliundinveiien
iesndgudadulugsiadruiunnyilinvisadfieniimadoniivainnats srunslunissesesves
tnviondieafigenn Ysenevfuaiuiuatsveuneluladdunefidafifinsiaudaiiulusunsuuas
gUnsal vilsinmsdumdeyavesdlifuinsimeduaunimuassaildasnnnasannddu Sudu
Hadendnsuliiffuszneunsdeniienmeluladidvia uldfugsiaieainsmnuldivioulumsudedu 3
Day & Wensley (1988) tagnanismsldinaluladiiagtuediumnzauianvesusin ludwiifetes
funanvesisiaygsiatiy agiiligsheiloniaaiunnulfiuioulunsuisiusasdinaduruiognse s
#1997y 1WuLABIFU Quintana-Garica & Benavides-Velasco (2009) #il#na1afis unumlagnssves
weluladingsiafislosdaudiumaluladinnezdusindnduliissiafanaldiuieulunsudetud
feBu ludrnvesuiunvesssianmsvieniionvesszmalng gunind Tunda (2562) laluamedlia
nsldmeluladfdvantaslugsiavioniiondiotausnisliuinmsguuuulnmi sreviltandunulunis
Uszndustus msnszaretnasludangugniamnsavinldegemaia iliannsafndedoansiu
ngumnefiameianzasedisioidiodldnnonam uazdiensedulignduduldumanniu dfunis
SusiisegsRevhliiAnnsandinsduivesgsiauasiaiunnuduius mniiseninsgshedugidule
drude vhlvigsiafannuldiuisunmmsudidusasiislenalissiainansiudunummanisaannda
Pmssunaiifina i lfiauedeauufgiu il

H3: avARugingnunaluladadianvainuaty 1answaideuindenanisanudua1unIg
n13AaM

n1sAsIRdaUFaIUNISainIsAaInagsRaLlias (Continuous Monitoring of the Market
Situation: CMS)

A0UN90IM19N199A1R (Market Situation) vinefla fauneiieafudeyanatiogtuuasunds
ﬁuaqmmﬂqﬁﬁﬂmqﬁﬁwﬁa fisieafu wWhmuenisman wdnsouel AWY N1TUYITY UazanInLInaey
unnia (nnes, 2562)
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MsnsIadevanunnsainsnaInegedeliles munedis uwmamiensruIunsAnALteya
IasvesmaIngsRvieaiies MAsITU na1a wanfus/u3n1s nsudedy uaranmndouumaia
dielilssudeyandutiagtunasiiuadefiae

walulagaavialdidunasunsnungluuussuuuimauasnandasiiludanaluladuas
Banndlvd (Classen & Friedl, 2019) g3Aafilviaunszniinfunszuaunisvienanssulunisdnen
anumsaimamsnainetasieliles aunsaGeuiiviniiumalulalad asshlaunsainneiunliuns
WasuwdasesgsnauazngAnssuguilaaldegrauiug ansothunliidudeyauszneulunsiavina
gmivseUulUasuitnisudety nmsldiedesienanisnaraiidifumiudosnisvesnguidvung
naonIuausadtaueaukUanindlvitungudmuny waannisfneilusfinnuidl winnssuingin
LSREnFuINan KIAdeuNBuenTiuAsunUasly Wi niswWisunlasmamalulad (Goldenbersg,
Mazursky, & Solomon, 1999) it mﬂiuiaﬁﬁﬁuaﬁswgﬂmé’ﬂﬁuﬁaEJam‘wLLmé’ammﬁJuaﬂﬁwLﬁuﬁ’u
Wy MsdauedumnIauInITndveauts N1siRuIAMANYBIRUNTAIRTT NMIimuIN1SIiUTNIS
yesfliuinisdumesidn mssiloduiusinsiiietnausuinisfinniivesduds uazn1sansIAves
gUnsalRdvauazA1uIn1sBuwmasiiln Pataraarechachai & Ussahawanitchakit (2010) lénsa9aeu
AmnduiusvesesAnsiiansasudnsdsuutasesaniunisalvesnainiuaaliiueulunns
utedu wuindaudiiusesaiiteddy Jadunisueniinanundududuisiindndulizshafesding
Uushegnaiuaniunsal msziiledudsanunsatiiauenaniaei/vinsiinnin auamnsavenesiuy
andnle doulidamafsonan sAuuNIINIINAIATEIEINA JUIMITIRRImeeuglennulmyseu
Msudsdu sensiauendndurinazuinisfinsaiuanudesnisveanguidvangluaniunisali
WANFIiU %qmmmémﬁmsﬁuaw%miﬁﬁ’lLauaﬂfuamWiaa%fwmmﬁﬂwaiaLLdﬂ&ijﬂ’mmmuﬂmﬂm
Jugndvesgsiald denazviouusz@nSninueanszuiun1sfaniuanIun1salnianisnainvesgsng
thandssanisdndumsnensiitvesssiade anfindnundaiy Suaueauufgiu il

a

H4: n15as29davanIunIsainisnaIneg1aaiilas 8NSWatdeuINaonan1sAiauaIunIg
1159879

NANIIAHEUIIUNIINITAAA (Marketing Performance: MKP)

fglvienfenuveawansaniununaneaialivaisau Fafmnuvneiindneadaiu wu Hsieh,
Tsai, & Wang (2008) Tvia11uvangd1 g n153uiveusem Asrtuarudngemudimuieves
U3 1w hmnedusiuindudifivg dausianiseann wasidmuienisiulnvessenvie
WuReIAuAY Rivard, Raymond, & Verreault (2006) finandanisanan1saduaIun1InIInaIng
aunsaialaan Melanel msiulavessels diunuiniman waznsiaulavesdIuluInITnain

dmsunsanuiluaded t@lFanumneres nansFELILNIIMIIRaTn e n135u3ves
g3faRIfuNadnsIInMIAlugsisnunagnsiidnual ifunsussqdmane lusunaidulaves
ganuy NMaLintuvesgndil senuefifistugndtiagiunionislduinsdt anufienelauasns
gauTuVRIgNAT (Vorhies & Morgan, 2005)
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uan1sdduanunenseaiaduiit iandsifldlunisusaiunnudniaves nagnivesssia
nisnidnainauendnsusivieuiniseendnain lasazlinudfyiunsussainguszasdvos
gafahiianuwenssnnagyduuuiiurield nmssunssufinumuieiauduyslumsinuaded
ansnthiaueidunseunuanuAamsideld fannd 1
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ITLUYUIBIY

UsEung wazngunla8s

Uszrnsilddmiunisfinuluesll fe gsfavieaiieiludsewelng Ussnausie gsfaniinusy
wazgsnadnies ngludiuvesteyagusenaumsgsfaninusulaldgiudeyaann aunaulsauwsulneile
FIUTINTBTOLTIMIUNLATUNITT VTR TFIUANNLNON3 00718 §1UIU 260 159451 4avII8T0aNITN
Tuaunaulsausulnedn 812 Tsausu 5311,072 lsawsu (aunaulsausulng, 2562) dwdeyauszynsidu
gasnaienlddeyaain grudeyansensiensvioieuasing 91uIU 465 USEN (NTENTHNMTV0NTET
waznun, 2562) Aatulun1sAnwnsstidnuIudseansned@u 1,537 @1uusenaunis Weuiunmauin
LY 1 a ¥ % [l o < - o 1
Aregeminiizadlagldnisnamauindieg19duia3uves Krejcie & Morgan (1970) AnUARIAIY
A o Ay a o o Y ) o ° ) ! v o
WWRNUNTBYAY 95 NTTAUINUIUUTEYINT 1,500 LAVUIAFIDEITIAUNTEN 31U 306 D819 A9t
iialilduunafiegenuuIuding 1gITedslamnundiegeiagdaLuuaaununelusualduasnng
Budiinidusiuiu 5 winvesruinfieg19fifiedn1s auN Aaker , Kuma, & Day (2001) l@atauasin

A v o A = a N w ! o ay v o = vy )

wuuaeunuilasunaduAulagliiinisinnuaziidnsdinduniesas 20 detu welvlsveyanaunduuas
nsza1efIniian gidedaladauuaouniun 2 meaantanadld Inudddid ssunsvianan 1,537 90
wazsudsluiuiounannu 2562 Wieasuaiugideyavdndsnmunliduiuinig §ians wiaidives
a a a a o al a0 a A a ¢ v ° =~ a
fAans duvvaeunuiigningu WeswnegiUdsuuUawisesiudgndes 31uu 216 ¥a Jslluuuasuay
D9ETU 9au 1,321 90 MahuvgsununduinUateiounatay 2562 311U 281 ya nasndulads
lUsutlaUnsuasBludiieraunn wavvanusIniialun1Inaundu sen1neunaudn 4 dUnn lasu
LUUARUALANAEBN 54 YA TIULAILATULUUARUDIUNGURAY VIaviuA 335 4A oUIN1nIIE0UAIY
auysalvesuuasunIy wudl duuvasuniudildanysel 12 ga iasainaeuminiulinsu Jumnde
wuvasuaiuAdaduanysaiieunluldlunisiiasies $auiu 323 4o Aadudnsinisdindudu
(Response Rate) 24.45 % @3 Aaker, Kuma, & Day (2001) léltaueliin §n31n1583nauveani1sd1sia
P9USHAE NENSTUINNTRAMUTULNEEN D1EDRTINTEINSUNINAT 20% drdnsagausuls F99u3ve
Ufidmsnisdandudui 24.45 % Feeunuladn Wunquiiegenfflnueaud@idusunulszsannsianuale
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pamsiunuamsnain deialaeld madulnvessenuis mafisduvesgndlual soavefifiniy
anddagtiundonisliuinise arufielauaznisseuiuveagndn uanaini iy afudseuau
2 ¢ Usznaume

szozinanlun1sduiugsne (Firm Age: FMA) 91N1SNUMILITIANTTH NUT109ANTFIADNE
3362I87UN1IALTUAINITUIDE N TIUIU %ﬁmmlﬁm%wﬂ'LLsziﬂsiJ"uasﬂu&"J dlesandinsazananug
Uszaun1sal 1AToUNE LasNINeINTAIN 9 mﬂwamvaﬂmamaﬂmmwu (Green, Covin, & Slevin, 2007)
MndvSnadinanienailidwanensinuls fadu Welilvduansenusomuduiusvosiuysi
aulafnu Fsmuslszeynalumsdiiugsiadususauay SeinniuiiGusensdoudfyana

YUIAYDIGIAD (Firm Size: FMS) anmssainssuiinumusn wuiminavesgsiadudniadendad
dsmansznusionansiiiunu fufu welilfdwansenudenuduiusvesuusdu Setmualndu
Fnvsmuau TnsruinvesssiaasUseiduainituamu s1auninaiu fewuiigsiefifuussanm
wnnd viewiinaunndt axdianuldiudsugsiafifivuindnnit damenusuUssana usanu e
Uszaumsaifivainvianenin anseauiitfosndn (Nakata, Zhu, & Izberk-Bilgin, 2011)

mMIwaLLATaeie

w3nslefldlunsfinu fie wuvasunu Afideranulunisiausasiuussiuim 4 - 6 Aany
puddomsudsildainnsnunimssanssy vistemamldviuusannieiedlefuiifinegldlu
nsAnuluefien waziaunaiosdietatumlnidmdusmulsnsiiidesusulid i fuuiunvesgsha
woaiierluuszimalng wiseonidunanun 3 aou wavinismageuaiunsadailent (Content
Validity) Ims;iiw?isnﬁmzyﬁi”lmu 3 AU naenUsulsanlumudetausuiugliinlunaaas (Pre-Test) fiu
nquifuszneunslanamduaziUsznounisfunugsiadiedluiesiu dsfinuadeadstuiungu
Uszmnsiazifiudeyasss $1uau 30 g wazshnismsraasuanumsaudslaseaine (Construct Validity)
Ineldn193mseitads (Factor Analysis) WuuBudussausznau (Confirmatory Factor Analysis: CFA)
[loansiensia (tem) Fsmsinnsananimiindade (Factor Loading) Fadiasunnnin 0.4 (Nunnally
& Bernstein, 1994) uazAiauasnndosnisluvesudaztads dosdaiuduiuslusedudige
(Hair, Black, Babin, & Anderson, 2010) dunsnaaeuaudetiuvenedasiolnefiansanmdulseans
Cronbach’s alpha Fedoeu1nin 0.7 (Hair, Black, Babin, & Anderson, 2010) naannn1satuIalaely
AnadAvagey wuiudazanuluauideien Factor Loading uaze1 Cronbach’s alpha Hauwnauiii
Svualdine 2 e danandlumsned 1
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A15199 1 Nan15InANNATLTlATIES1S (Construct Validity)uazaauiesdy (Reliability)

) Cronbach’s  31uut
Factor Loadings

ltems Alpha
AdeiriaUNIINAINAIYa (VDM) 650 - .890 864 4
Usz@vBnnaeenagnsnisnaindumasiin (E1S) 778 - .847 845 4
osdmiAiumaluladidviaiivainuans (KOT) 615 - .795 797 5
MsmsadeuanIUNsalnnInaIegsseLes (CMS) 661 - .845 776 5
HAN5ALHUIIUNINTAAA (MKP) 682 - 766 781 5

annnlglun1snsizi
2 4 . . . ) aada o [y

N19IATIERNITaR0RENYAN (Multiple Regression Analysis) LUUADAVLANIZAUAINTUNIT
ATIZANONAFBUANLAFIY LTBIINTNNUTDIUUADUA NN S UNGUAULTTURT NI Tannas
\Uaadiu (Assumptions) wazdeyantisuuniuludoyaseduyietu (Interval Data) H1UN1IATIVAOUNIT
nszaeresoyadunisnszaieund wasiunsnsisaeulymanuduiusiuesssninsudsdasy
Yymanuduiussenineiulsdaseduanlsny wazslymanuduiusiiadunss Jman1snsiadou
NUIAIRNS 9 @ansagensuls Aelu aunsmsanaveantsAnunIadusedl

MKP= Olo; + VDM + BoEIS + BKDT+ B 4CMS + B sFMA + B FMS + E1--rmemememmeee (1)

lelddeyaitanysaiudrdsliinnsmaaeunnuduiusseninedudsdass (Multicollinearity)
Welalsuusdassilanuduiusiues e?jaﬁﬂﬁmﬂizam‘éawé’mﬁuéiwdwéhLLUi%ﬁizLLﬁiaz@Iumiﬁﬂm
pdsil faruduiusiusgnaiiioddny wiogluseduiisn Tsoyuldih liflenuduiustuesseninet
wUsdassusayin Tnsanuduiusvesiiuussaselngsousonun ilA19gTenIN9 0.224 - 0.542
wenanil ArmesmuLUsUTINveIAUsEI Yo sduUsEANS NS Titmed (Variance Inflation Factor:
VIF’s) Fdldmmapunnudusiususssnudsdaszaded fiinseming 1.00 - 1.612 Ssininnasiaiiuualsa
10 (Neter, William, & Michael, 1985) 3sa3ulain lafidgymanuduiusseninediiudsdass dmsu
toyailazunduiu Geazhlulflumsinneisely Tnsuansindulszansanduius (Correlation) v
FuUsHaLARUA1S19R 2
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ANS199 2 WERIANFUUSEANTANFUNUSTENINFUS

VDM EIS KDT CMS MKP FAG
Mean 4.28 4.32 3.98 4.22 4.26 N/A
S.D. 233 319 508 391 344 N/A
EIS 4247 1

KDT 224" 408" 1

CMS 348" 492" 442" 1

MKP 247" 5427 4127 408" 1

FAG 244" 406" 426" 402" 416" 1
FS 044 054 062 014 044 032

% p<0.01, ** p<0.05 , n=323

NAN15I9Y

NMTIATIERMEaRRnnneeNYAM KaN13ANYY WUT1 NBIAUTENOUYDINITATINATIA
nMsnaaRdvialanagns dudusulsdaszannnsasiuiuefuinisasullasueamanisiniuaunis
n1smann lisesas 32.6 (Adjust R? = 0.326) Inglan1zat19896uUTN15ATIVEUAAIUNITAININIT
pamagsraLiles axiidvinauiniianlusuiudiuusdaseis 4 fuUs sesaaufe UssAvinmues
nagnsmsnandumediin drviufl 3 fe esdanufifrtumeluladfdviaivarnuans uazdfugarine
fie Aderimisumsnananara Wneaunsasuuneasseasendussiusznousng q il

psAUsEnaUdl 1 duvimisiunisnainfdvia (VOM) iBnswaldeuandunanisdiiduiumis
n159a7m (B; = 0.283, p < 0.05) Lﬁaﬂmmﬂmsﬁaaﬁﬂﬂmﬁuémiﬁié’aﬁﬂﬁﬁ%’mwuﬁmﬁ’umsmwﬁﬂ
wazlvarudrdgrenisldmaluladuazuinnssuuiusuldlufanssnisniseana inlvnnsinass
sudszaInasng 9 anansnthunlfiilenevaussieidevimivesesdnsvazifertudilininaunnauly
psAnsliivuiemnunseviinvesifuimsilvimnuddyiunsldmalulagfdvatunldluynianssuves
psAnsy AR RS TTsAnLazAlons iU ninnufiazdesUulUAsuTamsssuosAnLUUIAY
lugnsilfamsssuosdnsiiuaioidnfvanunisainsudsfumagsialasiamzegraddugsiavieniion
uAeafunanIsAneues Happ & vancso-Horvath (2018) finuingsiandnisuiineluladidviaidnum
MHitesnnenwazanliuigniuassssiaies ilsimsiauslusunsusing q unguslaadinusing
Viuady wazdinnuuwiugn aunsoudeiulasnauausinunnniesuilnneafdva Iaduseed Tu
uiunesUszmalnedldiunisseufuaindaroaisadsmadndulssmaniunasvisaie i
535391 gUiideidousududinrionfisrvesaulnsuazinusssuiiatsay Sruduidmineves
tnviesisranyhlandifesnisiiumavissiiedlulsemalneg frifideimiiisrfunisnainiaia
goudaiiuinnisanpluuinnssy unsamuluninensiigeninnrmdualuszozemagsuyuay
ligannuagmisldnmanainidvafuuualiuiinngsiesdesiunnldlamntuuasdmnnduldesmid
A1t dadisdanuyiinmiekazuandisaingudsgauviliianulaiieulunisudaty aensuna
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nsAnw1ved Yeunyong & Ussahawanitchakit (2009) wag McGivern & Tvori (1998) finudn 3davimd
vesoaAnsazidunsilalentalunislduselortainnsnensvesesanstunisasrsanulauiesuluns
ey wasLiuLRefufy Jagongo & Kinnyua (2013) AildBuduin ﬁqiﬁﬁ]ﬁﬁmiﬂiﬂLﬁULLﬁ%@i%Mﬁﬂﬁﬂ
audfieatunsyhenudilaiinswavnssuiunslunsdeansiuaissdionsieansiiviuarte
Prwdnadlgiaileniafasaiaiviangsiauardmarenanisddiunumamanainiina

a

HaN13ANYINNUIT §INANTIFeNAUAIUNITAAINATTA TA1BNTNALTIUINABNANTITANTUIIUNI

a

NMINAININ aduEYUENNRAZIUN 1

a9

09AUsENoURl 2 HansAnY) WUl Uszansnmaeanagnsnisnaindunasiin (E1S) fanudvdna
Bavandenan1siuiiuaunianisnain (MKP) sgnsfideddny (B, = 0.302, p < 0.01) ilesanuiemiia
mnuf mnudnlalunsldieiesientanismannddviaogafiussdnsaim annsaysannisiiesiiouas
wmelulagadvia Tumsafiufanssunanseana ssviliausadnisuslaaldegnanitwnuassinga
wazasstunguiivine dnju madenlfiedeslledmiunsmannAivialsiesdinagnslunsidenisdeiiol
wanzaufungudmang Wesnngudmunglunaiavieadietssdanuuandstumnmszgnéiioz
Fumaviesiielulssmelvelegilandsiinadnuargndniumnsnatureudrenn Wy aven Sausssly
madente uwiliuvesnmsvieniissveseuluusiasuseina anmissugiausazUseme Asneaueazen
nsUntumamalilauesunsUssing wdeanuiaslunslduonndrdurousassemea \udu Jadedi
nanandudnansenusensdaduladelusunsusing q ienisveadieaisiu gsiadeiosmseniindd
nMsnaenavaliladifewdnisiavemedud miauins iiunsdessulall Wy Facebook Instagram 138
LINE anuanandlavesaudiilvaiiniu uwiluanudusswddedlndosdienisnisnainddsasnvane
wosdiofiaunsndenldlvinsauiuudazngudmane Tnglisnluasdeddifiaurioooulaivinbdy
1 Web Application, Mobile Application, izuuf]agmw‘izawﬁ (Artificial Intelligence: Al), n15%1 Content
Blog, N15%11 Search Engine Optimization (SEO), n15l4 Convert, Visual Website Optimizer %38 154
\3asile Social Media Monitoring wae Listening Tunslasgiduaunuguazils Wudu msldiesesdle
LﬁaaﬁmLaﬁamamaaaﬂ@ﬁma'wfjaazl,ﬁméﬁuiﬁié’l,asrmﬂﬁiﬁﬁaﬁ?ummﬂizam%mwiumﬁLﬁaﬂis’zfl,ﬂ%aﬁaé’m%’u
nagVsMInaIaNIUBwmasLn ety miLaafﬂﬂmaammqmimmmaumaiLumammwmimamqaauﬂau
Lwaiwmmmmmmvammmmamﬂmma wﬂwmmmaiwmam uazideasminseiuaufanIsves
anAILARENgY wazdnininaveilenruedesdliefimunzaunsafuanudeinisuarnginssuves
nauitmne ilinsinauledoiftu seavefasindu Srwandunuilidlufunslddediling
nautimng wazmsldminensesdnsiasslond sumideartunsldiedesdiedivianiiussavsamas
Prwanszeziailunmsiatedomstuiuilan fadunslideniiasuduauysal mesussduaugmis
mimmmﬁmﬂaﬁuﬁm danaronanSENILNUNIINISHaRTia §3fl Mohammad & Louisa (2019) il
Anwinisildusiunazanudnidensduiiuyumedinaluludeaiiie veslidedinusoulay
lusemarafonseidewdinui nsadraiiommenisnann (Marketing Content) fidiUsz@vanm Sua
TaUnsRoN1ANALANATUATIAUAN LWiT"LM@Oﬂﬁ@ﬁ’]ﬂﬂﬂﬂﬂamLﬁjWMNWEJLLa’JR]”‘VI’ﬂ%NamiWILuumﬁ/ﬂx‘i
mﬁmmmmumiaiwmwmﬂmjmaﬂmmﬂﬁuu muumamiﬂﬂwﬂumqum atfuayuaNNRgIUR 2
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psAUsENaUT 3 WU ssdmuSifeafumeluladfdviaivainvay (KDT) fviswaldeuaniusa
NMFANTUIUNINNTAAN (MKP) agneildedifey (Bs = 0.291, p < 0.01) @u15005U18Nala11 93ANS
ganvlugatiagiudesdinuAnaiisassdlunnitausnuudanininazisanguistu Ssfusznaunis
Tussiavieadisadilgjazuennnagnsiaglilunisaieguuvuuinislwiiiodweuuinsiivannnane
farwiuwiuinla waranansoadeanuesnlituandn Taswfunssuaunsfignédndsie liddunon
unifuly LlereuaussmudeInsvesgniuazaiisauiiswelavesgnAiliinniian dauvueuindes
o1fvesdaufiAsaiumaluladfdviafivarnnans Fsazannsathuiysanmssuiuluniseonuuy
i3esfielunisdnianssumisnisnaiasing 9 egreiuszansamldivy anufiterduimaluladi
Wasuwdasly mnuannsalunisidadeuazudledymnsldnuaiedls wazaufifertunelulad
vosszinasiig 4 (udu Fufuosdnsdosdaatumtnaliuamnenufifefumealuladfdvaogs
seidouiieliliindsanuiiiviuaionasnnan uariinsnszangesdanuilussdnsegnahfminanumn
auazdesiinmdmamaluladfivinionfuizaunsoa ennuldiuieulunmsudsduld aenadostu
Kogut & Zander (1992) #l#nd171331g3Aafiigruauinisdumaluladfdfaiiniresvinauas
vanvany axdifnennlunssusNesAusEnevfiuanaiuresnmg inufuussUssansanlunns
afassdgUuuuuInslvig asiulfinesdnsifigiuaisiifasdesnanninauidauinlusedng
nssnwaunslussdnsiviegivesansluuiug th Jedesguadnuaiafinig Ameuuny Thduifisels
gomtingu livhawegrsdinuguiadunsshwesdanuililueded nansujiRnuveminauds
agoonud lnslanylugsiaveadienfifiguistudiuiunn Sadesudedulunisairsaudfianelaloiun
anfn szsnalunisseseswesgniniigeninguszneunsyinlianansaidendliuinisiidadianuse
auasmauAufessvenildiiian Uszneusunuiuaisveaneluladdumesidaiifnswamuii
Fulusunsuuargunsal vilinsdumdeyavesgliuimstamaiuaunmuazsasildasmnsni
wnBedu Faduiladedrdivhliusenounmitenaluladndvia inldtugshafieatsmiuldivioy
Tunsutsdiu aen3uiiu Day & Wensley (1988) finanfsnslfimaluladtagtueramngalufanssu
f1e 9 asu3Em agvilgsiadlomaairsanuldivisulunsutstusasdinadutuiognasistagu
WuLEIfU Quintana-Garica & Benavides-Velasco (2009) fildndnidis unumlnenswaaunaluladin
g3fafflosdmnuimumaluladuinasdudndnduligsiaiauliuievlunsudsdudidsdy
ety ndmd duni (2562) lsiduuzthduguszneunmsvieniinlutszinalneliin nsld
weluladidiaiiierauenisliuinissuuuulug ssgrvandunulunisussanduiug wazanansanszane
Fmnasludngugninnguidmneiianzinnzadldesnisngs wazaunsaldedisdeiiles Frensedu
Tignddunldusnisnniu WunssuiiddessiarlmAnnisansnnauiusrdadunnuduiusia
sewingsiafugiidulsdudes vilvgshafaanalfiuisumnsutstulasiianlonaligsiaiinans
Fufiuanumamnaindin feifu sanisAnuluadaiie aduayuauuigiud 3
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0sAUsENOUARTIY NUI1 MIATIRdeUanIUNsEinIIRaIneEsseliles (CMS) TianudvEwa
LBIUINADNANITANLTUIIUNINITAAIA (MKP) aeeiitiadnfgy (Bs =0.362, p < 0.01) FsaAUs1eA1u
dnsnaseniteduysdananliin luuunvesssiavieaiieafivsy neufessiatniieauasgsiadivn
Sruaugnidiiinanldvimsaeutreiivstueg futiafemeuendussnaunn Fagshvliannsoniunuls
U aaun1sainienisides ggnna anmmaassgiaveanslu uazaisuenyssma gonisvieudien
Jausssu Usendl anwenne vizedusssuund 1Wusy Fausazuisenaasdlsimiloutu unnsslumy
flufluazszerinan fusznounisgsiaviendisaisiodiaunseninfunszurunisviefanssulu
Msfnwanunsalnensmamegarteles e lanunsaBeusivivumalulaladuazaniunisaiing o
fiintuuaredsmansenusiogsiald vnsdesuifesnesuaamlonianinaniunsaivariuliaa
Uszlewidessiase n1sAamuaniunisaimsudsiuedsieiosasyinliamisoiinsgiuunliiuns
Wavuudasvesgsiauasmginssuguilnaldenauiugr annsaanlfifudeyauszneulunisdeaina
gnsuIeUulUasuisnisudsiu nmslieTesilontenisnaiaiidnfuanudesnisvesnguidinug
naenaualnsouaueauwlanlndlviunguidivaing aenndesiunan1sAn¥1ves Goldenbers,
Mazursky, & Solomon (1999) #il#agunamsdnwliin uinnssuAnainussadnduainaninunden
aeuonfideuutadly 1wy madiauedudvideuinislvaivesguds maianngumuesgUnsalidsa
msimLnsliusmsvesilsuinmsdumesidn mssuilefuiiusinsifiethiaueun siininvesuds
uarnsanTievesgUnsniidvauazauimsdumeidn Aundriarlifetuasdnlifanimuwandey
anousnifudladeiivienaduligliuinsdesufuuganisliuinns wasiduieddu guszneunisilsl
LiauimiLﬂaauLL‘anaaamumimmiL.LﬁuwumvlmmmmmLauaaummammimLﬂu‘wmaamimm
aﬂml@ Ay maaaaﬂmﬂﬁimlﬂium@ anAd0sy Pataraarechachai & Ussahawanitchakit (2010) 91
ﬂanhmaaﬂﬂimmmmLsaugmimaauLLiJaasuaqamumﬁméuaamam gilnasanulails sulunis
wedu fadufuimstiemensutidemiuldiuioumandedy femstiauondnfuritaruinisd
pssfuaufossvesnguvaneglusaiunsaiiuandneiu Yandawanisdudunismenisiaves
gatamedeiy nan1sAnunaSiEae aduayuauaRgiud 4 asnsonanadeuaunisanneslided

MKP= 37.671 + .283VDM + .302EIS + .291KDT+ .362CMS +.102FMA + .202FMS ---------=----——- 2)
TneAdudszansunsgiu (B) wazaanueainadounnsgusanlilunadaudmissi 3
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A5199 3 NANISIATIZANITONNDYTEIINAILUS

N R fausnny
ALUsaese o a
NANIIANIUUNINITAAIR (MKP)?
deRAminun1snaInAlva (VDM) .2837(.046)
Usz@vBninuaenagnsnisnaindumasiin (E1S) :30277(.040)
osdmiAniumaluladidviaiivainuans (KOT) 2917(.080)
MMIRTIRERLANIUNISAINN T Reg Rl (CMS) 362"7(.062)
JeeelIalunN1IAIugsAa (FMA) 102 (.042)
VUINYBITIND (FMSI) 202 (.120)
Adjusted R? 326
Standard Error of the Estimate (SEE) 19.858
Maximum VIF 1.612

**p<0.05, ***p<0.01, n=323
® uaA9AT Beta coefficients wazlulrauinuansAAuAIAARIUNINTFIY

N3asNEsIANIININAITALTINALNS Aungufigiuaui (Knowledge Base View: KBV)

PNUANTANYATNNTOAUTIENABNTNAVDI0IAUTENOU 4 BIAUTENOUVDIMILUT N13AT19aTTA
N13AA1ARINALTINaENS Aunan1TAndusIunInITnaIn a1u1salingulgiuainus u1esuiy
Usngmssidatuiiediuiminlunseiumenaldin nansdnuiliAetuil svswalaemssiunanis
dudunumsnsnatauandliiiuin esdnsiinineinsyanaiiannug szaansaldanuilunisnde
duduazuinisednsiiuszaniam uazdresliesdnsldiusovlunsudedy Jsmnuiiazanliogn
vannmany Wwuruiiumaluladiivia ufiferduaniunmsaimanisutsty uasauanansalunis
Anrgianiunisel azuanseeninlusuiuuvesmsiausnagnénsnaniiauAnaineassd
wanlvsl uansnaanguds dadu maadnsnnud mafuarmd nisldennd Ae Sadunagnsiiddymin
fign vosoadnslunsairenulfiudoulunisudadu(Grant, 1996) gsnalafiiimsdanslassaiaiiugu
dumelulafansaumanigluesdnislidaderanssunsdum Usuus iWoules iusnw wasthenud
wlduselowd NavdananadneninvesAnslunisutstusie (Lichtenthaler & Lichtenthaler, 2009)
psAnsfinszvtindanisairsanuliiuioulunisudety aznereuasuairednenmliuiyaainslid
9IAANNTUAZAUARAS9ETIA Mensatuayuliiinnisadienug nsiivannud nsldaaug
wegsRfitinFnAni1 uazannsaumsdnnisesdanuslan asiliAsmsliuseulunsussty
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nsihlulduseleviuasianisdinsunisideluauian

UszlovliBange))

uaildaneiddslundsdldidunisBusunged giuanudkey) fesuiet esdnsfiiinineans
ANuFTuANAaiY azannsaldnuilunsednduduazuinng uansstu anufuesesdnsiinain
winawynau faduesdnsfiininensuyudidamniiivarnmats Senusadudnenimuessiafiay
asanaliiuSelumsuvsiuldedisdivszavinm demnsifiacanlandunsdieiuein viluuisesdng
Jeamnsndundnuazutdstuauagsenldetnedsdu du maaiearwd mafunnug nisléannd fe
Jadunagnéfidifgyanniian vesesdnslumsairsmnaldivioulumsutedu anusidunswennsitddry
weRaNARTDsysinnauTusgiumLg sRdlafiinsdanislasadeiugudiumeluladarsaume
meluesdnslidoseianssunisdum Uiulge Weules ifufnw wasihaudanldusslowd favdema
refnanmlunisuliduratasinseiie

Uszlowuluideusmsdnnig
AusMsvsednddiulunisimuauleuien1en1snainvesgsivviesiien arusadmanlaein
= Y a 6 1 a ¥ | o Qv o fa o v £ I
nsAnwlddssendldliinusylevidegsfala wu nsimunideriaundaay indnauynaudaiy
asyviln Saanudidglunisldnalulad advayulvndnaueudifiuby Navdssinulazial n1sie
lanalvntdnaudiesng q laidanidusinlunisivuanagnslunisudsdu wagn1sasianinnay
Wuadevesgsfawasndnau nmsmnuakuInieuianuiielninnssuiunsufuilunnduneuli
Julvluiieniafeadu WWudu wenanidfuimsarsdaliinisnumuainudegisainane el
% = va 1w ¢ a N d‘ a 1 a X 1 <

wilnauianudnuiiuaaunsalndsuulasly lewinnsivdsunlamneg 1uinTueg195Ia157
nsnsratedeyatniasnne 4 lulanliiguassalun1siuiiniansdndeld wasnaainnisandununiy
wleungvesUssmelaussmanilsgandmansenuieUsenaduguiu nsmumuauiedalitaued
JunswSeusuaaunisaluazanaslonaluasiuieniy

YDLAUDLUY

msdnwluadsiliiselfiiausesdusznautes miadsassdnimaaddvadanagns lnewut
peRUsEnaue 4 dwasorufiselasenisliusnisvedlsusue greldedfamceada ogralsiny
ileshegsiavieniien Lﬁuqiﬁaﬁsﬁu@qﬁ’uamummﬁmsuami‘]uasj’mnﬂ LU ANINNITUNINATEAR
vaslan n1silessznitssmenionelulssme saudfosssunnfsng q Seldarunsaaaaieglslé
oy arsinsAnuitedudunansane Wellanunisalddy q enveznsenusenisiiunives
Snveadlen Snads wenanidiaunsafiezdnaussdusznaulug o fienssnintuluswiamied
annunsaldeuuladly ﬁaiﬁaﬂumsmwaaummgmﬁ’awaqaaﬁﬂizﬂausumﬂ']sa%ﬁmssﬁmimmm
Aivaldanagns Magdnansfnvinsesiunioliedaels lnsenaasdnisuiuasudodiniunisia
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Abstract

Currently, the real estate business is highly competitive. As a result, second-hand real
estate has to create a marketing strategy that is different and more responsive to customers'
needs. This research aimed to study personal factors affecting second-hand real estate marketing
strategy. The data was collected by questionnaires and analyzed by using Inferential Statistic
Analysis from samples aged 25 and over who were interested in buying second-hand real estate.
In addition, the factors of gender, age, buying experience, and objectives in purchasing second-
hand real estate were used to test the hypothesis. The research found that: 1) The product
strategy should add value and present well the readiness to move in of second-hand real estate.
2) The pricing strategy should include clear pricing, single pricing that covers transfer fees and
other expenses. 3) The place strategy should include identifying ownership holders, such as sold
by the owners or Non-Performing Asset (NPA). 4) The promotional strategy should include
advertising on both online channels, especially on YouTube and large billboards. Finally, research
proposed a strategy for the second-hand real estate marketing strategy for further business

development.
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BLAUT Wt Fualoanm uaunia (2560) lnnaniyadivesiuilenilsdetuileassvatineg
Wiy 1: 2.2 inefidagpaiatiuiieassazlisnsiiiugunisinuituiuiazyac 3ndelauseulusu
FIAUAZYINATAY FeA1ndnaziigunmuannguilaaiaundulusuiag

UUEAN AINgIUN (2558) Anwsesnnnuneansinuedmnsunindussinniegenfouuisiunes
Y a = a . ) . ! 2 Ao |
ﬂquauﬂﬂmﬂiaumau Generation X NU Generation Yiummﬂ‘gﬂmwmmum NUNUILLAUNNG 2 AGEY
fiauAeuiiuuane1aiu Iae Generation Y liaudndayannndn Generation X laun Ussinusimuguiuy
andaonssy Munldaoy s1ARdaUINzaNAUTILe Jua1l Buyndn ANTINTONARDULVIULTS
5313 warszuuassyllaaneludi

Unns e3gUndinng (2555) ﬁm:ﬂL‘%'m{]a%’aﬁﬁmasiawqaﬂiim’]ilﬁaﬂ%aﬁagmﬁaﬁaaawm
UszmnaulunnsunnasuasuazUiuama Wnaaeumiladefiddvinadenginssuniadenteiioy
p1feiioaasludulszsnsaanifidedninalinauunnerslunisidende wuin n1sfuide
Usraunsallunsidendoduiusanndu o wasdszaunsaianmsituiuvenuesannou dawald
Aeruusnandlungfinssunindendeiiogendeiionns

lauideladinguiuagissunssuiiiedtesdndnluldlunisasianiesdentsivy

a A

MAgIdesiunagninisnaingsnaedamsuning 199sadamnsuning dnwarnisldauvedas

o

pdmnTuning wazUsenseansveainguiuilaa sumnddlunisasuazeiusenanisive
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I ada o

ITLUYUIBIY

nsiusIustaya

1. MnApuaudRvesedueiliioteliogenfey (surAsniriegsen, 2563) Nl muanuauUs
v o Yy a A A& @ awv v oo 1 Yy a4 A g
Aue1gn1svinuvesveduieiiluninauusvndesdiengnusiy 2 Yuld uazdueduenidy
Ausznaunslisveviialunsuseneugsiasiy 2 Yuly simunUszinsnleluniside lawn
Auslameny 25 TAulU erdeegludssinalng Falidruiuunnndt 100,000 au lagaindiuiuyseyng
Aanand gIdelatinnsnedniaguveanils e (Yamane, 1973) aldlunisuszidiuvuinveang
Maee LileUszanumd@ndiuve sszvng lnefivuad1nuea1anaeuil 0.05 Layseauaueiug
95% FalFuuIANguAiIBEg19NTINIY 400 FpE19

2. ¥avuuuasuny (Questionnaire) IA8N1SANYINGYY WUIAA LALITIUNTTUNAEITOY
U3Enaudun1sAnyIMKHUNITAaIAvesdUsenaunisgsnedanisunindieaeslunaia iiiald
& A4 A o w = o - | ) [
Juesesledmiunisdnyitadediuyana Tnsuvuasuaiuudadu 2 dumdn laun

(1) TeyanruUszyinsatans Laun twe 918 Yszaunisallunisie wazingussasd
lunmsgeedumiunindiloaas
(2) FeyaduanuAniiundnenagnsnisaainedmnsuningdoass Tuguuuumsinua Likert

Scale 5 sgau lagseau 5 vianeda nagnsnisnataiilineaey ddutglvdadulageluseduuinian
lngfmunnunzLuLYDIA LR fail

ATLLLIRAY ANRLNY

4.21 - 5.00 fiduthelunssnaulatouniian
3.41 - 4.20 fldelunisdnauladoun

2.61 - 3.40 fdwdelunsdnauladouiunans
1.81 - 2.60 fldwdelunsinaulatetes
1.00 - 1.80 fidutelunisinduladotosiian

3. InTaATIzRasiau@ennded (Index of item objective congruence: 10C) UsgLiunn
aufissmsadailam (validity) Inefidermgiiieades Usenaudeinssaundidunsnain 2 au
nazfidermgiunsnainedaniumindioans 1 au ldmdvlanuasnados (100) luusaziladendn
985897111 0.60 - 1.00 Fafulummnnasifidmun (Rovinelli & Hambleton, 1977)

4. vhnnsmeadeuAuLiissnssvesuuvasuny Tnsfuandinnudesiulnedduussans

anduiiug (Cronbach’s Alpha) laamnudeduluudazdadendnegszning 0.70 - 0.92 Faduluny

€

LN NAIAUA (Cronbach, 1990) Cronbrach, (1970).

n1suszulanataya

1. ¥ihmsiiudoya nseaeu wazassiayauuuasunuiisiusls Tnodadonianiziiod
szytasegil 25 Poulvauasu 400 Faegh

2. UssurananisAnwilagldlusunsudniaguieada (Statistical Package for the Social
Sciences: SPSS) iitaTiaswiidaya il
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2.1 MIVATIERADALTINTIAUUT (Descriptive Statistics) Lﬁaa%ma%’aua laun
(1) mﬁaaav (Percentage) ) dnldesuredayanulsenseans
(2) ALRAELAY muwmwummmu (Mean and Standard Deviation) inu1lgasuie
%’aaglaéhummﬁ@mu‘wmaﬂas;mamsmmmaaqmiumwEmaaaq
2.2 MFIATEARATIeYNY (Inferential Statistics Analysis) LiteTins1zsitesa léun
(1) Snseilagldadi T-Test lunsveadounuuAnAeTEIIAaRgveInguTIE1
2 ﬂEjiJ IWSI%QW Independent Sample T-Test
(2) AATIFAAMULUTUTIUNUAET (One-way ANOVA) Tun1snagauauuana1esEniig
nauspEaInnG 2 nguduly
3. asiuazenusnena

NN
A5 AATITAEDALTINTIUUN (Descriptive Statistics)

AUUIZYINITANENS

NNITTIVTITRLYAINUUUADUNNY UagaLTunTInTedoyaUssnseansusenausie e
01y Yszaunmsalluniste waeTngusvasdlumstesdmniumindiienns anmnsouanuasmanisive fed

1. kWA
nauiegdlngl Jumends Sruau 226 A Anduesaz 56.5 uasinary S1UI 174 Ay
Anluiovay 43.5

2. 9

naudlegediulngoglutiseny 25-3¢ U §1uqu 240 au Asvdufovar 60 5090311
ogflutiseny 45 BiulU 1o 86 au Anidufesar 21.5 waztsery 35-44 T S1uau 74 au Andu
Jeuay 18.5 anudfu

3. Yszaun1sallumsdeadamnsunindiionas

ngudlegediulug LifivszaunisallunisdesdanSunindiieassuineu 31uiu 228 au
a < 2/ ! v 1 o a < 2 a & [ a v ¢
Anuesas 57 wavnguiieg1ednuiu 172 au Aaduieway 43 Tuszaumsailunisdesdmnsuning
{oapnouua?

4. Inguszadlunsdeademnsamindiionas

nauiegedlng ITnguszasalunisdeedimnsunindloasaiiongorduios 311U 199 Au
wieAnludesaz 49.7 lnesesasn Tdngusvasdiiiotlldludomnduduasnisamu 91uiu 125 au
a & v 9 ¢ & v ¢ o a & v o w
Anluseway 31.3 uavingUszasdivensounseutuduning 31w 76 au Anluseway 19.0 Aud1sy
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Han1TAIRTIEtayaRuANAnTuidenagnsn1snane NI ndiedaes
msfinwanuaaiuleglduuvasuauiioinszauanudaiiuvesuilaanidsenagnsnisnain
admnsunindiiaaaanddiutiglunisindulate aunsawanuasanisidelasiell

1. Aunansiue
A1599 1 HamsfnwirnuAniuveusL AR UNER s 9]

v o . L 32AUNTUEIUYGY
JUAY NAgNSNISNANA AN S.D. o n oo
: Tunsandulade
1 edwnFumindioans Afinsuiuusslm hegls 410 098 1N
2 edwnsunindileans fegluviialananailes 4.03 0.97 aly
3 edamTumindileans Asvyiilensduds 4.00 1.10 1N
4 edwsunsndiloaes ﬁagﬂu‘lmqmsﬁﬁ%a@m idedle 3.9 0.98 11N
5 edensumindileans fiegluviiaviudios lingnwau 3.59 1.13 1N
6  edwnSunindieass flufivostwoslusfaiu 3.57 1.02 110
7 edwnSumindileans muanin usausacinegla 3.34 1.09 Uunang
8  adwnsunsndiloans nieumestaes 3.33 1.22 Uunans
9  adwnsuningileant an1min Aeseuutinoudieg 3.16 1.45 Uunang
AR 3.68 1.10 Urunang

91015797 1 ngudaegns daruAndiudonagnsaiiundnde Iddugielunisdndulade
Tusgsutunans lngedwnsunindileass Niin1susuusslna (Renovate) asnsaitnagle, agluviuale
= A Y Ao i Aad o oA A i o = | ]
nauiles, seyindiensfens, eglulasensniideides ynieds, egluiiaviuiles lungnuau wag
o a o A Ay e ¢a o a | o a & 9
adwSuningileans Mhilmeslnesludidu ddwelunisdndulateluszduun

2. A1UIAN
A519% 2 mamiﬁﬂmmmﬁmLﬁmaq;:iu‘%‘lmﬁmﬂm

. . L STAUNISREIUY2Y
dusiu NagNsN13NaIA Auade  S.D. N g
§ lunsdndulade
1 duiedalenalvinisesessaila 4.53 0.70 1niign
2 fueduddiszassandounislounssuans 4.35 0.92 1niigp
3 funedamaudeld wiouseniefiay 4.21 0.88 niiap
4 fuefimniieusiulennvangsuinig 4.19 1.08 1N
5 duedmsiauetasiUseuiiousnnain 4.17 0.99 1N
6 guwiiminiuinaneuunulunisamu 4.01 1.17 1N
7 feliimaddelnenseiudue Tiaviteidonsen 3.99 0.91 1N
8 fuedalifideulviive wotszineduan 3.80 0.95 1N
ARy 4.16 0.95 N
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NENTNT 2 nquiegRlANUAnIUsenagnsaue Ifldugiglunmsdnduladeluseauinn

Tngadamsunsndfieansiiguieadalonalifinisdesessiaild, fuiedugdiszaisssudounisiou
N3sUaANS wavedmnsunindloaanguiedamauiely nieunenileiiay Jdwdglunisandulade
lusgdvannian

3. AUYBINIINITVIY

M15°99 3 wamsfnwiAnuAniLYIULAA YD IININIIUY

i . L4 STAUNISREIUY 28
dusiu NagNsN1sAaIA Auady  SD. o o o9 d
un13indulata

1 fnsiaueinduedansimindiioans fdwesneies 4.29 0.81 wniign

2 fueditesnnenisiasderiuladl (Line) 387 095 Tl

2 izﬁ'ajmmﬁamamu‘lmﬁ’wﬁ 38 Call Center sgd 094 -
Tu3nis

4 Qjﬂnﬂﬁ Catalog Online Uy Website 3.73 1.01 41N

5 edwsumindiioans Mdunsndausemsue vie NPA 372 092 1N

6 Auedvemmilunmsiunsuaunems uasinsiendu 372 091 )

7 dueidemunmsinsieniuneda (Facebook) 372 091 )

8 el Catalog Online Application uulnséwvieds 3.57 1.10 110

9 fuedl Catalog issifuduviolusdng 3.44 1.12 )

10 finsdnaueindu edwsumindiioass 91nn1sve 3.41 1.03 N
NoARAIANTUUIAUAR

11 funefingds E-mail uugiodsny feaesiithanlaly  3.29 1.11 Urunang
&1 E-mail AllTetnsaiiane

12 freiinsiiaueindu edmdunindioans five 3.15 1.04 Urunang
TgfIuNUIBAINUTEN BN

13 ;:Jmaﬁﬂiaamams%m%auu Online Marketplace 3.09 1.15 Uunang

AaREs 3.60 1.00 11N
91N5197 3 nguFnege SnnuAniiuienagnsiutesmanisne Idldrurielunsdadula
goluseauann Tngedomiuvindileans Munedinmitauoindudwemioios fdndlunsinduls
Folusguuniian
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4. A1UNSEULEINNITAAIN

A1599 4 HansfnwienuAniuveIUILnAGIUNITELESUNRATN

v o p 4 szAuMsildudag
Judu NagNsNIsAAIA Aade  S.D. v aa &
: Tumssingulade
1 frefimsansin dendulatomelussesamiitime 416 093 N
2 fueiathelavanishedmmsumsndilenesesadaiay 4.06  0.90 un
3 gueinsivesanwiaanduinsidauwuduean 3.83 1.05 hy
4 Jg3meenynluauurnsseg 9 374 099 1N
5 guednslavanuumale (Facebook) 3.73 1.00 hy
6  fueimslavanuunifa (Google) 3.70 1.04 hy
7 fredeiidleunhedaBimindtoaediusmene  3.67 1.03 1N
8 aueinmslavanuuthelavanvuialvg (Billboard) 3.54 1.03 Tl
9 fuednslavanuugyu (YouTube) 3.44 1.11 Tl
10 funefimslawaninemsuanlusiasmuaanuiilindifes 3.19 1.12 Uunang
11 gugiinslawanruntideiuiviellngans 3.17 1.13 Uunang
12 fueiimslavanriudelnsvied 3.12 1.14 Uunang
13 fnefimslavanriudeing 2.84 1.22 U1unans
ARRgs 3.55 1.05 41N

9115197 4 NguAI9EN TaruAaLiusenagnsaunisauasunisnain dnddudaeluns
andulagelusyavuin lngedwnSunindiloass Mueiinisansiailledndulatenislussesiiaii
A, fuiefathelavanidedmisuninddeasegrstaay, fuielinslivesauunaududnsiila

wuEuan, §uiesineanynluauunnssuang 9, guieinislavanvumada (Facebook), §u183n1s

lawanuuniia (Google), Huredavinialawuzinadwnsunindiieansiiseniavie, guieinisisvanuy
Unelawanuunlng Billboard) wagediwmisunindilodes Mveiinislawanuugnu (YouTube) ddiuyae

Tunsdndaulagsluszauuin
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N153LATILAADALGIEYIY (Inferential Analysis)

1. WA NMFIATiuuUsUTlasldadR T-Test muamAgmd 1 feimuadiannunain
\daufl 0.05 warseiumaTeiiuil 95% lagnagnsnisnaiainadeuudinguiiegsiinnudaLiiu
uaneneiu vidosoufuauuAs H, Tneazdeaniumsnei 5

aa a

A13199 5 HANITIATISVADALTOULIUA UL

o ‘ Aade
GRLT nagNSN13NaIA p-value -
LIRS
AunAnsiual
1 edmsunindleans nioumoiiiaes 0.01 314 346
2 edemFumindileans feglulasenanyiuiideides undeie 0.00 382 413
3 edwnuminddeans szyflensieia 0.00 379 415
A1U3IA1
1 fueduftsyasssndsunslounsaudv’ 0.02 4.22 445
2 fnelimshausdudennansuins 0.01 4.05  4.29
AUYDMNINTVIY

Au1ein1sds E-mail wugihedonaileassiuaulaluds E-mail
Arliegeainaus
2 Au1edveamnanisinsienulnsdnd vise Call Center Tiu3nis 0.00 3.68  3.96

0.04 342 319

ANUN1SERETUNITNAN

1 dueinthelavaunidmeduniunindleansegataiau 0.00 391 417

1. 1nnagnidundadusiiavun 9 4o Wennaevauufgiuudinuindsiuiu 3 4o e
Fumnenafiu fiauAniusienagnsnismainssiuegelitudfey

2. a1nnagnsdusaanun 8 40 ilenaaevanuigiundanuinfisiuau 2 4o e
Auansnsiu feudndiusonagvdnisnaiaiaiuegaiideddy

3. annagnidutesensueianun 13 4o ilenaasuanufigiuudinyuinddiuay 2 e
Anafuandaiu Sanudaiiudenagninmenaasisiuseeiitoddny

4. annagnsitunisduaiunismaiaionnn 13 9o ievaaevanudgiundanuinddiuiy
1 4o Funefiuansiafiy firnufnitusienagnsnisnainsisiuegslited Aty
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2. 929918 31NNTIATIENANUUTUTIUNIBALT (One-way ANOVA) muauufigiun 2 @4
AMUAAIAINAAIAAGDUT 0.05 kaETEAUAINTBNUN 95% tAENagNsn1TnaInInAaauLaINGY
Mo 1lnuAnLAuLANAISTY WeepaNSUaNLRgIW H, I5eaziBunnunsnad 6

aa a 1%

M1 6 KANITIATISVADALTOULIUAUEY

a0 NAYNSNIINANA p-value - m"%i’ "
: 25341 35-441 45Uvuly
ATUNARAUN
1 edssumindiloaes Aflanwiin destenuannoudiey  0.01 3.12 3.59 2.88
2 adomsunindileans muann udanunsaitegle 0.02 3.35 3.59 3.10
3 edwndumindilodes fldfiwesdweslustu 0.02 3.46 3.76 3.71
4 edunsunindiloans niounestiaes 0.00 3.46 3.43 2.86
ATULDINIINITVTY
1 edomsundndiledes Mdwesieies 0.01 4.37 4.28 4.05
2 edwnsuvindiledes fivelneduanennuisenth  0.00 3.24 3.28 2.77
3 edwrduvindieaes Iduninddusenmsue wio NPA 0.04 3.70 3.57 3.92
4 gueddemnanisinsiesumede (Facebook) 0.02 3.82 3.69 3.49
5 guedveananmsiasiesiulad (Line) 0.00 4.00 3.77 3.58
AuUNsANEINNITAAIN
1 gueiinslavanuuthelavanvuialng (Billboard) 0.01 3.43 3.55 3.84
2 EueneanunlunuIvngsusg 9 0.00 3.74 3.45 3.99

1. nnagnddundadusivianun 9 4o Weneaevauufgiuudmuinddau 4 do fleng
Fumnenafiu fiauAniusienagnsnismainssiuegefitud ey

2. annagnsiutemnensueavan 13 4o Wonaasuanufgiundamuinddiman 5 4o
“'mqﬁl,mﬂﬁmﬁu fiauAniiusienagnsnismanssiuegslitudfey

3. annagnsAuNsdLaTunIsaaInenNe 13 o Wenaaevauuigiuudanuinddiua
2 4o Morgfunnsneiu feuAndiusonagvdnisnaiamaiuegiidodfy
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3. Uszaun1sallunisteedannunindlonas 1nnsiasieinnuwdsusiulaeldada T-Test
MNANNRAFIUN 3 WeMmMUAAIAINAIIALATEUT 0.05 UArTEAUATILYRLIUT 95% lagnagnsn1snaini
nageuLdINguiegEinNAnILLANAIY MsesaNSUaNLAgIY Hy I5easiBunnunnseg 7

aa a 1%

M13199 7 HANTIATIVEDANeYIUIUUSEAUNN SalluN1STe

a1RU NAENSNIINANA p-value dmmaa -
: laidd
ATUNARAUN
1 efemFumindileans Afinsuiuussimi ansnsauiogls 0.00 388  4.26
2 adwnsunSndiledss nieuwesiiaes 0.00 3.02  3.55
3 efwnsunswdiledes ﬁa&ﬂuimamimﬁmﬁﬁ%aLﬁm Ynelie 0.00 362  4.28
4 odwniuningiloans Aersduiia 0.00 381 414
AUTIAN
1 Q’maﬁmiﬁwLauaﬁuﬁamﬂwmaﬁmmi 0.00 4.02  4.32
2 Hvwiimansusinaseuunuludnisamu 0.00 382 4.4
ATULDINIINITVTY
1 adwnsunineiioans Adunsndausenisvie vie NPA 0.01 342 319
2 gueiivemnmsiaderiunaln (Facebook) 0.00 368 396
AuUNTANEINNITAAIN
1 freimslavanuugifia (Google) 0.02 356  3.80
2 mgimslavanuumeda (Facebook) 0.00 355  3.87

1. 9 nnagnsdunan Susiianun 9 4o eonaasvaunfigiuudinuinfisiuau 4 9o
fuszaunsaflunmsdeiiunndrsiu SanuAndfiutenagnsnsnainsiuoehsiideddy

2.91nnagnsd1usia1Tanun 8 4o ilevnaevanufgiuudanudnfisiuau 2 de
fivszaumselluntsdeiiunnseiu fiauAniuionagnsnsnanasivedslided ey

3. InnagNRuTeIInIsrIeieNe 13 4o ilenadevanufgiuudanuiadsiuau 2 4o
fuszaunsallunmsdeiiunndrsiu SanuAnfiutenagnsnsnainssiuoehaiitedidy

4. annagnidunsdaaiunisnaiatianun 13 9o ilenaasuauufigiuudanuinfisiuay
2 4o Mszaunsallunstefiunnsaiy daufafusonagydmanainsmatusgnedifoddry
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a. Faguszasdlunisdoadanidunindiionns annsiaseinuuUsusumaien (One-
way ANOVA) auiasisiigiudl 4 dafnmuainuaainadoudl 0.05 wagsedumandosiuil 95% lnona
grsnsnaninageuLinguiogsiinuAnuandaiy vioseuiuauNAgiu H, feazidunn
51971 8

aa a 1%

A1319% 8 HANTIATIVADATEULIUAMUINgUTEEIAtUNITTD

Alady
19U NagNsNIINAIN Sig. R V1o Yy L |
agondy  Auniwg
WAZAIIU

AuUNARSu9

1 edwniumindiloans flsifimesdweslutu 0.00 3.46 3.50 3.79

2 odwnsunindiieass lwita lananadies 0.04 3.97 3.89 4.21
AUIIAN

1 felimasdelaemsstuging Idvsdodonson 0.05 3.90 3.89 4.18

2 gueiimahiausuazileuiisusanain 0.01 4.05 4.12 4.38

3 funefimaiiauedudonnvanesuians 0.02 4.07 4.24 4.35

4 guednniuiianouwniludanisasu 0.00 3.79 4.16 4.26
AULDINIINITVIY

1 efwrBmsneienns fidumingdusenmne vie NPA 0.00 3.58 3.71 3.94

2 il Catalog sl fuguviolusdag 0.04 3.30 3.63 3.54

3 ;:Jmaﬁﬂiaamams%m%auu Online Marketplace 0.03 2.96 3.36 3.14
AUNITELEINNIINAA

1 feietelamanidiedormindiloaesetiedonu 004 3.9 4.29 4.02

2 frelimslawanissmsuentustasammnuiindides 003 3.04 3.38 3.30

3 ugTineanynlunuNnTIusing 9 0.00 3.55 3.92 3.93

4 fredmiialeumhedorhivindieaodivssnmne 0,01 3.57 3.89 3.68

5  guednslavanuugyu (YouTube) 0.00 3.28 3.84 3.46

1. annagnsaundnfausivanun 9 4o 1enaaevauufgrundanuindsiuan 2 4o
ﬁi’mqﬂszmﬁﬂumi%aﬁmeﬁifmﬁ’u fieuAniusienagnsnismainssiuegefitud ey

2.91nnagnsA1usIA1ianun 8 4o ieonnaeuauufisiundanuiifidiuau 4 4o
finguszasdlunmsdeiiunndsiu SauAndfiutenagnsnsnainsisiueshaiiduddny

3. nnagnsiutenenisnediaan 13 4o Wonaasuanufgiundmuinfidiuan 3 4o
ﬁﬁmqﬂszmﬂﬁlumiﬁaﬁmesmﬁ’u firnufaiiusienagnsnisnainsnsiuegelited Aty

4. annagnsiunisdauaiunisnaiaiennn 13 9o ievaaevanufgiuudanuinddiuay

5 99 NingUszasAlunsdeiiunnsneiy TrnuAniusenagnsnisnainsneiusg19ltedfy
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ORIEREIRG

Jadvdruynnaiiiinasonagnsnsnaneduniunindiagos

1. 1WA

duilnamandgadiosnisanusivlalusiedmiuminddnunmuazndovey aulannududn
frusian wavfianelateanienisindeiifianiuazaininia lnefianufauiuifdenislasan
Uszndutusiideasedrsdaauiideanisavuedsle daunndaainguilanmewe idean1sdomis
MEUBLUIaNIZIZe TiTwaziden wazasiiaue len msfudeyansuesindiuddud Hudu
feannndastunanisitoesaudng wWaunua (2552) iFesiladedi dvunnisdadulatolunistedhuie
aowasjuilnafiszyiumafiuandnatu fnmsnausnitestotuiloansinety

2. 974918

fuilanong 25-30 U diesmsodanumindfiniensg dundn wazaulavesnienisuiesiiy
Social Media Ingguilaadifidasany 35 ViUl aulanislawanyszurduiusluzuuuy Mass Media
wnni wazfuilaneny 45 Buld fmnuaulaedmmiunindioaesiifunindausonisvisanantiu
NSRUVIBUIENUIMSAUNING (NPA)

3. Uszaunmsallunistfeadanduminsiionos

fuslnafifivsraunisallumstoedmdunindioaennieu §in warlimuaulaodmzuming
foaesiiduningausensveanantunsfuvdeudsmuimsaunsng (NPA) Faunnsrsannguilaei
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The problem of paying home loans with financial institutions
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Abstract

Customer loan payments are essential to drive the sustainable development of the real
estate business. According to the Bank of Thailand’s data (2016 - 2018), it found that the
non-performing loan value of Thai commercial banks has steadily increased, partly due to the
non-performing assets from financial institutions. Therefore, this research aims to 1) to study the
problems of paying home loans with financial institutions 2) to analyze the problem of paying
home loans with financial institutions 3) to suggest solutions to the problems of home loan
payment with financial institutions. In this research, questionnaires were collected from 400 home
loan users from various financial institutions. The research found that the problems arising from
external factors and factors caused by loan applicants were at a high level. The factors caused
by financial institutions were at a moderate level. In addition, the hypothesis test results showed
that the group of respondents with different age, occupation, and average monthly income had
different opinions on the problems. Finally, this research proposed solutions to solve the problem

of paying home loans with financial institutions.
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Abstract

This research aims to study 1) the level of marketing mix factors (8P), air charter services
factors and the decisions to use air charter service of Thai Lion Air among Chinese passengers
2) a causal relationship model of factors among marketing mix factors (8P) charter services factors
that affect decisions to use air charter service of Thai Lion Air for Chinese passengers 3) a causal
relationship model developed from factors affecting Chinese passengers' decision to use air
charter services of Thai Lion Air. The research uses questionnaire to collect data from 400 Chinese
passengers. The statistics used are Frequency distribution, percentage, arithmetic mean, standard
deviation, skewness, kurtosis and modal analysis techniques for Partial Least Squares Path
Modeling. The results show that 1) the marketing mix factors (8P) and the air charter airline service
factors. have a causal relationship with the decision to use the Thai Lion Air charter service among
Chinese passengers, 2) air charter service factors have a causal relationship with the decision to
use the Thai Lion Air charter service of Chinese passengers when moderated by gender 3) the
marketing mix factors (8P) and the factors of air charter service have a causal relationship with
the decision to use the Thai Lion Air charter service among Chinese passengers. When moderated

by monthly income.

Keywords: Decision to services, air charter service, Thai Lion Air
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dnswannserensindulalivinadimindianenistulneladeunefvesilasaisviniu fszdu
Wod1Agn19ada 0.05 (DE=0.424* uag 0.476* auaau) 2) Ujdunusseninanaiutadenisliuinig
gron1stunvutgnunuiansindswananisandulaldusnisiinuunaianenistuluelageunes
(ME=-0.146*) wag 3) Ufduiudszminmeliadesoifoutuiadodmuszaunisnisnain uaziadons
Trusnsanen1stukuumananesinaswasnanisenaulaldusnisivvauiaranenistulneladeu
w03 (ME=0.198* uag 0.152% muaneu)
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AVIF=1.241 wazsail AFVIF=2.275 Ashunasifitimusduienfufoliiiy 5 sniedadinnuasnsalunis
wensalldsysud uavdufivonsude Andudosay 42.5 Fuiunaeidaussesay 40 Fuld famseit 1

M131991 1 HAMIMAdUANADAAT BIYRIFULUUANENTUSIBa g vesladedwadonsindulaly
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Anuinng 9 LNEUIINRNTAUN NAN1SIATICH
Average Path Coefficient (APC) P<0.05 0.234; P<0.001
Average R-squared (ARS) P<0.05 0.405; P<0.001
Average Block VIF (AVIF) <5 1.241
Average Full Collinearity VIF (AFVIF) <5 2.275

NansiATERgULIUANENTLSIBsamguestladesine 9 idsadonisandulalduinisian
wandranenisdulneladeunsiveslasarsyniufifmuitudofinnsandiuvesluaanisin
(Measurement Model) wui1 Jadudiuuszaunianisnain (P) Usenausmiemiuyus Yadurunansioe/
n15U3N1s (P1) Yadamusian (P2) Jadamuraaniinisdmiie (P3) adeaunisdaaiunisnain (P4)
Tadeiuuanainslunisliuinig (P5) Jadeaunseuiunis (P6) YaduruesAusenaunienienn (P7)
Hadufunandn uazamunin (P8) Ansdirmaenadesiuiafudiutszaunianismaiadaduduy suss
TnelvAntiniinesdusenau (Factor Loading) 9E5enIe 0.472* fig 0.728* Fawsazearusznovaunse
gautgANURuwlTveslafuduUsEaNmINIsRanlasEnINeeuay 22.3 B4 53.0
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Seway 29.2 09 54.0
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11nA31 0.60 (Hair et al., 2010) waziA1Amnuduulsvesmanudesiuddasassduduaiadovenis
fuwUsfiariale (Average Variance Extracted: pv) 98513749 0.369 fi1 0.406 Falsirnunausifeuinnia
0.50 (Diamantopoulos & Siguaw, 2000) lae Hatcher (1994) naUesASafiAAL UL TR eAN
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#aus 0.30 Fuly (Andaysed) wnu (Kline, 1994)
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g"dLLuummé’mﬁuﬁ‘L%qmLmﬁﬁmmgﬁuﬁmmmq (Validity) Joreskog & Sorbom, 1993)
Hosmndenavdiniusnguidsaes (R2) whity 0.425 vieAndufosay 42.5 (0.425x100) Fedidious
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Abstract

This research aimed to study the level of motivation factors, hygiene factors and work
efficiency of employees and to study the moderating effects of self-efficacy towards motivation
factors, hygiene factors and work efficiency of employees of Furukawa Metal (Thailand) Public
Company Limited. The samples were 296 operational staffs of Furukawa Metal (Thailand) Public
Company Limited. Sampling was carried out by convenient method and used questionnaires for
data collection. The questions are closed-ended, that were developed from concepts and
theories. Data were analyzed using descriptive statistics such as frequency, percentage, mean and
standard deviation, while using partial least squares structural equation modeling (PLS-SEM) to
test the hypotheses. There was a response rate of 296 complete questionnaires, representing
54.11% of the population studied.

The results found that employees had levels of motivation factors, hygiene factors and
work efficiency at the low level. Results from hypotheses testing found that self-efficacy had a
moderating effect on relationship between the hygiene factors and work efficiency with statistical
level of significance at 0.001. However, self-efficacy did not have moderating effect on relationship

between the motivation factors and work efficiency with 69% forecasting power.

Keywords: Self-efficacy, Motivation Factors, Hygiene Factors, Work Efficiency
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Abstract
The primary aim was to study the partial utility of Theory of Planned Behavior (TPB) as a
conceptual framework for predicting tourists’ behavior and making decision to visit a heritage site.
This study used Lalbagh Fort in Dhaka, Bangladesh as a study site. The objectives of the study
were to 1) examine the factors affecting tourists’ behavior and to 2) investigate the relationships

between behavior and the decision-making of tourists to visit a heritage site.

The primary data collected through a questionnaire from 400 respondents with probability
sampling method of local tourists who were visiting Lalbagh Fort. Data was analyzed by hypothesis

testing using SEM analysis including CFA of tourist behavior and decision-making behavior.

The observed result of this study showed some different views from the actual TPB model.
Two hypotheses: Influence of reference groups, and Behavioral intention to visit had a positive
effect on decision-making behavior to visit a heritage site. The other two hypotheses: Attitude
toward visit, and Perceived behavioral control had a positive effect on behavioral intention to
visit a heritage site, but found to be different for the Bangladeshi local tourists as they were

statistically not significant.

For future research, this result could be applied to other heritage sites using different models and
methods. Also, comparing to the results with the same topic but from other countries could be a better

step for the heritage tourism of Bangladesh.

Keywords: Tourist Behavior, Decision-Making to visit, Heritage Site, Tourism Industry, Theory of

Planned Behavior
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Introduction

In recent years, heritage and travel-tourism industry have become connected inseparably
all through the world. Tourism is a multidisciplinary industry. From the middle of the last century,
tourism has flourished as an operational force in global economic, social and political fields and
as a result the number of tourists has increased gradually. At present tourism service industries
play a huge role in increasing employment and income in all over the world. In this regard a
heritage site may be manifested in various ways. To transfer from only a heritage site to tourist
attraction is one of the most useful aspect of tourism industry. Because, it can easily but for sure
creates the ways to achieve economic development, employment opportunities, and of course
the conservation of the heritage site Heritage, the word from 1990’s is used as one of the most
important elements of tourism (Herbert, 1995). Limited empirical study has been done on visitors
to heritage attractions in Bangladesh. By understanding the decision-making process of the local
people, the planners may be able to better comprehend what can do more effectively to
maintain a heritage site. The purpose of this study is to explore the tourist behaviors that have
significant influence on the decision-making of tourists to visit heritage site, in this case, it is
Lalbagh Fort in Dhaka. In the heritage site destination, especially in Bangladesh people come very
often. But their purpose of visiting may not align with heritage site attributes. Now, this problem
leads the country or the policy makers to think how to improve the mindset of general people.
But there are no vast research or real evidence of that problem has yet been studied. To improve
the cultural concerns, it needs to examine the tourists’ behavior for visiting heritage places. The
problem of this study is utilizing an adaptation from the Theory of Planned Behavior (TPB). The
TPB supports the latent issues in the literature regarding tourists’ behavior or attitude which

concerns visiting to a heritage site.

Research Objective
1. To examine the factors affecting tourists’ behavior to visit a heritage site.
2. To investigate the relationships between factors affecting the tourists’ behavior and the

decision-making process of tourists to visit a heritage site.

Burapha Journal of Business Management, Burapha University, Vol.10 No.1 January - June 2021




Conceptual Framework

This study conducts a step by step literature review method. According to (Cronin, Ryan,
& Coughlan, 2008) formulation of the research question, set inclusion or exclusion of different
criteria, select and access the literature, evaluate the quality of the literature included in the
review, analyze, synthesize and disseminate the findings. A good volume of literature regarding
tourist behavior (especially ‘consumer behavior’), decision-making process, influencing factors and
heritage tourism were assembled. Then those steps were followed thoroughly.

Ajzen (1991) suggested that, the TPB was formulated to predict and explain an individual
human behavior in certain circumstances. In the TPB there are three main constructs are specified

as influential factors on individual human behavior. Attitude, subjective norms, and perceived

behavioral control.

Attitude toward
Visit

Behavioral Leads to

Influence of

Intention to decision-making

Visit

Reference

behavior

Groups

Perceived

Behavioral

Control

Figure 1 Conceptual Framework

Burapha Journal of Business Management, Burapha University, Vol.10 No.1 January - June 2021




When applied in a tourism scenario, firstly the TPB would mean if the individual has a
positive attitude toward visit a heritage site, they will show supportive or positive attitude on
behavioral intention to visit a heritage site (Lee et al., 2010) secondly, if the Reference Groups for
example his or her family, friends, or members of their social network will encourage, then it will
enhance their behavioral intention to visit a heritage site; and thirdly, the higher he or she
perceives that they have control over their intention towards such behavior, they will have more
effect on behavioral intention to visit a heritage site And lastly, the greater the intention found in

individuals' behavior will build up their higher decision-making behavior to visit a heritage site.

Literature Review

Theory of planned behavior

The present study applied the theory of planned behavior which is vastly known as TPB
model by Ajzen (1985). In brief the TPB proposed that, the key to explaining ‘behavior’ is
‘intentions’. Intentions are shaped by attitudes toward the behavior, social norms, and perceived
control over the behavior as cited in Hsu & Huang (2012). And Ajzen (1985) also suggest that, the
main goal of TPB is to predict and explain an individual’s behavior.

The significance of TPB is that, it considers social phenomenon (subjective norm) and also
psychological (attitudes and intentions) factors in the consumer’s decision-making process. And it
has also been accepted and used to predict individuals’ behaviors in hotel selection (Buttle &
Bok, 1996), destination choice (Lam & Hsu, 2006), and social psychology studies (Conner, Kirk,
Cade & Barrett, 2001).

Independent variables and their attributes of TPB

Academic literature on heritage tourism was covered for the literature review. To ensure
maximum search coverage as many as possible articles were studied. Reasons of heritage tourism
identified from this review were categorized into the three constructs of the TPB framework as

follow.

Attitude toward visit

Goh (2010) pointed out, there are different types of attitudes that can be associated with
visit to a heritage site destination, like as: Attitudes toward the site personnel information learned
Type of scenery and geography of area Interest level of recreational activities, promotional

information
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Subjective norm

Social group like family and friends have seem to be a strong influences on the individual’s
intention to visiting heritage site destination (Chen, 1997). This case indicates that, to make their
decision tourists are concerned about seeking approval from others. In turn which can be seen as

a form of a social pressure.

Perceived behavioral control

The perceived behavioral control creates some restriction for the tourists from visiting a
heritage site destination.

Howard & Crompton (1984) mentioned that, particularly these beliefs of control can be
seen as perceived difficulties which prevents the tourist from visiting a heritage site destination
like as lack of time and financial barriers, poor health condition, stage of family life cycle with

children, unfamiliarity and involvement of risk as cited in Goh (2010).

Hypothesis
The study provides four hypotheses in order to take necessary steps for examining the
relationship between tourists’ behavioral intention and decision-making behavior. According to
the TPB model, an individual’s performance of a specific behavior is determined by his/her
behavioral intention to perform the behavior.
Moreover, the decision factor in a person’s actual behavior is the tendency to behave,

that is, behavioral intention.

Relationship between ‘attitude toward visit’ and ‘behavioral intention to visit’ a
heritage site

According to the TPB model, an individual’s performance of a specific behavior is
determined by his/her behavioral intention to perform the behavior. Attitude is defined as the
psychological emotion and the positive or negative evaluation that arise when an individual
engages in certain behaviors (Eagly & Chaiken, 1993). In the TPB model, attitude is a person’s
positive or negative evaluation of performing a specific behavior (Ajzen, 1991). According to Taylor
& Todd (1995), when individuals have a more positive attitude, then his/her behavioral intention
will be more positive and vice versa. In association with the literature review, this research
proposes:

H1. Attitude toward visit a heritage site has a positive effect on behavioral intention to

visit a heritage site.
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Relationship between ‘influence of reference group’ and ‘behavioral intention to
visit’ a heritage site

Stangor (2004) suggests that, A reference group is a group of individuals that we look up
to and identify with because we admire and want to be like those who belong to it. Important
reference groups might include our family, our colleagues or coworkers, the cliques and crowds
in our high school or college, or the baseball players on our favorite sports team. They are
important because their members provide models for us, and these models shape our attitudes,
beliefs, and behaviors. Accordingly, in this research the following hypothesis is proposed:

H2. Influence of Reference Groups has a positive effect on Behavioral Intention to Visit a
Heritage Site.

Relationship between ‘perceived behavioral control’ and ‘behavioral intention to
visit’ a heritage site

Ajzen (2002) mentioned that, according to the theory, human behavior is guided by three
kinds of considerations. The last one is, beliefs about the presence of factors that may further or
hinder performance of the behavior (control beliefs), and these control beliefs give rise to
perceived behavioral control, the perceived ease or difficulty of performing the behavior. In
combination, attitude toward the behavior, subjective norm, and perception of behavioral control
lead to the formation of a behavioral intention. Based on previously studied literature, this
research posits the next hypothesis as:

H3. Perceived Behavioral Control has a positive effect on Behavioral Intention to Visit a

Heritage Site.

Relationship between ‘behavioral intention to visit’ and ‘decision-making behavior’
to visit a heritage site

Smallman & Moore (2010) describes, Tourists’ decision-making processes are complex,
involving many sub-decisions, occurring continuously from prior to deciding ‘where to go’ through
to ‘what are we going to do now we’re here’ and beyond. Many choices are based on contextual
‘facts.” Many more are based on perceptions or evaluative judgements of relatively high-risk
decisions, that is, no-one knows how ‘good’ their visit is going to be until they are experiencing
it. In according to the literature review, this research therefore intends to propose the following
hypothesis:

H4. Behavioral Intention to Visit has a positive effect on Decision-making Behavior to Visit
a Heritage Site.
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Methodology

In order to achieve the research objective, quantitative driven approach employed by a
survey was the only method has been used due to the fact that, this research is a preliminary
research study. Systematic Random Sampling approach (every eighth person met on the main
gate of the Fort had been handed a questionnaire to complete) was employed collect data from
Lalbagh Fort visiting local tourists and the results from the survey questionnaire were treated as
primary data for the study. The research applied the probability sampling method to select the
respondents, based on the specified characteristics of population of interest and then locate

individuals who match the needed characteristics.

Population and sample size

The purpose of this study was to examine the tourists’ behavior and their decision-making
process of the tourists to visit the heritage site. Therefore, there was only one type of population
used in this study. The population of this study is the tourists who were visiting the Lalbagh Fort.
The total number of tourists visit Lalbagh Fort varies from year to year. Based on data from the
Lalbagh Fort custodian in 2018 there were around 11,56,802 domestic tourists visited Lalbagh
Fort. Thus, the population of this study is defined as 11,56,802. Sample size in quantitative
method normally influenced by some number of factors. They include- the reason of the study,
population size, threat of choosing a shocking sample, and the acceptable sample error. This
research may rely on Yamane (1967) formula as gadget to estimate the actual size.

Formula,
N

n=———
1+N (e)?

Where,
n = sample size
N = population
e = significant level (0.05)

According to Lalbagh Fort custodian in 2018 there were around 11,56,802 domestic

tourists visited Lalbagh Fort. Concerning the number to the above-mentioned formula, we can
find,
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11,56,802 11,56,802 11,56,802
= n = n =
1+11,56,802 (0.05)2 1+11,56,802 X 0.0025 1+2892.005

11,56,802
n=——— n=2399.862 (approx.
2893.005

As a result, there are about 400 respondents will be preferred to investigate their

behavioral intention and decision-making process to visit Lalbagh Fort heritage site.

Data collection and tools

In this study a questionnaire was used to collect the primary data. The research applies
probability sampling method to select the respondents, based on the specified characteristics of
population of interest and then locate individuals who match the needed characteristics.

First step collect letter from faculty/university. Ask the authority where the data will be
collected. And show them the letter given from university. The data was collected from 20
September to 20 October, 2019 for one month. The questionnaire was translated in Bangla, which
was then retranslated in English.

There are two parts in the questionnaire, namely Part | and Part Il. The statements used
in Part Il are described about the factors or four constructs, and they had developed in English.
Part | provides 5 questions concerning with socio-economic demography profile of the
respondents. Part Il provides 26 statements associated with ‘attitude toward visit a heritage site’,
‘impact of reference groups’, ‘perceived behavioral control’, ‘visit intention and decision-making
behavior’. The respondents are asked to give their opinion based on 5-point Likert Scale, ranging

from 1 = strongly disagree, 5 = strongly agree (Correia, Kozak, & Ferradeira, 2011).

Data Analysis

After collecting data from questionnaire, data will be processed and analyzed using
statistical packages as follows:

1. Descriptive Statistics which include Frequency, Percentage, Mean and Standard
Deviation in describing general characteristics of personal information. Five demographic
information are included here, they are: Gender, Age, Occupation, Education and Monthly Income.

2. Two distinct components of Structural Equation Modeling (SEM) namely i)

Measurement Model and 11 ) Structural Model will be applied to analyze the relationship of
dependent and independent variables and variables used in the study by SPSS. And test the
relationships of the hypotheses using AMOS.
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Result
This study will follow the Structural Equation Modeling (SEM) to test the hypothesis. SEM

consist with two distinct components namely i) Measurement Model and ii) Structural Model. To

test the measurement model, Confirmatory Factor Analysis (CFA) will be applied to evaluate the
observed indicators of each latent constructs separately.

In this study, five measurement models of five latent constructs were presented and
analyzed; attitude toward visit, influences of reference group, perceived behavioral control,
behavioral intention to visit and decision-making behavior. Through CFA, each measurement
model was confirmed by measuring the underlying construct. Following the CFA each model was

analyzed individually first, and then the researcher checked the model fit observing the

Goodness-of-fit Statistics. Absolute fit measures including Chi-square (XZ) of estimate model,
degree of freedom (df), Chi-square/df, Goodness-of-fit Index (GFI), Adjusted Goodness-of-fit Index
(AGFI), Comparative fit Index (CFl), Root Mean Square Error of Approximation (RMSEA), Root Mean
square Residual (RMR) were utilized to evaluate the model. Modification Indices (MI) was also
observed to develop a fit model.

Later, a CFA on overall measurement model was also tested and checked whether
its fit for a good model following the above mentioned model fit indices. To be a good fit model,

all the indices of a model should meet the minimum criterion.

Confirmatory factor analysis of attitude toward visit
Seven items were utilized to measure the effect of attitude to visit (See table 8). After the

initial estimation, the results of CFA show the imperfection of the model. This is because, the Chi-

square (XZ) value was 103.332 with Degree of freedom (df) 14, Chi-square/df 7.381, GFI = .932,
AGFI = .864, CFI = .920, RMSEA = .128, RMR = .077 which represents not adequate to be fit and
suggested that the model requires more modification to be fit.

Observing the factor loadings of the construct, it shows that there are several items
possess low value and according to Hair, Black, Babin, & Anderson (2013), an indicator with .40
factor loading can interpret a construct significantly. Hence, AV4 and AV5 has been removed and
proceed to further estimation. Factor loadings exhibits the correlation and relative importance of
each indicator with the composite (Anderson & Gerbing, 1988).

After deleting the two indicators, the CFA with five indicators was re-run whether the

model fit or not. But, the new results show still inadequate to model fit with the values Chi-

square (XZ) = 68.543, Degree of freedom (df) = 5, Chi-square/df = 13.709, GFI = .936, AGFI = .809,
CFI = .940, RMSEA = .181, RMR= .087. However, the Modification Indices (MI) exhibited that, if

highly correlated indicators were adjusted, the model would get better fit.
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After adjusting, the model with five indicators was estimated. The new results from the

model demonstrate a successful fit model with Chi-square (%) = 2.869, Degree of freedom (df)
= 2, Chi-square/df = 1.434, GFI = .997, AGFI = .978, CFl = .999, RMSEA = .033, RMR = .016. All of

the indices crossed their minimum values to become a better fit model.

Confirmatory factor analysis of influence of reference group
Seven items were utilized to measure the effect of attitude to visit. After the initial

estimation, the results of CFA show the imperfection of the model. This is because, the Chi-square

(XZ) value was 327.554 with Degree of freedom (df) 14, Chi-square/df 23.397, GFI = .836, AGFI =
672, CFl = 513, RMSEA = .240, RMR = .204 which represents not adequate to be fit and suggested
that the model requires more modification to be fit.

Observing the factor loadings of the construct, it shows that there are several items
possess low value and according to Hair, Black, Babin, & Anderson (2013), an indicator with .40
factor loading can interpret a construct significantly. Hence, RG3, RG5 and RG6 has been removed
and proceed to further estimation. Factor loadings exhibits the correlation and relative importance
of each indicator with the composite.

After deleting the two indicators, the CFA with four indicators was re-run whether the
model fit or not. The new results from the model demonstrate a successful fit model with Chi-
square (XZ) = 4.006, Degree of freedom (df) = 2, Chi-square/df = 2.003, GFl = .995, AGFI = .974,
CFl = .993, RMSEA = .051, RMR = .037. All of the indices crossed their minimum values to become
a better fit model.

Confirmatory factor analysis of perceived behavioral control

Four items were utilized to measure the effect of attitude to visit. After the initial
estimation, the results of CFA show the imperfection of the model. This is because, the Chi-square
(XZ) value was 39.258 with Degree of freedom (df) 2, Chi-square/df 19.629, GFI = .951, AGFI = .753,
CFl = .858, RMSEA = .219, RMR = .099 which represents not adequate to be fit and suggested that
the model requires more modification to be fit.

Observing the factor loadings of the construct, it shows that there are several items
possess low value and according to Hair, Black, Babin, & Anderson (2013), an indicator with .40
factor loading can interpret a construct significantly. Hence, BC1 have been removed and proceed
to further estimation. Factor loadings exhibits the correlation and relative importance of each

indicator with the composite (Anderson & Gerbing, 1988).
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After deleting the indicator, the CFA with five indicators was re-run whether the model fit
or not. The new results from the model demonstrate a successful fit model with Chi-square ()
= 1.710, Degree of freedom (df) = 1, Chi-square/df = 1.710, GFI = .997, AGFI = .983, CFl = .999,
RMSEA = .037, RMR = .043. All of the indices crossed their minimum values to become a better
fit model.

Confirmatory factor analysis of behavioral intention to visit

Four items were utilized to measure the effect of attitude to visit. After the initial
estimation, the results of CFA show the imperfection of the model. This is because, the Chi-square
(XZ) value was 1.028 with Degree of freedom (df) 2, Chi-square/df .514, GFI = .999, AGFI = .993,
CFl = 1.000, RMSEA = .000, RMR = .014 which represents not adequate to be fit and suggested
that the model requires more modification to be fit.

Observing the factor loadings of the construct, it shows that there are several items
possess low value and according to Hair, Black, Babin, & Anderson (2013), an indicator with .40
factor loading can interpret a construct significantly. Hence, VI1 have been removed and proceed
to further estimation. Factor loadings exhibits the correlation and relative importance of each
indicator with the composite (Anderson & Gerbing, 1988)

After deleting the indicator, the CFA with five indicators was re-run whether the model fit
or not. The new results from the model demonstrate a successful fit model with Chi-square ()
= 0.091, Degree of freedom (df) = 1, Chi-square/df = 0.091, GFI = 1.000, AGFI = .999, CFl = 1.000,
RMSEA = .000, RMR = .007. All of the indices crossed their minimum values to become a better
fit model.

Confirmatory factor analysis of decision-making behavior

Four items were utilized to measure the effect of attitude to visit. After the initial
estimation, the results of CFA show the perfection of the model. The results from the model
demonstrate a successful fit model with the Chi-square (Xz) value was 5.380 with Degree of
freedom (df) 2, Chi-square/df 2.690, GFI = .993, AGFI = .967, CFI = .995, RMSEA = .066, RMR = .029
which represents adequate to be fit and suggested that the model requires no more modification
to be fit.
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Table 1: Summary of descriptive analysis of the variables

Attitude Influence of Perceived Visit Decision-
toward Reference Behavioral Intention making
Visit Group Control Behavior
Number of Items 5 4 3 3 4
Indices Criterion Results
¥ °/df < 3.00 1.434 2.003 1.710 0.091 2.690
GFl >.9 997 .995 997 1.000 .993
AGF] >.9 978 974 .983 .999 967
CFl >.9 .999 .993 999 1.000 .995
RMSEA  <.08 .033 .051 037 .000 066
RMR < .08 016 .037 .043 .007 .029

Overall measurement model testing

Before measuring the overall measuring model, each individual construct was investigated
and examined separately to ensure the goodness of fit of the model with the collected data.
According to the goodness of fit indices and modification indices, the measurement of each model
was modified. The reason for using modification indices is to confirm the correlation among the
collected data and theory which will improve the model fit.

In this study, the measurement model was estimated using the maximum likelihood
estimation method. Confirmatory Factor Analysis (CFA) has been applied to note how the research
model fit with the samples and construct reliability and validity.

Twenty-six items were utilized to measure. After the initial estimation, the results of CFA

is like, the Chi-square ()?) value was 1761.720 with Degree of freedom (df) 289, Chi-square/df
6.096, GFI = .730, AGFI = .672, CFl = .695, RMSEA = .114, RMR = .160 which represents not adequate

to be fit and suggested that the model requires more modification to be fit.
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Figure 2 CFA of overall measurement model

To achieve a good fit model, several indicators with lower factor loadings has to be
deleted and finally nineteen (19) items remained with a tolerable factor loading for final
estimation. Those remaining observed indicators has the conceptual and theoretical background
to explain the latent constructs. Therefore, the final model represented the good fit model in
terms of meaningfulness.

According to Hu & Bentler (1999), the badness of fit indices referring the Root Mean Square
Error of Approximation (RMSEA) and Root Mean square Residual (RMR) should be less than .05 to
considered as indicative of close fit but Hair, Black, Babin, & Anderson (2013), mentioned that, the
values range .05 to .08 indicate fair fit. For this study, the RMSEA = .049 and RMR = .077 which

found compatible with Hair, Black, Babin, & Anderson (2013). Therefore, it can be said that the
model is in good and acceptable fit
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chi-sq=183.156, df=85,
SFI=.954 AGFI=_90%9,
CFI=.978, RMSEA=.049
RMFR=_07T7F

Figure 3 Modified CFA of overall measurement model

Table 2 Result of structural model fit indices

Index xz/df GFI AGFI CFI RMSEA RMR
Standard < 3.00 > 9 > 9 > 9 < .05 < .08
Model 1.928 954 .909 978 .049 077
Result Passed Passed Passed Passed Passed Passed

The estimation of the structural model indicated that the Chi square ((°) = 183.156, the

Degree of freedom (df) = 95, and so the Xz/df = 1.928, with p-value 0.000. Other Goodness of Fit
and Badness of Fit indices including GFI = .954, AGFI = .909, CFl = .978, RMSEA = .049, RMR = .077
which indicate no significance difference with the overall measurement model which also have

reached all the required criteria in order to represents the model acceptable and fit. Basically the

Y statistic is the basic estimator for evaluating goodness-of-fit.
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Figure 4 Structural equation modeling of the conceptual framework
Table 3 Hypotheses test summary
Hypothesis Paths Coefficient S.E. C.R. P-value
H1 Attitude toward Visit —» - .60 282 -1.429 153
Behavioral Intention to Visit
H2 Influence of Reference 1.12 391 2828 .005%*
Groups — Behavioral
Intention to Visit
H3 Perceived Behavioral Control - .06 043 - .846 .398
—> Behavioral Intention to
Visit
H4 Behavioral Intention to Visit 91 .094  9.950 .000%**

— Decision-making Behavior

Significance at: **p < .01, **p < .001
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This estimation also reveals the hypotheses of the study. The hypotheses results are
shown below:

According to the results shown in table 3, the hypothesis one (H1) which represents that
Attitude toward Visit affects negatively to the Intention to Visit found not significant (at p-value
.153) with path coefficient = - .60, Standard Error (S.E.) = .282, and t-value = - 1.429.

The second hypothesis (H2) representing Influence of reference Group affects positively
on Intention to Visit found significant (at p-value .005) with path coefficient = 1.12, Standard Error
(S.E) = .391 and t-value = 2.828.

The third hypothesis (H3) representing Perceived Behavioral Control negatively affects the
Intention to Visit found statistically not significant (at p-value .398) with path coefficient = - .06,
Standard Error (S.E.) = .043 and t-value = - .846.

The fourth hypothesis (H4) representing “Behavioral Intention to Visit affects positively on
Decision-making Behavior” found statistically significant (at p-value ***) with path coefficient =
.91, Standard Error (S.E.) = .094 and t-value = 9.950.

Discussion

This study consists of two research questions followed by two research objectives. The
researcher set the first objective “To examine the factors affecting tourists’ behavior to visit a
heritage site”.

For finding the answer of this objective, a thorough literature review has been conducted
in chapter two. Those literature reviews were done from the previous similar researches that has
been conducted in several occasions in different countries. In order to express this objective,
descriptive statistic was studied.

Hence, this study answers for the first objective that, Attitude, Reference Group and
Perceived Behavioral Control (PBC) are the key variables that affects a decision-making behavior
of a tourist through behavioral intention.

The second objective the researcher set that, this study will “investigate the relationships
between factors affecting the tourists’ behavior and the decision-making process of tourists to
visit a heritage site”.

In order to assess the relationships between factors, to analyze the data and test the
hypotheses, this study used the Structural Equation Modeling (SEM) method. SEM consists two
step proceedings. In the first step, concerns the test of measurement model validating. And in
second step, assumed structural modeling testing and finally the Path Analysis. The Confirmatory

Factor Analysis (CFA) was utilized for primary operation in first step.
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And to test that, the four hypotheses (H1: Attitude toward visit has a positive effect on
behavioral intention to visit a heritage site, H2: Influence of reference groups has a positive effect
on behavioral intention to visit a heritage site, H3: Perceived behavioral control has a positive
effect on behavioral intention to visit a heritage site, H4: Behavioral intention to visit has a positive
effect on decision-making behavior to visit a heritage site) have been set.

First of all, this study analyzes the CFA to all the constructs individually in order to achieve
a good fit model. And then an overall measurement model of all the constructs also conducted

simultaneously to achieve an overall fit model to analyze further.

Table 4 Measurement model statistics

Index X’/df GF AGFI CFl RMSEA RMR
Standard < 3.00 >.9 >.9 >.9 > .08 > .05
AV 1.434 997 978 999 033 016
RG 2.003 995 974 993 051 037
PBC 1.710 997 983 999 037 043
Y 0.091 1.000 999 1.000 .000 .007
DM 2.690 993 967 995 066 029

After achieving individual good fit model, this study run the overall measurement test.
The primary results did not present the expected results and all of the indicators factor loadings
was above the threshold (Figure 2). Therefore, the Modification Indices has been observed and as
the suggestion of the M, this study created correlations within the constructs which comes up
with an evidence to accept the model. The chi-square statistics and all of the goodness of fit
model indexes (GFI, AGFI, CFl) and badness of fit indexes (RMSEA, RMR) reached their expected
criterion to develop a good fit model (Figure 3).

After the CFA of overall measurement model, the study applied path analysis of the model

and test the hypotheses. The estimation of the structural model indicated that the ¥ %/df = 1.928,
with p-value .000. Other Goodness of Fit and Badness of Fit indices including GFI = .954, AGFI = .909,
CFI' = .978, RMSEA = .049, RMR = .077 which found acceptable good fit.

From the path analysis, this study also revealed the results of the hypotheses (H1 to H4).
The results show that, one of its sub hypotheses (H3) is not significant, but rest of three

hypotheses (H1, H2 and H4) are statistically significant.
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Table 5 Summary of hypotheses test result

Hypothesis P-value Result
H1 .153 Non-Significant
H2 .005** Significant
H3 .398 Non-Significant
Ha .000%** Significant

Significance at: **p < .01, **p < .001

This result can answer the second research objective. So, from the previous section the
results mean that among the hypotheses H2: Influence of Reference groups has a positive effect
on behavioral intention to visit a heritage site and H4: Behavioral intention to visit has a positive
effect on decision-making behavior to visit a heritage site are statistically significant which
recommend that these factors affect positively on the tourists’ decision-making. But the
hypotheses H1: Attitude toward visit has a positive effect on behavioral intention to visit a heritage
site, H3: Perceived behavioral control has a positive effect on behavioral intention to visit a

heritage site is not statistically significant means it is not supported the adopted model.

Recommendations

This study employs some recommendations. The increase of income and better
infrastructure development allows people to travel further and more. Tourism development
depends on environmental as well as cultural resources availability. However, it is also obvious
that the same resources will be inevitably worn out, manipulated and transformed without being
able to assure their recovery. Now a day more people are visiting the Lalbagh Fort, Dhaka. For
sustainable tourism and developing heritage site tourism in Lalbagh Fort as well as all through
Bangladesh, the Lalbagh Fort should get the priority from all stakeholders. Smooth collaboration
and cooperation among all the stakeholders with each other will make this destination more
sustainable and a very well managed tourist destination. Network management should work more
organized way with the help of latest technology for the wellbeing of local community and
heritage site tourism in Lalbagh Fort. Local community should be more involved with the

stakeholders.
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Managerial implication

Through tourism literature many things can be developed. The findings indicated that
Ajzen (1985)’s Theory of Planned Behavior was partially applicable in Bangladesh context. The
results can help administrative body of tourism planners from the government and businesses to
better integrate the behaviors of the tourist and their decision-making behaviors to visit Lalbagh
Fort. The planners and policy makers should develop tourism in a way which is not disruptive to
the local society and of course to the heritage site attributes.

The study indicated to a general concept of the relationship between destination
attributes and decision-making behavior. However, the study did not mention about the re-visit
intention to the heritage site. Future research should address the relationship between satisfaction
and intention to revisit the heritage site destination. Because repeat visitation is an important part

of tourism marketing and for researchers also.
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Abstract

The paper aimed to identify an indigenous community perception of tourism impacts to
support tourism development and to study whether length of residence and distance from
tourism zone moderates the perception. This study adopted the Social Exchange Theory (SET) as
a theoretical basis. Data were collected from 375 Chakma indigenous community members
residing in Rangamati, Bangladesh through a questionnaire survey. Questionnaires were designed
following a non-forced approach to avoid biases and to obtain the actual perceptions. The data
were analyzed by Structural Equation Modeling (SEM). Results suggested that only the economic
impact had greater and significant effect on the community perception to support tourism
development than the socio-cultural and environmental impact and only length of residence
moderates the perception of economic impact. This study findings offer recommendations to the
stakeholders to create additional economic opportunities for the host community as well as
initiate crowd management program and behavioral awareness events for tourists to improve the

indigenous community support for tourism development.
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Introduction

Indigenous peoples are those who self-identify themselves as indigenous peoples with
historical continuity of inhabitation in a certain area, strongly attached to the territories or
surrounded natural resources, retaining social, economic, political systems with a distinct
language, culture, norms, and beliefs and are non-dominant in the society (ILO., 2013). According
to the UNWTO (2007), for sustainable development of a destination, there are some potential
stakeholders in tourism namely community, public sector, Non-Governmental Agencies (NGO),
and tourists. A community is a group of people who share a geographical area and are bound
together by a common culture, values, race, or social classes (Rasoolimanesh & Jafar, 2016a).
Communities are regarded as the prime stakeholder who plays a significant role for sustainable
tourism development and they are the ones who affected most by the tourism activities and
decisions made of tourism planning and development of a particular destination either positively
or negatively (Boonsiritomachai & Phonthanukitithaworn, 2019; Curto, 2006; Eshliki & Kaboudi,
2012; Lo, Ramayah, & Hui, 2014).

According to Rasul (2016), tourism regarded as a potential source of development in
Rangamati due to its rich biodiversity, flora & fauna. To promote tourism in this region, proper
planning and coordination are required to receive the positive impacts and remove the negative
impacts. Rangamati is home to seven distinct indigenous communities and Chakma’s are the
largest in number (Talukder, Paul, & Council, 2013). Therefore, being the dominant inhabitants,
their perception of tourism impacts holds significant importance of study as McGehee & Andereck
(2004) stated that resident’s perception of the tourism impacts is an important consideration for
successful development and operation of tourism. However, their participation level in tourism is
non-significant because the economy of Rangamati is mainly rely upon agriculture, specifically on
shifting cultivation (Miah, Chakma, Koike, & Muhammed, 2012; Talukder, Paul & Council, 2013)
and apart from that, most of the Chakma community members are economically dependent on
service, forestry, fishery, and other businesses (Muhammed, Oesten, Von Detten, Masum, &
Chakma, 2010). Tourism can be another economic opportunity for the community members as
Miah, Chakma, Koike, & Muhammed, (2012) reported that Rangamati lack of alternative income
generators. Therefore, exploring their perception of tourism impacts and their support for tourism

development is a significant research gap.
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Research Objective
1. To identify the community perception of tourism impacts to support tourism development.
2. To explore the moderating effect of the length of residence and distance from tourism

zone that influence the community perception of impacts to support tourism development.

Conceptual Framework

The paper investigates the community perception of economic impact, environmental
impact and socio-cultural impact that influence the community to support tourism development.
This paper also examines whether length of residence and distance from tourism zone moderates

the perception of the impacts. The following figure (Figure 1) illustrates the proposed framework.
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Figure 1 Conceptual Framework
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Literature Review

Theoretical Basis

There are several theories that have been used to explain the perception of tourism
impacts. Based on the extensive review of previous tourism literature, SET has been used mostly
to measure the perception of the impact of tourism because SET considered as the dominant
theory (Ap, 1992; Cardoso & Silva, 2018; Hammad, Ahmad, & Papastathopoulos, 2017; Latip,
Rasoolimanesh, Jaafar, Marzuki, & Umar, 2018; Nunko & Gursoy, 2012; Sharpley, 2014; Xu, Barbieri,
Anderson, Leung, & Rozier-Rich, 2016) and due to the same reason this study used SET as the
theoretical framework. By definition, social exchange theory involves the trading and sharing of
resources between individuals and groups. In the context of tourism, this exchange process
happens between the tourists and the local people. Both parties engage in this process by seeking
mutual benefit and exchanging relationships (Andereck, Valentine, Knopf & Vogt, 2005; Ap, 1992,
Cardoso & Silva, 2018; Sharpley, 2014, Stylidis, 2018). Referring to Ap (1992), the residents who
view the exchange as significant for their well-being they will participate and oppositely, the
residents who view the exchange as conflictual and detrimental, will not participate and disregard
the tourism development. In accordance with Sharpley (2014) and Latip, Rasoolimanesh, Jaafar,
Marzuki, & Umar, (2018), if the social, economic and environmental costs outweigh the benefits,
the residents will withdraw their support from tourism. Conversely, if the benefits of tourism
development exceed the related costs, the residents will be encouraged to support tourism
development. The cost refers to the unfavorable and negative impacts such as; increase of traffic
congestion, living cost, price of housings and lands, littering, etc. and the benefits indicate the
favorable and positive impacts including employment opportunities, investment, preservation of

natural resources, etc. (Jurowski & Gursoy, 2004).

Community perception of tourism impacts and its moderating effects

Perception refers to the mental translation of individuals expressions which may be
undeniably distinct from fact. Perceptions inform an individual’s attitudes (tendency to behave
in a certain way) and that both terms are closely related (Pickens, 2005). Since the community
possesses homogenous characteristics, their perceptions refer to the common reaction of a
certain interest. In several tourism studies, the terms “attitudes” and “perceptions” are used
interchangeably and measured with the same items and scales (McGehee & Andereck, 2004).
Therefore, in terms of tourism development, perceptions are measured to realize how a
community interprets the positive and negative impacts of tourism (Xu, Barbieri, Anderson, Leung,
& Rozier-Rich, 2016) because community perception can determine the impacts of tourism
development on the host community. According to Cardoso and Silva (2018), academic attention

has been paid to the impacts of tourism because tourism relates to the economic, socio-cultural
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and environmental dimensions. Aref, Redzuan, & Gill (2009) stated that tourism yields positive
and negative impacts on host communities. Albeit the community members seldom regarded as
an equal stakeholder, but if the positive impacts outstripped the negative impacts, the
communities will support tourism development (Latip et al., 2018). However, the local
community’s negative perception of tourism impacts is directly linked with the ratio of the
number of tourists to the host community. If the proportion of tourists increased, it directly affects
the overall perceptions negatively (An, 2006). And it is inevitable that, for the long term success
in tourism development, it is very crucial to have the support of the residents (Lo, Ramayah, &
Hui, 2014). For sustainable community development, community participation in economic
activities is required (Eshliki & Kaboudi, 2012) because tourism development is usually justified
based on economic benefits and challenged on the grounds of socio-cultural or environmental
destruction.

The studies of economic impacts given importance to the benefits that gather to the
destination area and neglect the cost. The residents of the study of Latip, Rasoolimanesh, Jaafar,
Marzuki, & Umar, (2018) & Rasoolimanesh, Jaafar, Kock, & Ramayah (2015) illustrates a strong
perception on personal economic benefit than community social benefit because of economic
benefit deeply refers to individual benefits but social benefits refer to collective and community-
wide benefit. And based on Sharpley (2014), benefits can’t be achieved without any cost. Several
previous studies found several positive economic impacts such as increase income, retailing
development, job opportunities, investment (An, 2016; Andereck, Valentine, Knopf & Vogt, 2005;
Aref, Redzuan, & Gill, 2009; Cardoso & Silva, 2018; Eshliki & Kaboudi, 2012; Hammad, Ahmad, &
Papastathopoulos, 2017) with some negative economic impacts. For example, increased cost of
living, increase the price indexes, (Andereck, Valentine, Knopf & Vogt 2005; Aref, Redzuan, & Gill,
2009; Brunt & Courtney, 1999). The negative economic impacts increase the usual price of daily
necessities such as entry tickets to any recreational sites, transportation cost, daily goods, etc.
which make life very challenging to survive especially to the low-income peoples. Tourism
development can also affect the socio-cultural aspects of a community. Socio-cultural impacts
defined as a way in which tourism contributes to changes in socio-cultural conditions. Ap and
Crompton (1998) mentioned that the social and cultural impacts of tourism refer to how tourism
is perceived to contribute to changes in value systems, individual behavior, collective lifestyles,
moral conduct, and community organizations. Socio-cultural changes happen by the interaction
between hosts and guests. Past studies also found some positive and negative socio-cultural
impacts such as increased noise and disturbance, crime and social problems, improve the image
of the city, interrupt quite life in the city, liveliness, improve social and cultural life (Cardoso &
Siilva, 2018; Eshliki & Kaboudi, 2012; Rasoolimanesh & Jaafar, 2016b). Environmental impact refers
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to how tourism development contributes to the environment (Hammad et al., 2017). In terms of
environmental impacts, such impacts include revitalize natural landscape, enhance soil erosion,
vegetation disappearance, increase wastewater, increase garbage, increase water pollution,
decrease agricultural fields (Cardoso & Silva, 2018; Eshliki & Kaboudi, 2012; Rasoolimanesh & Jaafar,
2016b).

This study intends to explore the moderating effect of the length of residence and
distance from tourism zone on the perception of tourism impacts to support tourism
development. Length of residence refers to the number of years that an individual resides in a
particular place (Papastathopoulos, Ahmad, Al Sabri, & Kaminakis, 2019). Length of residence is of
little consequence when it comes to residences' attitudes toward tourism development
(Khoshkam, Marzuki, & Al-Mulali, 2016). Length of residence found to be influential in several
earlier studies but the results were found contradictory. The study of Khoshkam, Marzuki, & Al-
Mulali (2016) highlights the length of residence would have negative effects on socio-cultural
impacts toward tourism development. In a similar vein, Xu, Barbieri, Anderson, Leung, & Rozier-
Rich, (2016) report that the residents who are living in a certain place for a long time are perceived
to be greatly aware of the socio-cultural effects of tourism. Khoshkam, Marzuki, & Al-Mulali (2016)
also found that the length of residence would have a positive effect on economic impact and a
negative effect on the environmental impact of tourism development. In this study, the length
of residence was grouped into <10 years, 11-30 years, and 30+ years (Brown & Raymond, 2007).
Distance from tourism zone is another factor to explain the variation of perception of tourism
impacts. According to Jurowski & Gursoy, (2004), distance from tourism zone refers to how far the
residents live from the tourist’s attractions. The findings of Khoshkam, Marzuki, & Al-Mulali (2016)
represent that the greater the distance, the more negative attitudes of tourism will be which
affects the negative socio-cultural impact. If the distance is less, the residents can participate in
several economic activities which will generate monetary benefits to them and these findings are
found similar to Faulkner & Tideswell (1997). Surprisingly, Khoshkam, Marzuki, & Al-Mulali, (2016)
also found that distance from tourism zone moderates negatively on the perception of
environmental impact. Following Jurowski & Gursoy, (2004), this research classified the
respondents into three groups; close-to-attractions, far-from-attractions, and in-between.
Considering these findings from past literature, this study proposing the following hypotheses:

H1: Perceptions of economic impact positively influence the community support for
tourism development.

H2: Perceptions of socio-cultural impact negatively influence the community support for

tourism development.
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H3: Perceptions of environmental impact positively influence the community support for
tourism development.
Ha: Length of residence moderates the community perception of tourism impacts and

their support for tourism development

H5: Distance from tourism zone moderates the community perception of tourism impacts

and their support for tourism development

Methodology

Study area

This study was conducted in the Rangamati district of Chittagong Hill Tracts (CHT) in
Bangladesh over four weeks during July and August 2019. CHT is the only extensive hilly region
of Bangladesh that lies in the southeastern part of the country consisting of three districts;
Rangamati, Khagrachari, & Bandarban. With 6116.11 square kilometers, Rangamati is the largest
district of CHT as well as Bangladesh. Rangamati is known as the Lake District contains the largest
manmade Kaptai lake in Bangladesh. Unquestionably, the main attraction of Rangamati is the
enormous lake with the outstanding natural scenery of mountains. This lake spans over an area
of approximately 1,036 square kilometers. Due to the abundance of natural resources, Rangamati
is an ideal destination for holidaymakers, leisure and adventure tourists. Apart from environmental
assets, Rangamati is also distinct in terms of diverse ethnicity. Every year this diversity also draws
the attention of tourists from different parts of Bangladesh as well as overseas to visit Rangamati
to interact and experience the cultures and festivals of the indigenous communities
(Shamsuddoha, Alamgir, & Nasir, 2011).

Survey Instrument and measurement of variables

This study adopted a quantitative research method with a set of survey questionnaires
consisting of a total of fifty items where forty-three items were of four constructs and seven were
descriptive. The fifty questionnaires were divided into three parts. The first part captured the
respondent’s demographics including gender, age, occupation, education, yearly income, length
of residence and distance from tourism zone. Age was categorized into four groups: 18-23, 24-42,
43-54, 55-73. Seven categories captured occupation: student, private service/business, govt.
service, housewife, retired, not employed and others. Five education categories were included:
below higher secondary school, higher secondary school, bachelor’s degree, master’s degree,
above master’s degree. Six categories captured yearly income: <1800, 1801-3300, 3301-4800,
4801-6300, 6300+ USD and no income. Length of residence was grouped into <10 years, 11-30
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years, and 30+ years and distance from tourism zone was grouped into close to attraction, In-
between, and far from attractions.

The second part included 34 items regarding the perception of tourism impacts of three
independent latent variables. The variable Economic Impact (El) consists of 10 items, Socio-
Cultural Impact (SCI) consists of 15 items and the Environmental Impact (El) consists of 9 items.
The items were derived from a comprehensive review of similar extant studies (Ap & Crompton,
1998; Eshliki & Kaboudi, 2012; Xu, Barbieri, Anderson, Leung, & Rozier-Rich, 2016). All these items
measured using a 5-point Likert-type scale (1 = significantly decreased to 5 = significantly
increased). These items were developed by following a non-forced approach to assess the
impacts because Boonsiritomachai & Phonthanukitithaworn, (2019) report that, this approach
includes a series of impartially undirected phrased statements that instigate the informants to
state their position. However, past studies have used these 34 items in a partially inclined and
directional pattern to the potential impacts. For example, Increased the price of goods and
services which indicate a direction by using Increased phrases. This sort of measurement approach
reflects the academic’s self-settled indication of the potential impacts rather than the
respondent’s personal opinions (Andereck, Valentine, Knopf & Vogt, 2005). Hence, to overcome
the biases and to obtain the actual tourism impacts perception, this study adopted the non-
forced approach measurement.

One dependent, latent variable namely Support for Tourism Development (STD) was
examined by 9 statements in the last part (An, 2016; Rasoolimanesh & Jaafar, 2016a; Stylidis, Biran,
Sit, & Szivas, 2014). These items were also measured using a 5-point Likert-type scale (1 = strongly
disagree to 5 = strongly agree). Due to the variation of attributes available in the literature, the
selection of all the 43 items was based on common items that are the appropriate for all

destinations.

Sampling and data collection

A simple random sampling approach has been applied to collect the data. By this
approach, the samples were selected randomly and purely by chance. The population of the
Chakma indigenous community in Rangamati is 260,445 (Talukder, Paul & Council, 2013), and
following the table for determining sample size from a given population of Krejcie & Morgan
(1970), 420 samples have been determined as total sample size. Those questionnaires were
distributed to thirty potential respondents as a pilot study to check the reliability using Cronbach
alpha value. To obtain reliability, the value should be equal to or more than .700 and the results
show that the values of economic impact and socio-cultural impact were above .700 but the
values of environmental impact and support for tourism development were lower than the

required value. However, following Cronbach alpha if deleted statistic provided by Statistical
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Package for the Social Sciences (SPSS), two items from environmental impact and one item from
support for tourism development has been deleted and consequently, the Cronbach alpha
values increased. Finally, the Cronbach alpha values of forty items of four latent constructs shows
above .700 that considered as acceptable (Economic impact = .774, Socio-cultural impact = .770,
Environmental impact = .801, Support for tourism development = .799).

The data for this study were collected through online and in hard copy form because
using a multimodal survey process improves the representativeness of the sample without biasing
the results. The explanation for using the online platform is, some community members were
absent at the study site during the data collection period but, they were interested to participate
through online. However, through an online survey, there is less chance to have improper data if
the online version is properly administered. Online copies were circulated by sharing a link in
social media to 100 potential respondents. The hard copies of the survey questionnaires were
circulated by visiting offices and several recreational sites. The aim of visiting the offices and
recreational sites is the researchers can meet with a group of community members there at a
time. But, prior to meeting someone at the offices, the researchers made an appointment. The
researchers briefly explained about the aim of this study and the participation procedure as well
as asked the respondents to participate. Those who were agreed and able to participate
immediately on-site, the researchers cooperated accordingly. There are some advantages to
receiving responses immediately on-site. First, the respondents are being well instructed for
participating and second, the researchers can check the questionnaires whether there are any
missing or improper responses. However, those who were not able to participate immediately,
the researchers set a convenient time and place to get the questionnaire back with the consent
of the respondents. Finally, 320 hard copies were distributed.

After distribution, the researchers received 86 online and 318 hard copy that illustrates a
total of 404 responses from both versions. The reason for the shortage of responses is some hard
copies went missing and lack of interest to participate in this study. However, out of 318 hard
copies, 29 were removed due to improper and unusable answers but all the returned online
copies were usable. Finally, 289 valid hard copies were confirmed for data analysis. Out of 420

sample size, the overall response rate for a total of 375 usable samples illustrates 85.2%.

Data Analysis

Data were analyzed by using SPSS for descriptive analysis and Analysis of a Moment
Structures (AMOS) for validating measurement models and structural model. Maximum
respondents were male (54.9%) and others are female (45.1%), maximum respondents were in
the range of 24-42 years of age (50.9%) and the lowest group were in the range of 55-73 years

(12.8%). Most of the respondents were engaged with Private service/Business (38.7%) and
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housewives were the least (4.3%). The majority of the respondents obtained a master’s degree
(34.1%) but the above master’s degree was very few (2.9%). Maximum respondents had no yearly
income (24%), but the number of highest income categories are very low (8.8%). Most of the
residents are living in Rangamati for 11-30 years (43.2%) and the maximum respondent’s residence
is in-between from the tourism zone (59.2%).

To examine resident’s perception of tourism impacts, this study adopted Structural
Equation Modeling (SEM) technique because SEM can be used to analyze the validity of the
research model and the causal relationship between variables empirically, which cannot be
calculated by regression analysis. In other words, this method has the features of general
regression analysis and it is possible to conduct simultaneous estimation about correlations
between variables. The method can also reflect the measurement errors in the analysis of model
validity (Moon, Jeong, & Choi, 2017).

Measurement model testing

SEM consists of two distinct components namely i) Measurement model and ii) Structural
model. To test the measurement model, Confirmatory Factor Analysis (CFA) will be applied to
evaluate the observed indicators of each latent constructs separately. A measurement model
examines the relationships between the latent variables and observed variables. It specifies how
the latent variables or constructs can be assessed concerning the observed variables and may
determine whether the observed responses are valid and reliable for the latent variables (Bagozzi
& Yi.,, 2012). According to Anderson & Gerbing (1988), the measurement model should be
evaluated individually first followed by overall model testing. If the primary estimation of the
measurement model of this study didn’t come up with a good fit model, several indicators with
lower factor loadings of <0.40 have to be delete (Hair, Black, Babin, & Anderson, 2013). An
indicator with minimum .40 factor loading can interpret a construct significantly. Factor loadings
exhibit the correlation and relative importance of each indicator with the composite (Anderson &
Gerbing, 1988; Yoon, 2002). After the deletion, if the model still does not provide a fit model, the
highly correlated indicators are modified observing the modification indices. According to the
modification indices, the correlation will be developed within the constructs because correlating
within-factor error is easier to justify than across latent constructs (Hooper, Coughlan, & Mullen,
2008). Thus, to improve the model fit, some error indicators have to be correlated within the
constructs because high inter-item correlations demonstrate a strong relationship to the latent

construct and probably measure the similar thing (Yoon, 2002). Several fit indices are employed
to assess the model fit including Chi-square () of estimate model, Degree of Freedom (df),

Xz/df, Goodness of Fit Index (GFI), Adjusted Goodness of Fit Index (AGFI), Comparative Fit Index
(CFI), Root Mean Square Error of Approximation (RMSEA), Root Mean Square Residual (RMR).
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Modification Indices (MI) was also observed to develop a fit model. The minimum criteria are
given in table 2 to constitute a good fit model.

Ten items were used to measure the CFA of Economic Impact (El) and the result shows
the imperfection of the model due to lower factor loading. Hence, EI7, EI8, and EI10 has been
removed and proceeded to further estimation. Later, adjusting the high correlated indicators by
using modification indices exhibited that the model got a better fit with seven indicators. A total
of fifteen items were used to estimate the CFA of Socio-Cultural Impact (SCI). The elementary
estimation results do not reflect a good fitting model due to the lower factor loading. Therefore,
SCl1, SCI2, SCI3, SCl4, SCI5, SCl6, SCI12, SCI13 and SCI15 had to be eliminated. A new model with
six indicators was re-estimated but still did not represent a good fit model and that required
modification. The modification of the new corrected model containing six indicators was analyzed
and that produced a satisfactory outcome. The primary estimation results of Environmental
Impact (Enl) comprising seven observed indicators provides a defective model. Hence, Enld, Enl5,
and Enl7 had to be remove and the new result with four indicators shows a very good model fit.
The primary estimation of final construct Support for Tourism Development (STD) consists of eight
observed indicators that yield an imperfect model. Therefore, STD1 and STD3 had to be delete
due to lower factor loadings and a new model with six indicators was re-estimated which still
contains imperfection. As a result, observing the modification indices, the new model was
modified by creating covariance’s and that shows that it fits the data and presents an acceptable
model. Finally, an overall measurement model has been estimated with these confirmed twenty-
three items (Table 1) of four constructs. The estimation illustrates an acceptable fit model (Table 2).

Before conducting the structural model, this study examined the reliability and validity of
four latent constructs with twenty-three items. Reliability includes the composite reliability test
and Average Variance Extracted (AVE) to examine the convergent validity and discriminant validity.
The Composite Reliability (CR) of each construct are above the minimum criteria 0.700 (Table 3).
However, except for the support for tourism development, the AVE values of the other three
constructs were below .500 but we still can accept the values that are less than .500 because CR
is higher than 0.700 (Fornell & Larcker, 1981), to establish convergent validity. Discriminant validity
refers to the distinctiveness of the constructs (Yoon, 2002). Discriminant validity was assessed with
the Fornell-Larcker criterion (Fornell & Larcker, 1981). According to this approach, if AVE is greater
than the Maximum Shared Variance (MSV) and Average Shared Variance (ASV), discriminant validity
will be established.
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Table 1 Descriptive statistics of items

Constructs Items Code Mean SD Factor
loadings
Economic Impact  Amount of income Ell 3.541 0955  0.737
(EN Employment opportunities EI2 3.160 1.070  0.716
Amount of investment EI3 3.883 0911  0.539
Living standard Eld 3.725 0926 0.518
Number local businesses EI5 3.403 0.992  0.730
Price of Goods and services EI6 3.795 0920 0.478
Economically beneficial members EI9 3.059 0992  0.627
Socio-cultural Crime rate SCI7 3.749 0942  0.727
Impact (SCI) Uses of drugs SCI8 3.883 0.963  0.741
Volume of alcoholism SCI9 3.979 0.939  0.650
Tension level SCI10 3.877 0.967  0.581
Overcrowding SCi11 4.421 0.657  0.623
Rate of noise SCli4d 4.216 0.816  0.642
Environmental Pollution rate Enll 4.189 0.813 0.919
Impact (Enl) Degree of littering Enl2 4.304 0912 0.763
Amount of waste water Eni3 3.851 0.927  0.535
Deforestation rate Enlé 4.272 0.904 0.426
Support for Our community members should STD2 4.189 0.996  0.582
tourism participate in tourism planning and
development development
(STD) Tourism should be further STD4 3.960 1.070  0.778
developed in Rangamati
The volume of tourists visiting STD5 3.555 1.226  0.840
Rangamati should increase
The local authorities and STD6 3.851 1.134  0.837

government should support the

promotion of tourism in Rangamati

Tourism should be actively STD7 3.861 1.070  0.786
encouraged in our community

| support tourism and would like to STD8 4.000 1.099  0.626
see it become an important part of

my community development
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Table 2 Measurement model test

Index x’/df GFI AGFI CFI RMSEA RMR
Standard <3 (Kline, >.9 (Hair et >.9 (Hair et >.9 (Hair et <05HU& <08 (Hair et
2005) al,, 2013) al,, 2013) al,, 2013) Bentler, 1999) al, 2013)
Economic 1.569 .987 967 992 .039 .022
Socio-cultural 1.814 .989 967 992 .047 .018
Environment .359 .999 .995 1.000 .000 .008
Support 1.183 .994 978 .999 .022 .020
Overall 1.661 925 901 .960 .042 .053

Table 3 outlined the correlation of every construct, which illustrates that only STD <--> El
and Enl <--> SClI is significant at 0.001 level. In the same table, there is clear evidence that the
MSV values and ASV values of each factor correlation are below AVE values. Consequently, we

can say that the discriminant validity of the latent constructs has been proven.

Table 3 Reliability, validity, and correlation of the constructs

CR AVE MSV ASV El SCl Enl STD
El 0.816 0.400 0.121 0.042 1
SCl 0.823 0.439 0.276 0.093  0.058 1
Enl 0.768 0.473 0.276 0.093  0.054 0.525** 1
STD 0.882 0.559 0.121 0.041 0.348** -0.047  -0.016 1

** Correlation is significant at the 0.001 level

Results

SEM has been applied for testing hypotheses of a hypothetical model that prescribes
relationships and influences between latent constructs and observed variables that are indicators
of latent constructs. The Chi-Square value is the traditional measure for the sample and fitted
covariance matrix. After analysis, this model provided a good model fit with a significant and
acceptable threshold level for consideration with Xz/df = 1.667, GFI = 925, AGFI = 901, CFIl =
.959, RMSEA = .043, RMR = .053. The statistical significance level was set at p < .05 in this study.

The analysis reveals that the perception of economic impact positively influences the
support for tourism development found significant (b = .42, *p < .05). But, the perception of socio-
cultural impacts and the perception of environmental impacts influences the support for tourism

development found statistically not significant with p-value .328 and .900 respectively. To
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examine the moderating effect of length of residence and distance from tourism zone, this study
estimated the significance of the difference by comparing the (* statistics of the multi-groups
constrained model and the unconstrained model. Table 4 shows the result of the moderating
effect of length of residence that illustrates a significant effect on the perception of economic

impacts to support tourism development (*p < .05).

Table 4 Moderating effect result of length of residence

Cause Effect Length of residence Unconstrained  Constrained Moderating
variable variable model model effects
<10 11-30 30+ X2 (df) X2 (df) AX? p
years years (df)y  value
All variables 819.71 (630) 834.76 (636)  15.05 .019*
constrained (6)
Perception Estimate  Estimate  Estimate
Economic .545 .641 146 819.71 (630) 832.40 (632) 12.69  .05*
(2)
Socio Support .085 .32 -.149 819.71 (630) 819.23 (632) 48 0.789
(2)
Environment -.104 -.183 -134 819.71 (630) 820.09 (632)  .387 0.824
2)
*o < .05

There was no significant statistical evidence found to prove the moderating effect of
distance from tourism zone on the perception of tourism impacts to support tourism
development. However, in this model the Economic Impact, Socio-cultural Impact and
Environmental Impact explains 18.4% of changes in support for tourism development (R2 = 0.184,
p < 0.001). In this case, only perceptions of economic impacts have been proved to be a

statistically significant predictor of support for tourism development.
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Figure 2 Structural equation model

Discussion

The study was undertaken to investigate the indigenous community perception of tourism
impact to support tourism development as well as to explore the moderating effect of length of
residence and distance from tourism zone that influence the community perception of impacts.
According to the results, the community perception of economic impacts positively influences
the support for tourism development which represents the economic impact has the greatest
and significant effect to support tourism development and this result in accord with previous
researches (Latip, Rasoolimanesh, Jaafar, Marzuki, & Umar, 2018; An, 2016; Boonsiritomachai &
Phonthanukitithaworn, 2019; Nunkoo & Gursoy, 2012). An (2016) stated that the respondents value
the economic benefits more than the socio-cultural and environmental costs because the studied
location was in the involvement stage according to the destination life cycle stage of Butler (1980).
According to Boonsiritomachai & Phonthanukitithaworn, (2019), locals are more supportive when
they gain economic benefits from tourism activity. This studied community perceives the
economic impact positively and supports the tourism development because they might believe
that, tourism can bring economic prosperity to them. Moreover, tourism considered as a tool for
economic development and a driver of economic diversification due to several benefits that
tourism offers a community (Hammad, Ahmad, & Papastathopoulos, 2017). Hence, the more the
indigenous communities perceive economic impacts positively, the greater their support increases
to tourism development (Latip, Rasoolimanesh, Jaafar, Marzuki, & Umar, 2018). The finding shows

that this community holds a negative perception of socio-cultural impact. This finding can be
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explained by the fact that this community is realizing interruption in their socio-cultural life but
that is still tolerable to support tourism development further. These interruptions include
overcrowding, an increase of noise, alcoholism, etc. This studied community are residing in urban
and suburban areas, however, the effect of the perceived socio-cultural impacts for the rural
indigenous community may be less important (Rasoolimanesh & Jaafar, 2016a). Yu, Cole, and
Chancellor (2018) stated that negative socio-cultural impacts affect community support
negatively. Similar to that, Al-Masroori (2006) reported that the community can overestimate the
economic benefits and underestimates the socio-cultural costs. Hammad, Ahmad, &
Papastathopoulos, (2017) mentioned that socio-cultural impacts also depend on the type of
tourists in expensive cities like Abu Dhabi. Moreover, this study found negative community
perception of environmental impact to support tourism development which is consistent with An
(2016), Konstantaki & Wickens (2010) & Prayag, Hosany, Nunkoo, & Alders (2013). One explanation
for this study result could be the attachment of the environment to the indigenous community.
The Chakma community in Rangmati is significantly dependent on the environment for food
security and livelihood support (Miah, Chakma, Koike, & Muhammed, 2012). Traditionally,
indigenous communities are knowledgeable about natural resources on which they closely rely
on (Khisa, 1998). They can feel and witness the physical change of the environment through the
development of tourism. In their study, Talukder, Paul & Council, (2013) also reported that
deforestation is a major problem to maintain a natural and pollution-free environment in
Rangamati. This finding is exceptional compared with previous studies because of the variances
of the study context. The studies of Konstantaki & Wickens (2010); Prayag, Hosany, Nunkoo, &
Alders (2013) were about mega sports events that affect the environment for the long term and
the residents can’t immediately visualize or perceive the environmental consequences.

The findings indicate that the length of residence moderates the perception of economic
impact to support tourism development which is in accord with Khoshkam, Marzuki, & Al-Mulali
(2016), Liu & Var (1986) & Faulkner & Tideswell (1997). This is because, no matter how long is the
residency, this community feels and appreciates the economic gain from tourism development
and is supportive. However, these findings contradict extant studies in other tourism destinations.
An (2016) confirms that the length of residence does not moderate the perception of tourism
impacts to support tourism development. However, Khoshkam, Marzuki, & Al-Mulali (2016) stated
that length of residence moderates the socio-cultural impacts and environmental impacts
negatively but residents living in the same place for the long term are very concerned and sensible
on the socio-cultural values (Xu, Barbieri, Anderson, Leung, & Rozier-Rich, 2016). Concerning the
moderating effect of distance from the tourism zone seem to have no moderating effect on the

community perception of tourism impact to support tourism development. A possible explanation
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is that the residing areas of the community members are scattered around the study site and
most of the tourist attractions are situated in multiple locations. Consequently, the distance of
residence from the tourism zone doesn’t affect the community perception of tourism impacts.
This result is distinct from the findings of An (2016) & Khoshkam, Marzuki, & Al-Mulali (2016).
Referring to An (2016), distance from tourism zone only influences the perception of socio-cultural
and economic impact because the destination was in the involvement stage and the communities
are engaged with providing facilities to the tourists. The study of Khoshkam, Marzuki, & Al-Mulali
(2016) stated that those who are living far away from the tourism zone, their socio-cultural life
remains unaffected and residents living near the tourism zone, are involved in economic activities
and gain monetary benefits. Jurowski & Gursoy (2004) expressed that the residents living closest
to the attractions feel that they are being interrupted and losing their usual rights to use the
recreational resources by the tourist’s activities which is opposite to those who are living furthest
from the tourism zone. As a result, the residents living furthest away are more supportive of
tourism because they think that if tourist’s increases, there will be more benefits than costs.
However, residents living in-between are less sensitive than those residents living closest to the

attractions.

Recommendation

To actualize sustainable indigenous community development including controlling the
resources, tourism is the only tool (Carr, Ruhanen, & Whitford, 2016). However, tourism should be
developed in a way that is not disruptive to the host community. This paper sheds light on
exploring the largest indigenous community perception in Bangladesh. The results found in this
study offer several recommendations that are useful for all the stakeholders including the
practitioners and academics.

Practitioners can collaborate indigenous values in tourism development and address the areas
of the community frustration and dissatisfaction. Besides, they should initiate particular tourism
development strategies for this destination that value the distinctiveness of this destination. The
strategies should emphasize the community’s positive perceptions and eliminate their negative
perceptions. The indigenous community in this study perceives the economic gain positively and
supportive of tourism development but still, they should participate more deeply in tourism activities.
Stakeholders may offer several additional adventure activities like jet skiing, hiking, trekking, zip-lining
to the tourists that provide the community more opportunities to participate and generate more
economic potential. The possible reason for the lower participation is, tourism can’t ensure economic
security and sustainability for them. They may have to struggle to survive during any regional and

global crises. However, formulating sustainable economic strategies can yield remedies to encounter
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any crises. Through social sustainable practices, it is expected to mitigate the negative socio-cultural
perceptions of the community. Considering the sensitivity of the community members, stakeholders
may initiate a crowd management program to organize the massive flow of crowds. Behavioral
awareness events also recommended for the tourist to obey the basic norms and pay due respect
to the local socio-cultural setting. Stakeholders should circulate these events using social media or
any sources to increase community support. The studied indigenous community members are highly
attached and greatly concerned about environmental degradation because it is a major breadwinning
source for a significant number of people. Tourism officials, planners, and policymakers can
collaborate with environmental specialists or officials and launch sustainable environmental and
tourism practices to prevent degradation. Promoting green tourism and community-based eco-tourism
might be an ideal solution for environmental conservation.

However, this study is associated with few limitations that might be recovered by
conducting new research by the academicians. First, this study was conducted on the Chakma
indigenous community in Rangamati which can’t be generalized as all resident’s perceptions of
Rangamati. Future research could consider expanding the research to all the residents of various
ethnicities. An additional possible future direction of this research is to conduct a follow-up and
longitudinal study to monitor the changes in perceptions. Future research could also consider a
qualitative approach because that approach could yield new variables that may influence the

community perceptions that were not included in this study.
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1) guusnag dwiz uazame (2545) vive (quuinad iz Lazamy, 2545)
2) Wasserstein et al. (2005) #58 (Wasserstein et al., 2005)

2.5 msgdaenarsunsnluilomingliiligrsdannienarsduatulissydetonanssuat
A1i 99daly “as cited in” FeEU
1) Kano (1996) 81afislu Fsznanl eusvdnsana (2540) v3e (Kano, 1996 91adislu 5z
Wt Seusyansana, 2540)
2) Kano (1996) as cited in Lueprasitsakul (1997) %38 (Kano, 1996 as cited in
Lueprasitsakul,1997)
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