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Abstract

The objectives of this research were to study 1) the current situation of the MICE
industry in the area according to the trade strategy of the lower central provinces group 1 and
2) the development of supply chain management in the MICE industry based on human data.
In the area according to the strategic plan of trade in the lower central provinces 1. The research
study was an integrated method consisting of qualitative research. This is a field visit to
conduct in-depth interviews. for quantitative research The questionnaire was used as a tool
to collect data from a sample of entrepreneurs in the MICE industry. 200 people residing in
the lower central region tested the hypothesis by analyzing the structural equation model.
The results showed that The current situation of the MICE industry (MICE) in the area according
to the strategic trade plan of the lower central provinces 1 is mostly operated by themselves.
and followed by continuing in the form of acquisitions. It has a sole proprietorship style. and
followed by a limited company. The hypothesis testing results revealed that Big Data had a
statistically significant positive impact on sustainability development in Thailand's MICE
industry (MICE) at .01 with a path coefficient of 0.758. The research was consistent with the
hypothesis. and supply chain management processes have a positive impact on sustainable
development in The MICE industry (MICE) of Thailand had a statistical significance of .01 with
a path coefficient of 0.808.

Keywords: the MICE industry, the supply chain management, Big Data
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9,200 auumiltganglunisusnisleriuazgsia 4,700 duumldanedmsurenduisuas 1,700 au
UIMATNSTUBITALIT ﬁwﬁﬂmuﬂmzﬂﬁumiﬁ%ﬁaLﬁamwgﬁaLLazé’mmLmﬁmﬁ, 2562, U. 8-9)
uennidfinsindeyauiin (Big Data) WlHUslawiBnunnmenas(@inmuanaiunisinyssy
wazdngsang, 2561n) Avsmednusznsuilslusuanuassatunsifeyausin uldlunis
Anszidudoyaidedniiieairayanlifugsio dediidulidelugnamns suludiSuiinisidaiu
Usglontidananundu egslsiinmmadvesdoyauin iunfunumlunisiligsiafianis
Usuialudiunisdanisldgunu sadsadisanuannsalunsuimsanufivinvesgsiouay
mnudsduvesgsisluviunvesgaamnssulud (MICE) ilesnnifugnanvnssufifinisiasaavle
odsaifleand (dnaudnaiumsdnussguuarinesanis, 2561n) nedsiiAnduduatiounis
nszaeANasalumsaiisquAnesluesdnig waziauenuAtignA1fesnis (Customer
Values) 1il9@adn15anviraiusauiu (Collaboration) tAanausslevisandu Jsiinisdeansszning
psAnsuarsEnianuniieliAnn s wfuogeiiuss s nnuasUsyvsranaznisielinis
Anemiudneng
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msuszanlunszuiumstansiggunulaserdedoyausin (Big Data) th thangnstamn
0819A21u838U (Sustainable) Tnesjuiuesduszney 3 fuanuwIAnaudedulugiie du
loun 1. AudsBudiudeuinden (Environment Sustainable) 2. Audsdusudsau (Social
Sustainable) wag 3. mmé"@uﬁmlmwgﬁa (Economic Sustainable) (Hartmann, Zaki, Feldmann
& Neely, 201HNUINTINAVFULUUNALNTAIUNITIANITVRIFIAY AINITUAUDVDS Junghans (2011)
IseSu1e7n UuuumMsdansediedsdu Uszneuse 3 du leu 1. msdamssunszuaunsyiay
(Primary Processes) Usenausig YuIAU0404ANS RINUNNEYDINITAENTIAY wasnInvedgsna
fioefnisi 2. AUNIITANITUY¥ERAaEDIANIS (Organization & People) Fadusaelunis
atuayunITunanueesrnis Useneume anudasadelunisineu auainvesmidnau nns
Tiusnsisdurasgnéuagndnau 3. frunisdanisiufiuaglassaineiiugiu (nfrastructure &
Space) \ludmtiwatuayunsinuresanuiilunissiusanuazain léun amnuazainvesy
fanfasedss isaruaznnduiiugiu nesesfumanaiinvesusiavaniuil arwazoinvesaniu
(Collins & Junghans, 2015; Junghans, 2011)

Nniinanneduidounuindminnisfneites uuamanisimuinszuIunsIanisls
gunulasendedoyauiin avanmisnadanudsdulugnaimnssulud Auiidmiandunianans
noua1e 1 veslssnalng waznelilinUselevdasgaseanavnssulud feudegludisaniunisel
nsunsszutnveslaaladalalsun 2019 (salain-19) undeyaildifuuumaniouanundeuile
anunsaifisnannanaisas Juiliideidendnuideifsatuaniunsaliiagtulazuuimnanis
WanseuunINsIansigaunulugaaimnssulud nmsiauinisdnnisigguniulugnaivnssy
lud muanusadoyaurin Alnaronisdanislusedugsie Wl safildsuanmsfineide fuun
wmedmiugnamnssalud (MICE) funsdanisldgunulngeifedeyanusin (Big Data) Lileldu
wamslunsfnuiselusiundu 9 soll dnsuduilvdevesunauiussnaude

o

AQUsTAIAYRINITIY
1. ifednmanunisailgiuresgpamnssulud (MICE) Tufufinnuusugnsamansnisén
NANIMIANIANANADUAY 1
2. ile@nwinisiauinsdanislegunulugmamnssulud (MICE) Tngendedoyauiin
(Big Data) Tuiiufimuuaugysmanimadnnguiainnianarmeauans 1

VBULIANTTIVY

H1: Yoyausin (Big Data) dswanszyusionsiamngerudsdulugnamnssa lud (MICE) veq
Usznelney

H2: nszvaunsdnnsldgunudssansenusensiaungarmdsduly gravnssulud
(MICE) vasUsewmelne
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NAUKUIAANITIY

AadeaiunsiauinseuknAnd miunTidelusllnasasa vie lumanuduius
1AS9a5791T9Ldu (LISREL or Linear Structural Relationship Model) kuufifauUsuns (Latent
Variables) lngrinausluinadasanansiinaidaduazyiouisiadeiidmasonuamansiamnisdu
Tugnavinssulud (MICE) Tuluinuunugnsaansnisdngudaminaianananouans 1 aeld

nszvIunsIansidguniulagendedeyauiin (Big Data) laglaszyveniwilng Jen1widingy
dnuItavadiulsuaziin duialull

ANA 1 NTOULUIAAIUNISINE
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A13°9% 1 Fan1wlne Von1wsingy snusEouIRIuUILazFIT IR

(%

Y o

Fonrenevesiauls/ Fonmusenguves NW5YD
%30 Faudsiadsa
N33nNsvaslgaUnIu Supply Chain Management SCM
33 ian Procurement of raw materials PRM
Fonnaudaiouls Partner conditional agreement PCA
nsvudslazladafng Transportation and logistics TAL
mia%ﬁdmmﬁdwﬂf\]%@ﬂﬁ? Customer order process COP
mﬁﬁmiﬁuﬁqumiﬁ%ﬁmm Customer satisfaction CMS
ssuummgmmﬁmmmmmw Quality management standard system QMS
Joyaunin Big Data BDT
lassasadoya Data structure DST
ﬂaqwélﬁ'mﬁ’wﬁa;&auﬁm Big data strategy BDT
uasinnestoya Big data source BDS
msdfednnis wazdaivdeya Manage access And storage MAS
nATIEvdeNaNin Big data analysis BDA
QRECRRIRREH Big data preparation BDP
pudady Sustainable SUB
EQ"ilQLL’mé'EJQJ Environment EVR
MSMAUQUANINTS Corporate Governance CGN
\ATHINR Economy ECM
%’umau/ﬂizmumi Process PRC
AuAuazuinig Product & Service PDS
1As9asNedIAL Social Society SCS
NUNIUIFIUNTIA

Adulanumuissanssulaeuvaduyssiiuddyndndmeluil

Y
£ v 1

1. Foyaurin dwansznusemudsiulugramnssulud mmdidulunszuaunsiansdoya
u¥n 919dIWANSENUADSTUUATA (Digital System) uazA1s3LAsIEsidayausn AldegUnuuves
p1ANIgTAALazNTiaulaslemzeg1sdslunIunvesaunadunindaunmsyuagnig
L‘LJﬁIEJULL‘UanNﬁJﬂm\IﬁLﬁﬂ%u (Loebbecke & Picot, 2015) 1ag Chienwattanasook, Pinyokul,
Rittiboonchai, Jermsittiparsert & Jermsittiparsert (2021) 5¢441 1angsAadiTauin1suagnis
Waruwasivellesanmsdsunlaseswnaifweninnssuiifuioanallad Jeavvioufedsd
o1 AnTunLINAe ArBsuudadlussuuiia (Digtal System) nsiiulavestoyawrin 1lug
mwmﬂ?iauuﬂmﬁﬁﬂﬁzgmﬂmi'mLLmuL%qﬂaqmﬂuawzm’ﬂ,ﬂzjiwzé?ulumﬁ%ﬁuqiﬁa EeEa
msAnwamdull Tilunsdansteyalussezemlasendounasdoyailiuinisiuled (Batty,
2013, p.1) Fegldamannsaviudasusuuuunsidnulfedidass faudaveugs wazaaly
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U3N1391un15k4a1ua5e (Cloud) (Preis, Moat & Stanley, 2013) dwniunszulaun1siAsIzidoya
uin eau naanduleiiud (2562, u. 35) useanidu 3 duneu fio 1. MsusTETY Descriptive)
msosunetoyafifinduuds liagiudunsm e wiimaadunseuiefamensanuesdoya
fandm wielidlatoyadetu 2. maneinsal (Predictive) n1saaaInadnsTiunazfinduainnig
ofyafiAnduudaunadng enuduiussu uaz 3. nadidudumneu (Prescriptive) n3ada
aunfgnilminndsiiliiednduan new dearnnisweinsal (Predictive) assifuniseamsaiann
Aafineiintuuds uinnsgdu funeu (Prescriptive) WunsmasiisslsineiAntuunou (eaun fa
Nivlveiun, 2562, u. 35) ilosangramnssuludagnoliAniunyuisusiuuannlunisie
nszeselduastuindouiassghitrestsmannislddevesdnruuasdidisuay s
AelsAnn1sBouis nMauandeudud matidn dseen wagnsasusing 9 wenani Tunsdas
luddstiussloviflailiBudaitiu Wy msuanasunuiiazmalulad msuanivdeudeyarams
paenIuMTATIIHUsTnTN93AY TlUTsnnsvensnandudvosusazenavnssy dudunis
auadeanuduuduaziindaanuainnsalunisudsiuvesgnamnssululsznalnosae
(@innuduasunisInyseuuasingsAnseaAnIsumIvY, 2559, U. 1)

2. madnsldgunudamansenusetuarmdadilugpavnssulaud msdanisldguniuiuly
fimseenuuuiitegnénuasmsldmiuansaveanaluladansaumaiiorniods Chienwattanasook
& Jermsittiparsert (2019) Sugiuin anuaninsamnumeluladisvinasenansaiunuiiddures
99AN5 Famsdanslsgumuszilaniianudutougsiunnuuaz magnamnssugmileuaziuny
wnnirfeeduluedin Sefie 1uduvilsvesnngruaudsdulugnaimnssudnde (aiginsagn
wsuglefand®, 2560, w. 4) dvuafanssulunisdanisialeguniu Wunisysannisnginssy
msutstiudoya nsutsiiumnudssuazkaneuunu mssuilovnau msiidmnesjsiinsuinig
Fuslam MsysannisnszuIung uaznadufudiuiieairennuduiuslusseren osduszney
veansuuRnglanisdnnisieleguniull 3 diu A 1. lassasrwasevieviaglgauniu (supply
chain network structure) 2. ﬂizmumiﬁﬁﬁ%awmisziqﬂmu (supply chain business process)
Wway 3. 93AUTENOUTBINITUIUITIANTS (Lambert, Barton-Bellessa & Hogan, 2015) Fanadnsann
nsdanisgnaduiiusiagldimaluladansaume (ICT) dmaldauindanmnInn1sIANITNITUINITVES
Av1eUadenisudn (Supplier) wagnsdnnisviadlaguniu (Supply Chain Management) fiduiusiu
UszdnSualugnamnssuludvasusewmelneg (Sumithra & Mishra, 2016, pp.1) oty UszAvisnaves
vhsldguynuisdunumlunsifingadlneiamzenadnisairsusgslaazmsaisnnudianelaly
gaamnsailudodnedadiu (difnauduaiunsdinyssgiazdnssanisesdnismeu, 2559, u. 8)
mMsnsununsdafanssuludlfimnzanaranunsatieduindougnamnssumdnlasAanssuludas
Hunuisgatinaau fuseneunts fidernsy wazditauladiansmnu mifian nmsasamegsia
Aentsuanidsudoyatinans uasfumslalanaudalinirebeiu fasdudiuaduaseld
gna1vnssuvesUszinaatn1sativlinldodraduudsuazdadu (Chienwattanasook &
Jermsittiparsert, 2018)
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3. Msysannsdeyauin (Big Data) fuiduiedosdleNvivaiimadnsidauansozeniniy
ﬂivmums%’mmﬂsziaﬂmuiumi%’umﬁauamammwlwﬁ (MICE) aimmé"a@u lnganamnssulud
i Fududesiinmsiauuaziudsuutasegaasaia finnuazanud dnau fetdussduszney
dyardosdntaunlundoutud Imamﬁmaﬂ%nmimm Wasuwlawdowwildudidum
sualudveslan i’JiJVNﬂ’JWJJﬂ’]’MU’]‘UENL%ﬂIuIaEJGNL‘U‘NWJLLﬂiaﬁﬂ@maQWﬁWMﬂﬁiﬂm% Tnglanie
mnltiuesduindouuazanuiuiisveusedany @innuduaiunsdausyyumasingsanisesdms
Uy, 25610, U, 44) teadmnasiulauigdnnunazdidnimay gnamnssaludaisuseidu
Funmuavruwdesvssiuitlunsdnems W 1 mmaumﬂlumsmawumemu 2. natiusnu
mﬂmmamﬂuwum 3, mmiimwumeuaﬂmuamﬂmiﬂimu 4. ivnuaraseuennuaznn 580107
Fanuarasnenruayen 6. amdnvallareadidedomeades 7. anmunindeyveuiios 8. A
dedlunsenidnnuuaznisinuaruasads Fanseuiunsidsuwaduifubemensfawen
uazndunsesteyauiin Porter & Kramer (2019, pp. 261) Inssinsodoinaluladsossudoyausin 3
Lﬁ“fluamﬂmaﬂiﬁuaﬂlmjﬁaaﬂqumL‘ﬁamiﬁﬁauaﬁmalﬁﬂivwé’mﬂsﬁdw mml'%mmﬁﬁauaﬁ
va1nva1enang analunisuszananafidudeu Tudiuvesnisdniiuuaznisvudsdoyady
Haymmameluladdetagiuannsoudluliudn Wielanunsasesfumshnussevemity sududos
Ny idaitedumnssuustaivg (Inlsa1l TaandivAa, 2559, u. 231) dwsunsdnnisle
9Un1u (Supply Chain Management) TiiAnaudsdulugnaivnssuiidadoddey 4 Usens
U5ENBUAIY 1. NTTUIUNITHER 2. NFIANITULERUNIU 3. ANuTURAYaUsDdIAY way 4. NS
dnannsAsuwandon (Habidin, Zubir, Fuzi, Latip & Azman, 2015, pp. 1) aeldgnamnsulud (MICE)
finsudeyauvin (Big Data) misuﬂiviasuumwuuﬂu mfmsmumﬁﬂﬂmamammimlmwﬂaﬂsuaq
ui¥ndanisdluvianizelwing Je Cvent wuin Seuay 72 Guaqmmummuquaaumumiaﬂ R
Dutninaukudnnu dnnseann wazguinisnsdnaulud mﬂ,‘wmmmmgmmimmmamayja
et ulunsdaauludiuduiediddy Tuaasi Sevay 52 VBIRMBURUUABUNIUAINATI LA
oﬁ’wLﬁumﬁ{fmLﬁuswiweﬁauamimﬂLmumuim? Asadun1TInulud wazUszaunisalves
NLGU’li’JlI\‘l’]‘LWlLﬂ(ﬂ“tmiuWJ’]\‘lﬂ’]iﬁ]m"lu e yassnanluuiulgmay faundmsumsinaulud
mamalﬂiuamﬂmaaammaLuaﬂ

uam’mumumiuwauauﬁm (Big Data) lUlgUseloaudnuinuny (@rdnaudaasunisdn
‘UioﬁlﬁuLL@wUVIiiﬂﬂ’li@ﬂﬂﬂ’liﬂJWﬁm 2561%, u. 3) Ustlewiliidrdnyuesdoyausin (Big Data) fegsna
th lﬂmsawaqﬂsmmmimueuamammuummal,mmﬂ u,mLﬂummmmsﬂumsuwamammuu
mﬂsi’fluﬂ’]ial,ﬂm%ﬂu%mLmaﬂLwaaiNmaﬂﬂwﬂUﬁim} szmmmmulmLaﬁiuamammiimlmﬂLium
mimﬂsviwumamlﬂhmvﬂa‘uﬁsm}maLLm (@wa WInuuIug, 2560) LW@WﬁﬁﬂﬂLﬂMﬂﬂﬂﬁ
UFuav09g3n9 E‘WVITUmif\mﬂ’liVINISZIQU‘i/l’lu‘I/Iﬁi’Nﬂ’J’]ﬂJﬁ’uJ’]iﬂIuﬂ’]iUi‘Vi’]iﬂD?ﬂJLG]UIG]“UENﬁqiﬂT\]
wararwdsBuresysia detoyamsin isndunuwludind luuumesgeanunssulud (MICE) @
Judiunisesgramnssudanisieaiioafidauiauls esnnifugnamnssuiifinig
Wigudulnegeeiomnt (@rinnudaaunsdaussyiuaringsanisesdnsvy, 2561%) 39
mmsma'W’J"Léf:iflm5%’@ﬂﬁmﬂsziaﬂmuda’[,ﬁlﬁmmmé’qﬁﬂum56?%1’314535%%11’3&5&%‘*}Lﬁuéfm
Fipu FIndon warusTEMALIa (Environmental, Social and Governance ‘ma ESG) sznmmﬁm
mmﬂumwuﬂumimLuuﬁimmaaﬂmﬂsﬁaﬂmumLmumaumﬂmam wefizunin“N1susMS
ﬁmmimﬂeﬁqﬂmuamwwu” (Sustainable Supply Chain) Fagreifislonaanmnudesandy
N138NTEAVTNANNAINNTOLUNITUITUVRIFINBNAE
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521U8UIIY

nsfnwluadsilifun1sfnunidordananids (Mixed Method Research) Usgnausae nis
WeLBIAMN N (Qualitative Research) Humsasiuiinieauniniien1sideidaiina (Quantitative
Research) \HunisasiiufinnaunulaslduvuasuammiBuieiesiieluniaifiusivsudeyanis
duniwal Layn1TaunIwalluUNzan (In-depth Interview) LﬁaLﬁU%’a;ﬁaL%qﬁﬂiuﬁama 9 @150
ssuedutunoumudiiy Tnefinsyuiuddy deteldil

1) Aafleenss (Validity) Q’ﬁ%’a%ﬁﬁLLUUﬁ@Umuﬁa%msﬁumammi dunwaliednly
ATIAADUANIUYNABIVBINITAAIUUALANUABARDIVDITDANN IngRAENaeNTIVBILNTIANIA
I0C 97U 5 AY

2) M3AsIREUANLTIBIRs Lo (Content Validity) g33gl4iauasnades (item
Objective Congruence %38 10C) lumsasisgeummiilmswennasTavasiudsitfomsosia
w3elil Ingaeliinsenandl 91w 5 au

3) MIATIIEBUAILLT B3I (Reliability) Tun1snaaauuuaauny (Pre-test) §3389¢¥
mafutoyaainngusogn 30 au ilevhmandunsesnasinludowiu Tneasliismamaaauai
Fesfu (Reliability) Auiieanss (Reliability) 1umsinfdia nietamauvasiiudsurassai
Auaennassnielu (Internal consistency)

1) N19M5I9ABUANYATNITUINLITUUVUNAYeaToYa (Normality) tilel¥ms U

a

U52ANTAINYDINTISUTLUIUAIVDIAILUT UIDAINUKNTI (Robustness) UoIN1SUSEUIUAED A

b

ATIEANLTIUNITNAFBULUU t hay F J980naitladnudn fuUsaaalin1seanwaduuuni (19
anwal 5Ty, 2542)

5) 1157529 @UANUTULNRUSYDINITNTLAY (Pedhazur, 1997) LagNa1541910AN
Standardized Residual ¥n#in13nszatemwuudy neldinsiiudy v3eanadagaliluuwiy 399y
agUladn Tenuduweniuduesnisnszae (Hair, Black, Babin, Anderson, & Tatham, 2006)

6) mtﬁmeﬁimLmaaumﬂmm%ﬁdL‘ﬂumﬂﬁﬂmaaﬁaﬂuqﬂﬁmamﬁuiwd’mmﬁmiwﬁ

3 d! I3 1 [} a '3 d" [~ 1
aeRUs¥ney dadudiuvedluwanisin (Measurement Model) wagnsinsginnnaendidudiu

nilsweslunalaseasng (Structural Model) Usgnausie Arla-auwads duius (Relative Chi-Square,
XZ 1 v a0 dl' 1 a I3 1 v a o % =
ﬁ) AnanAIALAaInLAdauluN1SUSEUNUAINSIAWMeS (RMSEA) Asviinseauainunaunau

(GFI) wazARilsEAuAINUNaNNAUNUSULA (AGFI)
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NaN1578

1. wansfnwiaaunisaidagiuvesenavnssulud (MICE) Tuluiauuwnugnseans

N13ANNENTIMIANIANA1NOUEN 1 Ulaualunisnen 2

a ] a ! PN N Y & ¢ X A
M1919N 2 LLﬂﬂ\‘iﬂqLﬁﬁEJLLaSa']‘UL‘UEJQLUUN'W]iE']ULﬂ?J']ﬂUm@%aWUiunWa’]Mﬂiiﬂihﬂj (MICE) I‘UW‘U‘V]

AULKUENSAENTNITAINGLTMInNIANAMBUATY 1 (n=200)

dayanugiu 31U Souny
WAILINNTYBIRAAINNTTUYDINU
ATUQAAVNTTUNIEAULEY 101 50.5
#ofan3sie (Take Over) 40 20.0
FuranansAeanou 24 12.0
Fowlsulvd/Aodvanse 35 17.5
anwENIALTURAAIMNTIUVRYINY
LUDIAULAIEY
A 101 50.5
WU
o 22 11.0
UI¥ndia
- L a6 23.0
USEmumyudnie
31 155
UTELANYBIAFINNTINVDINIY
M33nUsErunelunioseninemeAns
nMsInNTsvieaiigLiiesaiauAntna 45 225
MsUsEguINMAsTERUginAvTeUSEINA 150 750
mM3dnnuuansduirieusmssziugininrseUseng 2 1.0
JregIaluNSAEUNEAAIMINTIUYDIVINY 5 50
1-159
16 -30 1
= 120 60.0
31-454
) 20 10.0
46 - 60 U
i , 25 125
A0UNIAIYBIRAEVNTINVDIVINY
o 35 17.5
MYAIUYS
UAIUIU
ﬁsmﬁ 70 35.0
qwjjmiﬁ 30 15.0
a5 225
593 55 27.5
200 100.0
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NPT 1 Mdensiaaunsalilagtuvesgramnssalud (MICE) uansisiaunnisves
anamnssuluddrulngdiivgnamnssunifignues 91w 101 au Andudosas 50.5 uag
iaqaamoﬁ’wLﬁuqmammsﬂm’iugﬂLLUU%@ﬁamsﬁa (Take Over) 317w 40 AY Anduseway 20.0
Audnvagnsanlivanannssudnlngidusuuidivesauder Andudesaz 50.5 uazedadun
Wuwuuusenindn Andudesay 23.0 sudssianvesgraimnssy drulnailulsziannisdnnis
vieufaossTauaniingu Andudesay 75.0 wazsesasnifulsziannsdauszyunglunie
szninesdns andufovas 22.5 Auszeziatlumsaniugnamnssy dulngisseziian 1-5 U An
Hudowar 60.0 uazsesasn 46 - 60 U Andufesay 17.5 uaranuiinavesgnaImngsnvoeinu
drulngedludminnigauys Anluiovay 35.0 uazsesawunegludmingnssuys Anduiosas
27.5 AUA9IY

N15ATElunan1TInALUTHH N sRRUINTInnsldaunulugaainnssulud (MICE)
Tngerdotoyausin (Big Data) luftufinuunugnseansnisdnguiminnanatsmoudns 1

0.243

0.550

0.260

»

0.993

a

ko &
[

K3

0228
nBbe BDA

0995

0.242

’
L=
=
[==]
3

0274

1.000

2.243

0.343

i\‘.‘l

i,
'- ”J
s & [
5% %

0,274

T.218

0.226

I

>

AT 2 NFIATIEAleaMTInMmILUsuin s siansigaunulugeamnssulud (MICE)
lngodedayavunaivg (Big Data) TUNuUANUUNUEVNSAIARSNTAINGUTIVIANIANANEUETS 1
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agUnmMIIMIMTIIdeUANLATILUUTINAUSTanan s TndauUsus sauBasiugnifilueu
WU31 FauUsurafiAn Average Variance Extracted faus 0.865 89 0.975 uaz A1AIULABLT
TAs9a¥19 (Construct Reliability) fifdaus 0.787 &1 0.985 lurazfidauusdunalasidinin
aaﬁﬂﬁzﬂaummgméfuwi 0.808 14 0.975

#3UNan159Y

NningUsrasAil 1 agunudn Wannmsvesgramnssuludaningdniugnamnssusndg
autes Tudnwagnisaniivgaamnssudivgidusuuidivesauies warsosamnluwuuuion
$1im lnaifulssiannisiamsieniioanfiosiaunintnmu wazussannisdadszyuanslunio
s¥mina0aAng Taflszogantiumsdidugaavingsy dndvgszesinen 1-5 U wagsesasn 46 - 60 T
sufsanufidaasgramnssuveainu danlngjeglufminnigauys wezsesasnegludmin
ANTTUYI

Mnninguszasdn 2 asuldin msiesginszuiumsdanisldounudansenusonis
wanngaudsdulu gpamnssulud (MICE) vesuszmelng wuanuddyludine (1) msdam
fan (2) Yemnasndadouly (3) msvudsuazladadind (@) nmsaremnufianelavesgndn (5) N3
UIMSAUNUNITANTUNU UaE (6) STUULINTTIUNITIANITAMAIN

uenIniludruresnsinneiaunistu Tuduvesauufgiud 1 foyausin (Big Data) dwa
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a
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donndodiuaNLRgIY

ORIEREIAG
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faunAanssumsgsianiity usigatefegamunuaSIngs 6 suvedgsia liun 1. amnuuusUsIud
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A9N1aN1953Aa 5.015U50f dunu uag 6. ysnmsAaaden Taddnsldteounuivivioasdng
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\ogsAadlainsdailaeniieaiusia fan1msy uaznatentu Tulsene wazssUszina lag
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ammﬁLﬁ'm%mﬁuqmmmﬁulm%mﬂ 5 LU UFI, ICCA, SITE, GBTA, MPI Aty Wuduy
Mntuiflumslneiuieudiousndia/difiaunsasurunislulsediud fy W nsou
wuAR (Conceptual Framework) 1dnn1s wulAnlun1swaiu (Methodology) 3851usmus0dnLiu
foya msthlliusslevinguidmnedldnu ded1in vhmelumsiauinazansldany wazan
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Abstract

The objective of this research is to study the model of tourism network partnerships
that can be utilized for tourism research findings. This study conducted by qualitative research
methodology; data collected through group interviews. The samples were selected from 88
agencies from stakeholders in the Andaman tourism development area. The collected data
were analyzed by Thematic analysis method. The research results were found that there were
6 problems and obstacles in the application of research results: 1) knowledge of access to
research resources, 2) understanding of research, 3) reliability of information, 4) research
features, 5) research modernization, and 6) dissemination of research results. The application
of tourism research findings categorized by three groups of stakeholders including: (1) private
sector or tourism entrepreneurs can take advantage of 5 areas: tourism personnel, tourism
products and services, tourism marketing, tourism business, and tourism law; (2) government
sector and state enterprises can take advantage of 4 areas: academic and research work,
tourism policy and strategy, transportation, the development of tourism potential in various
fields; (3) community groups to use 5 aspects: tourist attractions, tourism products and
services, tourism personnel, tourism marketing, and other areas such as writing proposals for
requesting a budget for tourism development. The target groups that utilized research findings
including 4 target groups (PPCA): private sector, public and state enterprise (public),

community, and academic sector (academic).

Keywords: Tourism Research Findings, Application of Research Findings, Tourism Network,

Andaman Tourism Cluster, Research Network
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Abstract

With the changing trend in today's fast-paced business world, including fierce
competition and the advent of new technologies, employees in an organization have to face
the problem of adapting to work in order to keep their jobs. The objectives of the study were:
1) to examine the congruence of the developed model of Personality, Human Resource
Management, and Workplace Adaptive Ability influencing on the intention to stay of
employees of electrical equipment manufacturer and distributor in Bangkok. 2) to investigate
the causal relationship between the Personality, Human Resource Management, and
Workplace Adaptive Ability influencing the intention to stay of employees of electrical
equipment manufacturer and distributor in Bangkok. The samples participating in this study
consisted of 202 employees of a private company. The multi-stage random sampling method
and simple random sampling from each department were employed to select the samples.
The statistics used were percentage, mean, standard deviation and confirmatory structural
model analysis.

The findings of the study are as follows: 1) The developed causal relationship model
was consistent with the empirical data with X 2/df = 1.228, P-value = 0.67. The standardized co-
efficiency of the antecedent factors ranged from 0.135 to 0.879. Workplace Adaptive Ability had
the highest coefficient value. Meanwhile, Workplace Adaptive Ability (81.8 percent) predicted
intention to stay in the organization, and Personality factors and Human Resource Management
together predicted Workplace Adaptive Ability was at 72.2 percent. 2) The effect on the
Workplace Adaptive Ability was determined by four variables. These include Personality in
Agreeableness, followed by Conscientiousness, Extraversion and Human Resource Management,
respectively. Similarly, the analysis showed that Workplace Adaptive Ability also influences
intention to stay in the job.

Keywords: Personality, Human Resource Management, Workplace Adaptive Ability, Intention to Stay
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Aamtiluen@n (Career Opportunities) desdAn1slaiinisiauiniednailiyaainsaegluay
wazgmadalemdliypansiinuaiyivilunudedidumsatuayuiwionindnouunu ay
ﬁmmé’uﬁuéﬁ’ummg?ﬂamasﬂmm FeUsznouden1sWaLIN1Ie1 8N (Training/Development
and Mentoring) kagn151 9 UNUNAILIAIIUA1INU I UDITW (Career planning/ Advancement)
(4) Frunnsliisnea (Reward) WusreTadilduannisyieu Wunssedneuunuiieidudgde
?humaﬂidmﬁtﬁu{]aﬁﬂﬁﬁﬂﬁmﬁﬂw%mamaeﬂumﬁmi FIUTENOUMIEHAITULAL AN OURNY
(Performance and Compensation) Lazn15LAsuUN158a15U (Recognition) kay (5) ANUSNNUSAN
yaayaanIneluesdn1s (Employee Relationships)

ettluauiseues Chew & Chan (2008, pp. 503-522) lénansdsUssifiunumnzauaes
qﬂﬂaﬁiamﬁmiﬁ:ﬁmaGiaﬂ’s'mé'?ﬂamagj"lumu lawldasurefianisin mmﬁgﬂ%maeﬂumuw
Usgnausmousziiuauidnudeaninvesdalafifeniunmaieu dnvazvesnuiiufifuazan
Suiinweuluny Jsaonadosiuglsassa Junmdy (2562, u. 16-18) AldAnwnaNRsa LMy
PUAUFTR anuguitldeglussdnisuazanudslafiazeglumuldatoenluvheuiidu sauds
Tmen Tuneuyi (2556, W. 91) ié’ﬁﬂmmmé]’mmsﬁwﬁm'}u‘iuﬁ'LauLLﬁ%ﬁqUaﬁmﬁmﬁﬁu

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 47




ety pusdlanseglunuazasvisulidulinnauumuazadau i seinaginu
Tupsdnsveswmusslilaglifnazatoanty danudulanliosinisussaid manesudianisiianugs
Tun1sufufau

wuaRaigfuAuaImsalun1sUuRalunsvineu (Workplace Adaptive Ability)

nsUsufuazinannisfiyanadaudilanuosuasdilagdu Fetslunisai
FutusnmiuyaradunagliviliAnameion waznisuudlunisineu fe msdiunay
WasuwaseuidnvesynanaliannsauanangAnssuiieneuausinnusioinisvesmuedliesig
wanzauLaraenadefiuaniunsallazanmuIndey dsmaliainnsad sadinldegsunigy G
anYa @i (2561, U. 7-17) lﬁa'ﬁmaﬁqmmmaqmsﬂ%’uﬁﬂ’?ﬁﬂﬁ 1) finsdsundasves
anmundenidwansenuiensnsiniudin uveliyaeaiaunGous Welvidiutisaulsd
Awaw 2) inswasuulawesyara Mstiulafigendssatunisan nmsdiledesing q saufsnden
vimuaf Feyanadsfesuiuiosauannsauananginssuldeismangay aenndesiuunuim
an1unm nifiuagaufuiingeu 3) mnudesnisvesyana delsenauiennudesnisnguen
lpunanusesnsudanuiainanuidviinuaznereuvilinuedldsunise sususazaduayuainay
59U%9 d1UANNABINITNETIY LARAINETIRlALAZAUABINIT YIBYATNAINYBIAIYAAR YN
AnudeInshilfuanuaaniaznsliiinnnuaien Inniaaus1anTENUReNgAnITuLALN1T
dindnlantuan siedl A3¥a @S (2552, u. 18) IdnanisesduszneuteseuansalunsuTus
Tumsvhauindseneudie 3 esddsznaude 1) msufumilmdnfiuauiivi fe anuamnsaves
wiinelunissensusazidilednvasau awsautledgmee 4 Bietuainnisienld die
viaunildfuneunmnelidnsa 2) nmsuuslndfuanmuadenlunsinuuagngszidou
fotadu Ao mnuamsavesndnaulunisseniunasduAfinzujdinung seideu detedud
psdnstmuaty way 3) msusudalidfuifiousiney enuannsavesndnenlums seuiuuas
a%ﬁqmmé’mﬁuﬁ‘ﬁaﬁuLﬁauiammuazﬁﬁ’ﬁuﬁmﬁuﬂmﬁLLmﬁmﬁaamé’aqﬁ’U NAMEY a4 U (2557,
u. 43-44) Falgrasuiatiadelunisuiusilumsvihanuszneuse (1) Yadednuarduyana Ussneude
awanla yadnam uazanudrnuananse (2) Jasednuazuesnu Ussneudie sunarloniaid
AuaTRRNURsMsIATaN MM uazaiaweledilasu was (3) Yadedu q 1y glivdmns
ASAUATY LLazsuu%’jumaé’mmamﬂﬂa

el Fufien gnan (2559, u. 26) nanaldin lewinaudinsuiuslunisieuda asil
WAnAuianelalunisyinau Qﬁﬂizauﬂzy,mmaﬂ%’Ué’ﬂumiﬁwmmﬂmj ﬁmi‘]urggﬁmmmmﬁq
welalunuivh wazinuansanuAaiui suiilivsnzauiuay viedaiauedifinnuaunsn
wewURtRmutuld viedshiamnsodadulaldin auesazdnordnladundnlunisissdindely
yililaifiussgdatiornseglunusoly (wwsy Wansna uas 3vin #3A3T0R, 2562, u. 74-89) Bnvis Junun
WAUuY (2557, u. 45-50) IdAnwuwaAauaznguiivhenisuudalunisvie lud nquinis
USuilunnsvianu (Theory of work adjustment: TWA) nauinisiasuuvasunumlunisinmy
(Theory of work role transitions) lagliin1an1sAnEILEUNINITUTURLUN19YI9U (Pathways to
adjustment) dauandliifiudsnmsuumilumsvhanuiidunantadesussdnisuasadosuyana
Ingn1sususaziinasionsasegluauld
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faifu MnunAsluidesmesnsuiuslunshnusesarnuidansedlunuitldndminud ag
161 msufuilunmsinudeszneusing 3 ssduszneufe 1) msufudilidnfiuauivh 2) ms
Usumlidnfuanimandenlunsitnuuazngisfoutetadu uag 3) msududlidafuiien
iy Frndutafefidmatonudilanseglumusely vilfamnsadvuaaufgiulfidussd

auufgiudl 1 ewannsalunisuiuidlunmsvinuidvinadeaudilansegluny

u,mﬁm?‘imﬁ’wﬂanmw (Personality)

AN MNelie NEuTesTn ML IARLAY siiunalnuesyprausazau Faiinisdanisuay
ﬂaumam‘m LLavﬁ]vaqmamamsuﬂgamwuﬁmamau MSUFUIWABLMITR $19M8 wazanEINdoNTNG
Haew B9 Anvumanziifivsznoutuinduyana m‘lmﬂm‘dquwqmﬂsswmﬂauamaaﬂmmw
Hudnwazaneuen uazdnidudnuanely yadnamiufnmaniugnssy Msiaeag msiFeus
wazUszaunsallufowin Susamisatayadnanldimemsaasnieden Suastaeliarunsn
a5u1e 1la LLavﬁﬂmawqaﬂssmawﬂﬂalé’ (FmdIua 938, 2558, u. 17)

TunsAnwniednuazvesyadnnmilinegweliles Ingdnvazyadnninsiesduszney
(Five-Factor Model) 983 McCrae & Costa (2008, pp. 139-153) lmaﬂﬁﬂwmutﬂumaam‘umﬂumaEJ
mmmmimﬂwmammwwmwumaﬂmwLLawmaaﬂUsVﬂauuawawmamamauwmaami
WiimmqﬂaﬂmwLLaummmuﬂUMUizimjulwmamu dnYMEYAFNNINTIRIAUTENBY
1) yadnamsuaulsiunimiaeisual (Neuroticism or Emotional Stability) Usznaulusiae
yAananwae 6 Usenns laun anudaniaa aulngs anudued anuusevinens anuruiungy
AU KATAIINBBULDABAIINATEA 2) UANNMAIUNITIAKEADLBY (Extraversion) Usenaulusieg
yadndnway 6 Usens laun viriflougu veurthdeu nduansesn ilalufenduazanusiaga
YaURAIINANLALLEY uazorsuaiuIala 3) yadnaiwdiiunisilinduusraunisal (Openness)
UsgnaulUsmeyadndnuae 6 Usens laun msiiBumnmsiindhalna nsianieam Liderusdn
vowmas aailafiszassindsutantul nsPandameduaudn wagms@anieduies
a) Uﬂaﬂmwmummmﬂwau (Agreeableness) Usvﬂauiﬂmsmﬂaﬂaﬂwmv 6 Usgn1s laun A
hmslwau Aunselunsan anuislataemdeddu nMsvenny Anuseutioutonay wagAN
geulou uag 5) UARNAMAIUALTURAYBU (Conscientiousness) Usenaulumeyndndnumz6
Uszns Miun anufanssaus anufissvusaidou nsdesulunthiinazausuiineu nnsjs
arwdnse msidelunues waveugyuseunsy

faiifiniTevaneviuihdnvazyadnaminesiuseneusnldlunisayadnniw wu Awais,
Mohamed, Rageh & Pandiyan (2014, pp. 73-96) lé’v‘fﬁ{faL‘ﬁ'mﬁuwénmwﬁéwaﬁamiﬂ%’uﬁa
wazUszansnmlunisvinanuvesw e legldnsinyadnan 5 esddsenou lunsindnuoue
ypanNn Ingnudn uadnamanunsnasuienisusudlunismsviinuls aenrsesiunanisideves
INTY YANam (2556, w. 123) na1vi1 yadnamvesyAnalziinliyaraiinuausausudalunis
vl Snihs NAINNEY U WU (2557, W. 43-44) iﬁma%’aﬁﬁé’ﬂwmzqﬂéﬂmwLL@%MWW@TR]M
uBsanansaeduisnisududlunsiaulddesay 39 dadu Ssanunsoasulddn yadnnm 5
asdusznevandutlifefidddateniiifinadenisusuilunshauvemitnayluesdnns e
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wwIRARETUNMIIANIMIWeINTIYWE (Human Resource Management)

nsdnmameduminennsuyusiu funumddgluninaiueuasalunisutedures
psdnaosanuyudsdunsmdnduliiosdnislugarudisalaefesiamisiyanauazendn
UIMsHan1sUJURNULaziL109AN1T819YTUINTT (Skue efunitiade, 2560, U. 48-67; UdnNT
FJuUNTUA, ANFU YnaN waziandanual InAafnRguns, 2561, . 219-236) lag Mathis & Jackson
(2004, pp. 4-6) lFnanfsnsdanisminensuywdae nslininensuyudiiielsiesdnsussgau
Snquszasaidvun TasRanssuiiiedestumsdanmsminensuyudazusenouse msassmuaznis
Andenningnsuyed n13gslansweinsuywd nisWauminginsuyed n1sshwminginsuywe
@Awun {39389, 2560, U. 4-29; Ivancevich, 2001, pp. 127-550) Tneilseazidoadsl 1) msassvn
LazAnidennineInsuywd Ao nsvuiunisiesdnisldlunisfumuagzgilagadasiinuanddd
wnzauamelusazansuenosdmslinasinsauluiumisuiiosdnsioms andudddinost
uaziadesilenng q lumsusuifiugainsedgisssy fanulusdauazinszurunisiingiaaeuls 2)
nsgslansnennsuyud mnefs nMsiesdnslddsdiminauussauiionssuliyaainsiauegne
WAupuasn 1wy nslfasta mslddwmeuuny nsideusiumis deesdnisiinsduiunig
Usziilunan 15U UANUlAgRaTanNALs AINEINNTH WAAIUNEIEINVBIYARINT LagsaLtiu
ANUYAETIH 3) NMImUIMIneINTIYYd mneds MsfiesdmsimuALLIMIakaEATEUIUNTTTY
Aneusuuarimuiynansiitedaaiuliynainslussdnsianug mnuannsa Tuaufediineglunis
vauamgfu aaenuiliiauaAia uag 4) Msinvmineinsuyed mneds n1sfiesdnisd
nszvIuMsaginuminensuyedlinsegivesdnisliuiuiian Tneiinmsalenaliypannsiiule
Tugmesnuvasnuewmsetiuasny Walenmalindnaulduansanufaiudemndlivaledeamnis
wazdofedgmanudaudauiinimmoaeumdaiinrimieuianuumaudluhnfundney
duasuliyaanaiinanuaunaludinidomosnunasindius saenauienis danisduni
Uasnselunisvinnu

ﬁ’jﬂﬁms%’ﬂmi‘m%"wmﬂswwéﬁﬂﬁmmﬁwﬁ’ayiamiu%miaﬂﬁms esnmisdanamninens
uyudaztagliesdnisiyaansiifissmeuazdeiies liyaansiademaiuisalunisieud
MuNEaNAUIIY wavaansadnwiyaaingliaegiuesdnis dsdamaliaunsalddneninaes
yaanswmatulfessiussananazUssansam vhlfesdnmsussansiauneuazainsouteiy
ffuaadmadu 4 If Tasamslunsussdulugatiagtuiu yrannsfesdiauivinvey dWitudduldd
finnuAnaiisassduasldiFouiamnues mandnaulifinm Vsusuediidiivanmaud
Wasuuasluile gldanunsnegsontunisihailussdnisdely (aund seuan, 2564, u. 38-50)
aonAdeafuNUIdeves nawna A3anng wardndiug aadamiesd (2556, u. 525-540) liAnwide
Festadufunsdansninensuywdiidvsnaseainumienvesosinislunisinodng AEC wui
mMsdaniamineinsuyudisnsnadennamisuvesesdnislusunsuiuilunsianuiuiiien
Jru0u SnidsaenndosmuuuIAnues William & Terence (1981, pp. 281) #indn1lidan1siaun
yna1ns indunszuiumsiagdrsiaiuairsliyanaiiniudivtinazdroliusuindafu
anmwndeslagyilule
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i mMsdamsminensayudfsUszneuse 1) msasmuazdadenninensuyd 2) ms
aslandwennsuywd 3) nMsaumineinsuywdias 4) msfnwmineinsuyed asduiaded
psAnIsannsadanindiielininauiinnsufudilunisinuiady anwnse Faarnnsnunau
sunssuiiigdesiuyadnnmuaznsuimsmnensuywd vlifidvannsafvuaaunigiu
mMsIdeladu

auufs il 2 yadnamuarnsdanisnineinsuywdisvinadermmaunsolunsuiuily
M3y

MMuRnLazHaNTITrenTIUNTsuTldnd L aiuldidnuuzyadnamis 5
annsnesursmsUiuilunmaianuldnaumansiiesgiaunmslasaiesiiadeniavinadems
Usuilunmsvinnuvesiineu @as? ydngn, 2556, u. 123) Ssaenndesiunaifeues ndwngy o U
(2557, u. 43-44) finuin gadnwazyadnamildvsnamansslufiemadefusenisuiusluns
v danludunsianminensmyed idnadenisuiuilunsvinudmeiteves naune A3
1ng way AnAwus asataries (2556, u. 525-500) fiazuldin nszuaumslunisdanismine ns
uywdrgliyaainsaunsausuididuanimwindenlunisiauldiluegne aenndesiung
Wyuas Ysdng Tunsuag, Audu ynauaziandnual InAafnfduns (2561, w. 219-236) finanaia
NIEUIUNITAN 9 VBINTIANIIMINEINTUYEdagviliyaaInsanansausududiunsiauladeg
3 ﬁﬁm’mmmiif[,umiﬂ%’uéfﬂmfﬁﬁ’muﬁaﬁﬂwam'amimagﬂumué”wLﬁziuﬁ’u Faraiden Yunun
WATUNYE (2557, u. 45-54) Wifnwaumguiiwenisdiuialunisieu (Theory of work
adjustment: TWA) smLLamT:wmummsUiUmiuﬂﬁmmwumwummuummamamimaﬂumu%
BINMTNUYIUITIAUNT IR ﬁ’]ﬂJ’]iﬂu”IM’]NUJﬂai’NL‘Uuiﬂiﬂﬁﬁfli‘dLLUUﬂ’J’]JJﬁiJWNﬁL“ZN
anlagiaduseNauvRIuAINAIN NMTIANITNTHEINTUY LY msUuilunsiihen wasa
silansegluauld Taaunsouansaudiniusléddunmd 1

= a o
AIDULLUIANNITIVY
ITS1
r__________‘
I PERSONALITY : WORK ENV PEOPLE
: EMOSTAB i A 2
1 1
l EXTRA ITS3
! 1 ADP
I OPEN
: 1 ITS4
: AGREE I
: CONSC 1 RECRU 155
T

HRD

ANGA

ANA 1 NFOULLIAAIUNITIY
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YBULYANTINY
av & Ay aw & 1Y) [ v & da a a

Mdeaselilamuunveulansidueenitu 3 dnuae oA 1) sunuife n1sidengsivly
mMsniiunside Jaduguszneugsiaiid ndauazdndminegunsalliitluansunnuviuns
2) fnunian serdniouiiunau 2564 — @A 2564 way 3) snutllenilunisAnwianudunusids
AVIALAEATIVADUANUABAANBIVDITULUUANNFURUSIE WA VRIYATNAIN MITANITNINEINT
wywduazauauisalunisusudilunisiaundwaseninunilanseglusursaminey
USendnanuaydndmiegunsallniuvianilduenngavmumuns

Uszvnsinldlun1side
Usgynsnldlun1sidensall Ao wilnauvesuTenonsudIUsEnaussiadudl Wan way
Jagmegunsallussuuysuennia ssuuyhanuiu wayssuudsialiih fdwuwinaudsesd

(%
Y

YNEY 314 AU

nguAlegmldlunside

! A A £ QA v Y o a % o 1 I
nqueiegeldlunsiTeaseil fe wilnvuvesusengnanuazindmuiegunsallniiums
nilslulwangamnunues 31w 202 A lngidelanansanasl

9

fumeud 1 nstmunauiavesnguiiegns 10-20 AusefulsduUsdann (Observed
Variables) (Hair, Black, Babin, Anderson, & Tatham, 2010, pp. 741-742) %Qﬂﬂuﬁﬁaﬁﬁﬁ’nmi?ﬁmm
fiavun 18 fuls mnfwuaravesngudtegtadu 10 audediuls wwldvuaveanguiegietush
180 au uikiteliddeulvruiadiegsiimuneanlunisiasgilinaaunisiassadne (Structural
Equation Modeling: SEM) Sartsmunl3iidusa 200 au

Funoudl 2 mndeyavesesdnisiinisutsdinauu 10 d1e Feinsduuvudund
(Stratified sampling) Tlds1uuiidonndosiudadiuvosusazine Tnafledamvannisiuiniy
u& amnsadimualdudau 23, 23, 43, 18, 23, 15, 11, 14, 12 uaz 20 AUAINAIBUTT 593
fonmadudeyafidenfudniu 202 au nduisssaudunulidiiiunniudeyalngisnisdu
\AUBEN9918 (Simple random sampling)

1%

= A A a o
wraslianlylunsiae

A A A awv o X vaw 9 P P P A =
ww3edlenlylunsideasel idelduuvasunulumsmiusiudeya dslunisasrunIedle

[

A lafnwAuATITTNTIHlURARNILLAR NularuIeMNeItes e vuAnTauLWIAA LY

e

N939 wardoudnivasiaudsdne 4 ndulddsldvauatrswvuasunialaonissegndann
1550ns3uAns 9 Waseuaquilsnudniifilamnunly Taglduszandainissanssuves davun
H396309 (2560, U. 80-85) MULUIAAUBA Ivancevich (2001, pp. 127-550) Wermuanisiadadedu
Msdamsminensuyed uarlfintesiionsussiliuyrdnnmamuguuuunsiayadnaiw 5 fuves
McCrae & Costa (2008, pp. 139-153) SaUszgndainissanssuves 3ns3 ydnan (2556, u. 142-143)
FIAINMTUTLLNAITIUNTTUVORNTI YANAR (2556, 1. 141) UagkIRAAUNITUTURIYEY NA1vey ol 1y
(2557, u. 39-67) Wumsfanruannsalunisuiuslunisiieu dnduduarudiansegluam
I¢szgndnssaunssuvesiaa liftuna, (2559, u. 100) uaz Gnen Fumeruuvi (2556, u. 91) than
aadueosdle Taglunsfnwedsansouiuuuasuanld 6 dw Ussnaulude
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dauii 1 tayaladudiuynna Usenoume WA 818 @0 unInausa s1ulanelfou sy
mﬁﬂﬂmmaﬂ srgznaTunsu URnuluuTEn LLaummuam%ﬂiumaumamLLa

daufl 2 wuLARUILLUULRSEIUUTEIUA (Rating Scale) Usznaumedamanuieaiu
Jadeaunsdnnismsnensuywe

drudl 3 wuuasuaLLUULIRTIELUsEIuAY (Rating Scale) Usznausiedemanuieafu
Jaduimuymaanamn

dudl 4 wuuasuaLLUULIRTIEILuUsEiuAY (Rating Scale) Usznausiedemauieafu
AMNENsalun1sUSU

dudl 5 wuuasuaLLUUINATIEILUsEiuAT (Rating Scale) Usgnausiedemanuieafu
m’mm%maa‘lmm

gl 6 wuuasunuisatiudaiauenudy 9 Judemauvareda s1ua 1 4o

= A o a o
N13AATBUAMNINLATENEBN T TUN153TY
A A A av o XA Yo Y vee a = awv
wsasilefldlun1siduasall Ae wuudeuny lnganzIdlAfnYILUIAN NOY] WavuidY
MnerdeniionuadiulsiildlunisideuazilunuindunisadawasWauiwuuasua w113
ATIABUAMNINLATOLBNLEIUNITITEAUAIINLTEIRN ST AN (Content Validity) lagn1sin
LUUERUANMLAUBLARMTIARA 3 11U FelAMTEI9 YA UNITUTIMINSNEINTUY vduaz
Uszaun1sailunisvinideiioUssiliuainuiensadallonveduuuasu aulaen1sins1ena Al
ANNABAASDY (Index of Item Objective Congruence: 100) Ingtafnumndaiien I0C 11031 0.5
laedlAsening 0.67 89 1.0
° ) = A A Ay Y A o . . & A o
dmsunisnTivaeuRunmvanaIesileldlunITesuauiediu (Reliability) W {33y
Ihuwuvaeuauluneaedld (Try out) Aunqunidnauinlidnwuzlndifesiunguiieg1eass $1uiu
30 ¥a waznadeuA1duUTEANSULOai1veIATOUUNA (Cronbach's Alpha Coefficient) Tagyn
p9AUTENRUIAIANLTIU (Reliability) 11nnan 0.8

nsiusIusdayauazn1sinszidaya

fiseldRndeUsTaunuivasdinisuazdsuuuasunsliiosinsindeyanudadiuiidivun
1laeld38n1squiivegneing (Simple random sampling) Inan 1s@nwiauduiusidangves
YAANAIN ma%’@mw%’wenﬂsw‘wéu,awnmmmsﬂum':?U'%’Uéfﬂumiﬁwmuﬁdqwa@iamm&y’ﬂﬂm
agluauveninau ldn1sinsziesauseneuidedudunazmsinseilinaaunisianseasig
(Structural Equation Modeling: SEM) Tngfuumnasilunisnsiadeunudenadesvosumal il
(Arbuckle, 2019, pp.55-654; Carmines, & Mclver, 1981, pp.80)

A15199 1 LNE9INNSINANUADAAADIVDILLLAA

afu  aaRTdIaAuEanAdad SZAUNISYDUIU
1 Ala-auaas (x %) > 0.05
2 Andndrula-aunns (x 2 /df) < 2.00
3 A1 GFI, CFI > 0.90
4 RMSEA < 0.08
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Tunsinngsideyaiienaasuninuidesiu (Reliability) wagar1ufisaidelaseaing
(Construct Validity) §33eléldnsinsizsitiadoidadudiu (CFA) Aanudesiu (Reliability) duiiannu
Uifeve0sAUsznou (CR) fuflmnuudsusiuedediadnld (AVE) Ariidaosvesandusiudgean
(MVS) uagaadsfdansvosandusiug (Avs) Tagvnariiuinasidiun1sinsei (Fomell &
Larcker, 1981, pp. 39-50) safiuandlilumseii 2

5197 2 Reliability and Construct Validity Test

Latent Var. Observed Var. Factor Reliability R AVE MV AV
Loading (>0.7) (>0.5) (<AVE) (<AVE)
ADP WORK 0.695 0.811 0.788  0.617 0.412 0.348
ENV 0.810
PEOPLE 0.843
HRM RECRU 0.815 0.862 0.856  0.598 0.436 0.325
MOTI 0.754
HRD 0.773
ANGA 0.750
ITS ITS1 0.862 0.912 0945  0.678 0.697 0.445
ITS2 0.875
ITS3 0.615
ITS4 0.836
ITS5 0.849
ITS6 0.874

NAN15398

wamﬁmﬁwﬁaaﬁﬂsmauL%aﬁué'usuaﬂmmamﬁﬂ 1) mmmmaaiumsﬂ%’uﬁﬂumi
11974 (ADP) TAA8ALUTEUNATINIU 3 ALUT mumuﬂml,miaqmmmmmama nsuSuAalA
WNAUMIBUIINIY (PEOPLE) 509891 Lawn miﬂiumiwmnmamwumaaaﬂumswm (ENV)
LAY maﬂwmlmmﬂmmmm (WORK) AIUAIAU 2) miﬁmmimwmﬂiuuw (HRM) Taaesans
#9064 6 umuﬂaaﬂﬂimaummmaﬂﬂa NsaTsMLarAnGaNINEINTUYYE (RECRU) 5998931
Taun mswwmmwmmuu‘wa (HRD) maaﬂ% (MQOTI) LLa"’mSiﬂ‘t}WﬁWEﬂﬂiuu‘wﬁl (ANGA) HNNENU
3) mmmiﬂmaaimm (ITS) mmamwiaamm 6 ALUT mumuﬂaaﬂﬂiuﬂauawam Ao AU
mmmiumiﬂgumm (ITS2) seeaaslaun mmaﬁzf[,umiﬂgummmlmwawma (ITS6) Audisla
y9UTEEEe1d (ITS1) ANNEVYeINTTinauluesAnis (ITS5) mmLmﬂﬂwammimiqlﬂmmEJ
(ITS4) wagnsluAnaeen (ITS3) muanu
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nan1sfnwanuduiusidsanvguesdadeiidmadoanudslanseglusnuremdnay
Uitvgnanuardndminegunsallifiuimildunnsammasnuas :1nmMInTdeuANLdennded
naunduvedunaiudeyadeusedng nuilududu lunadilisenndoinaunduiudoyadsssdng
FRdelaniiunsusuusaleeiansananuilululiludmguiuarerdeduidusuluea (Anderson &
Gebing, 1988, pp. 411-423) LAINUI1 ﬁmmaamé’aﬁu%’agaL%Qﬂizé’ﬂﬂéﬁiﬁ Heiilduanaen
FusrAvivasiusiafeiidmareaudilaneglunureamiinnuuisniuinuas dadmng
gunsallwihuisvidumnganmamuns adsmnsnd 3

a £ v Y

A135197 3 wan1IeaeuAIdNUTEANSIdUNIveswlsUadendwmariealnuddlansegluures

[ 1

ninuusengninuazdndimitggunsalliuvianisdulvansunnuniuas uaz
ATIRFRUANLARAAdasUBdllnai oyl sEIny

Unstandardized Standardized

ANUFUNUS t P R?
B S.E. Beta
EMOSTAB — -0.024 0.048 -0.022 -0.497 0.619
EXTRA — 0.343 0.109 0.229 3.134%* 0.002
OPEN — -0.161 0.101 -0.103 -1.599 0.110
ADP 0.722
AGREE — 0.584 0.124 0.370 a.702***  0.000
CONSC — 0.520 0.146 0.351 3.567***  0.000
HRM — 0.160 0.068 0.135 2.349*% 0.019
ADP — TS 0.756 0.062 0.879 12.254***  (0.000 0.818

Chi-Square = 114.205, P = 0.67, Chi-Square/DF = 1.228, GFl = 0.943,
CFlI' = 0.992, RMSEA = 0.034
o fedndnmneadffisediu 0.001, * ffeddaymeadnfisedu 0.01, * Sduddyvadanisedu 0.05

MNPNTNT 3 HanIvadeUAEUsEAVBIdUNTBsYAANIW MIianisnInenTuyediay
anuannsalunsuiuslunsiouiidamadenusitlanseglusuvemiinauuisnduanuas
Fndmmiogunsallaifiudendsdummngaymaviuas wui

1. Yadomnuannsalumsuiudtlunsvhnu (ADP) dwasiormidlanseglumuvesmiinamy
(ITS) peafifoddayn1eadffiseau 0.001 fiAnduUseandidunnine0.879 Tneanuanansalunis
Ufustalunisvinnu (ADP) aunsneduismsiasuuasesasdlansaglunu (T5) l¢3osas 81.8

2. YaduduyadnnmuazdiunisuImaminensuyed (HRM) Sanduussansidunang
s 0.135 - 0.370 Tagyaanninduanudnlagdu (AGREE) dwaseausislansaglumuves
wiinay (ITS) egnsiifoddgmeaianiszdv 0.001 Tneflrduussanigaiian sesamnldunsua

aa

SuiaYeU (CONSO) dewmadaniunslansaglusuvesnidniu (ITS) egraildedAynadansydu
0.001 uazmuMsiUameiee (EXTRA) dwmasiaarusslansagluauveantdna (TS) sgraiifuddey
MeEDANTEAY 0.01 MUy diumsuImsninensuysd (HRM) danasoriunslansegluauves

niinau (ITS) egnefidedrdgynieadiansyau 0.05 lawliardaduussansaign Nallidade
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YAaNNIN 2 snunliidudAgymeadifsiediuusny loud yadnamlusuanulidunmiseisual

(EMOSTAB) wazmun1siUasuuszaunisal (OPEN)

3. UadeypdnnnuasUademsusmamsnensuyud (HRM) sauiuannuanunsasiuienis
Waruuasesauanansalumsususlunisviiny (ADP) swfueefosas 72.2

a. \flefansanauaenndeanaunduiudoyaidasedndwudn dndruseninean laaunas
fuseuasrdaszilan 1.228 Jetfesnin 3 dviliamnunaundu (CFI) fiAn 0.992 Farnndn 0.90 uil
Aarmeaaedeulunisusznaimaifines (RMSEA) fidn 0.034 Fatiosndn 0.08 frdudsasuld
PIULUUANUAITUSITIEMATeIUATNAIN N13IANTNTNEINTHLYEORAzANENTalUNTUTUM
Tumsvhauiidswasionnudislarseglunuvsminnuuidviudnuasdasminegunsailndi uvs

nilslulwangannunmiuas danuaenadenaunduiudeyadaszdny aunsaalananini 2

PERSONALITY

EMOSTAB

RMSEA = 0.034

-0.02

0.23**

-0.10

0.37%x*

0.35%**

WORK

ENV

PEOPLE

Chi-square = 114.205, DF = 93, P = 0.67
Chi-Square/DF = 1.228
GFl = 0.943, CFI = 0.992

0.70%**

0.14*

0.72

ADP

7 Yy

0.80%%*

0.88%**

0.82

0.82%**

RECRU

0.75%*

MOTI

0.77%%*

0.75%*

ANGA

0.86%%*

0.88%**

0.62%%*

0.80%%x

0.85%**

0.87**

ITS1

[TS2

ITS3

1S4

ITS5

ITS6

AT 2 NANITIATIENFULUUANFURNUSITUNANATDIYATNAIN N1TTANISTNTNINTUYBEUAE

ANEsatunsUsudlunsinundadonunslanseglunuvsninnuuTengngn

wazdndmiegunsallniuviaildueangauvmumuns
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MIIATANUFURUS I BeenvnYeIyAdnA M NsTaNTsMineInsUY¥duazANaLnTalunIs
UiuslumevhaudidsadenuidlanseglunureminmuuisninanuasSasminegunsailriiuvs
nilslulnngauvmamuas wuirlmuaenadosnaunduivteyalaszdng Usznousmetadeduns
UFuslunsvineu (ADP) fidsrasienrilangluau (T9) Bslussduszneuvesnsuiudilunsrinay
(ADP) Fosedaudsdanm 3 dauls andwiindudsdunafifidngeanio nmsususalidriuiiousannuy
(PEOPLE) dhummiidlanglustu (TS) Infesuusdauna 6 fauus fsudsamnjumlunmsufofo
(ITS2) AifiAmiminasdusenavguan drutlafefidmaronisusudlunisyiieu (ADP) Usgnaudie
Uaduymdnninuazdadunisdanisnsnensuyuwd(HRM) %ﬂumu{]a%’auﬂ%ﬂmwﬁﬁwafu 1367
w3 Usznausheduanuiilagdu (AGREE) Jadufuiiiiinduysyaniidunsgegn sesasnie du
S URAYEY (CONSO) waednumsDamedaios (EXTRA) aud1dy el faulsnsdansvinensayws
(HRM) Fidanasonsususlunisvihau (ADP) 1iu Fafesuusdana 4 dudsTasdmindaudsdans
fifidniwiingsando nisassmnuazAaidonninensuyes (RECRU)

aAUTIENA

1. Tun13053980UANNARAARBIVBIFULUUANMUTURUSITIALMAY0IYATNAIN N1TTANIS
nnensuyuduasauausalunsuiuilunmsinuiidmaneausidl anseglunuesmiina
Uitminanuardndimiegunsallwiwimiduwnnsanmmamuas lnensnsaaeuauaonades
naunduvedlunaiudeyadeusydng wuitlutudu Tuwadsliaenndomnauniuiutoyadnisedng
AAdelaaniunisuiulsalaeiasaianudulildludmyuiuarerdodudusulunandy
(Anderson & Gebing, 1988, pp. 411-423) wui1 fimnuaenadesiudeyaidssednuils Tnofina
A1sMAdauAILLTasiy (Reliability) wazAuiiondlasasng (Construct Validity) N153LAS18%
Hadeidedudu (CFA) dudinrinindovesesduszneu (CR) fudanuudsusiuadofiainld (AVE) e
A&aesvasanduiusgegn (MVS) wazAadufdeassuasanduius (AVS) iunasidmiunis
Anszsivanun (Fornell & Larcker, 1981, pp. 39-50) 1k danaldindinduussansiduniouasan t
vdainau widuiuUsildfiteddymeadfsesiudsany

2. MNMIANIANUFUNUSBAUNRVDIYATNNN NITTANITNTNEINTUYWEUATANAITE
Tun1susulunmsyauiidamadeaudtlaaseglunuromdnauuisndudnuas dn smie
gunsadlwihuimilsluamnganmmuas aansnefvmenaldded

2.1 thdsenuanmnsolumsuiusalunmsinuiidviwadenusdlansegluay
ynansidanuasalumsuiuslunsvinudidazdnareanudeanisasegluau Liles

shenannsiviuslumahauldfesinmuefonuiifuasUssiiufmuannsovomulosiioy
FrfuRauseluld lasesdusznovvesnisuiuslunsvihau loun msuduslidiuiiiousmau
(PEOPLE) Gaiflutladufithimiinesdusenougean avviouliiuisnnuguuesmsegviiunataiion
srmauiduiing mstifleusruauifezviliguaindnd annsoddenulunisiauia il
Foan1sardesnu Snvauyudinianuidnvaendeivisiiduinsuazminluaniuiiiiaud
Andiusfuilousmauiiaud enafuladeiilidnaulaiiosaseglunu dwlussdlszneudn
1 Ao Frumsusudalidrfuanimuandeulunmsvhau ENV) t eSuielddn mnaninuandenly
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aa v L4 1

nsieuliaenadestuanudeants desldarunsavialdegnadinnuaudad A35ni Awus
(2552, u. 68-76) waz 9152530 Dumwd (2562, u. 104) Wnandsdadugvingfiaztilugam
wolawagyinliyarainsaseglunuls sudislussddsznaugaiie aunisusumilmdiiuau
(WORK) mnlalanansausududndunisviinuls e1avilisvesnunlidinunin luldsuniseeusu
AeliinAuATen dauaziinadonudeinisasegluauvesynainsla wsglunisienu uywd
douspamsanudsalunuuasdoanslinanuvesmuiuiiveniulussdnis

2.2 YAANNINKAZNTINNININEINTUY Il BB nasiaauaunsalunisusudlunisieu

MnnanFIdenuin Jademeiuyadnamdisinasensuiudlunsiudsaenndesiu
n13fnwIves nd gy a1 (2557, w. 39-67) linandyadnainddnswadenisusuialunig
yhanllneannaansideiu yrannmiitnadenisuiuslunisinuussneulufeduaiudile
8 (AGREE) Baduguifiidudseaviidunisgeiian sosaenfe Fumnufuiinrey (CONSC) uas
AUNTLUANEALULDIN LAY (EXTRA)

semaiaulutagiuegvinunanannefifinaudsuuas iiaanmwndendinafusions
yhaniiu yaraiidyadnnwduaandlegdu (AGREE) geazansaseuiulusinuvesausoudis
dsne Fafudoudnualiiufazseniutensiasuuadldie Gnsd ufinan, 2556, u. 122-123) Audidl
yaannmUszianiazseunishauduii IWaududielunisieuing 4 168 fuualiufies
soufuUITing uvesdunnduuuufoa %QLLmﬂmqﬁuﬁﬁﬁqﬂéﬂﬁﬂwfﬁw U URuAF IRy
vssingiuvesmuvinty Fofugiifiyadnainlugiuainundilegdugs denamnsoseniunis
Waguwlasagfuslidrfunsiauldieg wazyednnmluduauduiavey (CONSO) 1u
anumsgniinluvid slsinnuddyfunisu foanuildsuueumneliduiagas wisuidunns
davhanunda dewiheuvesnuliadeanysal fiidyednamluiuigasiidmneidaiauuas
doenslidmanedulsraunudiia lnsasuansdennuanansoluniseuaunuioslda il
pAnmEuissindianua enlalddewii lifissdeulunmsvieu (hgy 95uln, 2560, 1. 189-210)
siiamuRinveUgs deanjaiuiazvialidugrs naliinaedeandyfunsiasundas vieas
fusush i funuildsuseumnediosafin

2L

AnsuaUNISIUALNEAULBY (EXTRA) L’f]uqﬂﬁﬂmwﬁmmmw%u%’uﬁ’uLmﬂmé’fu LAZNS
WaguwUas anansamduazifluglassalan (inddua 258, 2558, w. 110) Bnviayadnviiall 9sd
waslunsvhadesgviunandaudadululsneslasulssaunmsalvazanudivainnaneaudsay
I o & Py a ] a a Y [ a
Wuanuainisavesyana Jsianulululaganaziduyafnaimnaiuisadsudalaieiinnig

a < a YY) o 2 | (Y]
Wasuluag LLazLﬂuqﬂaﬂmwwmmmﬂiumiuﬂﬁma’mlmmLszmﬂu
drulusuanulidduaimisersual (EMOSTAB) avasunetian1suaneaninagluniznd
Aunaiy Wugngnnssdusedaiiladite Feonausngrslusauuinuaziiuaule deuyainnin
snupuliiuasenadiniseanseanistusuigausunsananulusun1sUsUAle (Andlua 258,
2558, 1. 28) {liuamsesusiuaziinesuaimaueaenillymvisesasuainaundy i
duiiionsualinuuinszanunsaseniulaieuasliveuuiviegUassanil Ay yadnainluaud
aldlefinasiamuatunsalunisusuaillun1s¥inawilnaannnistanaon e uaukaE A uUINEe
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TushunnsiUnsuuszaunsal (OPEN) usUnuuresaudifianunseiiedesulunisuans
Junns lnedfifyadnamnsdiadulszaunsalas wwaulaluddmivesadusiduuuiifuds
Asfuyadnnmnsliniulsraunisalimazaulavesdunianuaulannifufivay (McCrae &
Costa, 2008, pp. 139-153) ﬁmfuwm;:iﬁﬁqﬂaﬂmwé’wmzﬁé{aqLm%wﬁUﬂﬂiLﬂﬁauLLUaﬂ Yo
anunsauionald egfiususalduazfumldld enatusgfussduauaulalulsnduiiesiuiio
wnni deuyadnamluiudisilitnasonnuansalunsusudilunsvha

MHaMTITe M3dansnineinsyanatinasenuannsalumsuudalunisyinu dsns
%’mmﬁm%’wmmmuwéﬁfu Hudunuiidesdanisfunansznusing 1 fddeniineu stannsdnnisl
wilnnuansasuileduanimwasenlunsviinuy msdnwrigiadanazanuyniuveaningu
U MLazALUaansiY FrdumnasdmaiinisdanisfifuazwiitusonisUdeuuas azdae
amLLiﬂﬂmﬁuﬁﬁ@iaﬁmﬂmﬂﬁﬁ’;mﬁw‘ﬁluﬂ'ﬁa%’mLLiqgﬂaﬂumiﬁwmu (Binu, 2021, pp. 203-226) Fvaz
dwadanduatunsalunisysudrlunisvirauiudy lnsuSdngndnuazdndiniioaunsal
Tfuiedl Sununisdanimineinsuyusidanu sudsnslianuddylufesusseinialuns
vhau fmnuiduiinsuardasilininnuiimsiannsuenaus Tnsfanssuiifertestunisians
NINeINIUYwE (Ivancevich, 2001, pp. 127-550) LﬁaL‘%Sﬂﬁwﬁumummﬁﬂﬁ@mﬂmami%{]’a%
UsENBUMY NTATIMLAENITARLADN NS 133309 wagn1ssnwmineInsuyedauaInu
feosddsznouiifidndmiingsiian fe drunsassmuazdaiden (RECRU) mnesdnsiissuunsass
muazdadenda dexldyaansfifiannmuasiviauadfidunvinu msznsasmuazdaiden
Junszurunisifielildundsyaainsiifianuianuasnsamuizanivanusnianuzau iy
anmmnndeslunisviauld madinsdadenivunzan Tsdla uaziinsvihaudilaluu num
wihfegsdpaueuazfuitunyhau sgshlsmdnauannsadilafeulaluvihay Jaussslunis
vhousmiasusadunald Ssagsilimiinnuaunsauiusudinfunmsinulfisuesivssansam
@Wunun 1AW, 2557, U, 45-54)

psAUsEnoUiiddrsenn Aelusnuvesmsimumineinsuysd (HRD) minflimsduaduly
yaanstimstaunuesegetaseliesazsilniinauiuifenmimihlumhivasivyidsla
Tumshan msfauyaansashsaiaisliyanautazeudmndiluluaniusiigiu naonau
Pgliususlidniuanmundonlunmsvhanuldluenad (naune ASund wasAnfius awaian
AR, 2556, u. 525-540) Bnviensaduayunisiiousliuindnnudmaediulssansnwlunis
vhalddhe dawludumsgsle (MOT) fanunsnadisanufiselelunisyhauasyinliynainsud
flagdsui sousuidouluvosesdnisld eludesvasmislddinouunuimunzanivaiud
ANanansa MsUsziiuAmeuumuialauasidussy aonadoeiu ysdng dunsuas, AudU e
waziananwal InAafnRsuns (2561, u. 219-236) finaabiin nMsineAmoULNURdenAdeIty
mMsdsuulatuessniAinsosdin iiledismasliyaainslisuaneuununmmndnaLneLfing
fnelaiieameunnismsainludsnulagnadinnuauauanumnizanregiue ATesinegluday
I¢oghsniagy ¥SuAmeuumuiimngan swdonnasdnisiinszuiunsudladygmussyaainsis
Tuiunsyiuwasnslddinluesanisliednaninzan geuviliupainsanunsausudadiiunig
yhauldineiu Junssnwmsnensuyed (ANGA) Tiupannsdmsesinagivesinis iunisads
AguLazaienNaNnaluTInnsvhau nufinsdansanmwindeslumsvinuiivasndouas
Hunmsviauiifouneediald Fadulilufianmafetu naune #3ued wag Aednud aatafiAesh
(2556, 1. 525-540) Ainamidismssuiumaiteliyaansdemufaelalunisinu lngosinsle
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Factors affecting on consumer brand engagement and brand loyalty
in virtual brand communities on social media of consumers using

pickup trucks in Bangkok and its vicinity
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Abstract

The goals of this study are to 1) compare consumer brand engagement in virtual brand
communities on social media by income group and time spent in virtual brand communities;
and 2) investigate factors influencing consumer brand engagement and brand loyalty in the
virtual brand community on social media. The theory of social identity, the concept of
consumer brand commitment, and brand loyalty are applied in this study. 480 questionnaires
are collected.

The results show that 1) groups with incomes greater than or equal 50,000 baht had a
greater influence on brand engagement than those with incomes less than 50,000 baht, and
those who spent more time in the virtual brand community were more influential than those
who did not. 2) Brand community identity and reward had a significant influence on the
consumer's brand engagement. 3) Consumer brand engagement had a significant influence on
the quality of the relationship. 4) Consumer brand engagement and relationship quality have
a significant positive impact on brand loyalty, and 5) Brand loyalty has a significant positive

impact on repurchase intention and word of mouth intention.

Keywords: Brand Community Identification, Reward, Consumer Brand Engagement, Brand loyalty,

Virtual Brand Communities
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suRlugruLUsTURLadoudsuUledaiivy
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VOULUANTIAY

vouLuaduition

YUUUANYIANURNITUAULUTUATDIUS LA kagANANARBLUTUALUYLTULUTUALALDY
Bwesuslaadildsanszus

YBULYARIUUIEYINS

nquUszrnsiifsanszurldluaseuniandelugsin uazdifivnordoegluiuniiui
nyamnumuAs wazUsuans Wuanndnlugusuesulatdveswusudsanszus Sy, lnledn, Wosn
wadud iszsanszur danudidydossuuiasygiavessundlne MsnuuauvuEs waznishd
TAnusdnTu Tnvdusogameisnsduiegiswuudungd (Stratified Random Sampling)

NIBULUIAANTIY

waAnvesudde fldinannsmunmssunssufing i uaReuasnguiiieatuss
dnwalnsdsny Sndnwalyuvuuusud Uselowdfildsu uwnAnuasnquiiterfumnusniuiy wsus
vosffuslna uuaAnuazngufefuRIANveIANELTUS uuARLaguRsIfuALAnfse
wusud fideianesuenginssuduslnadislveuusud

Relationship
Quality (RQ)
Brand Community
Identification (BC)
H1 H3

Brand
Loyalty (BL)

Consumer Brand

Engagement (CBE)

Reward Hz

(RW)

Word-of-mouth
Intention (WOM)

Repurchase
Intention (RI)

ANT 1 NFOULLIAALUNITIVY
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NUNIUITIUNTIU

WUIAAINANBAIYUTYULUTUA (brand community identification: BCI) a¥195uan
mwgamaﬂwmmmmm (Turner, Brown & Tajfel, 1979, pp. 202) flofunein Auslaaiusegalaly
madiumuduivesiuedlgnsiuifauiungudasiionzianzasnuiaprunusudiaiousss
awmﬂmmumismmaamasugmmguﬂmmaﬁmu

HAYRIINANYAIYNTULUTUARBANNRNWUAULUSUAYRIUS AR

amaﬂwmmmmwiumLﬂummwmﬂaﬂ,uivmummauwuﬁ‘immmwiuﬂLamau%a PRlgY
iy muﬂmﬂmwiummiw 69 9 mmsmamaﬂwmﬁummmiumawiﬂmmuwwmm’]maﬂ
arandudvesiareuusus uazgumy mm%amawm%mmwiumLLammm’]maﬂsuamiiﬂﬂiu
mMadudunilavesuvuiianuadendeiu wasdiandniinlulufimnafioatu sinnsfnmenide
¥4 Kaur, Paruthi, Islam & Hollebeek (2020, pp. 46) ﬁﬁmmmamaaé’mé’ﬂwa}qmmwsuﬁﬁamm
wnufuLUsUAvosiUslaadlolfinnsdsafugld Facebook $1uru 602 AU HANNTANYINUTY
Sndnualyumunusuddsadeninderugniuiuwusuduesiusion diunsinyinavessndnual
qumwiuﬁ@iammrﬂﬂﬁuﬁ“‘uLLUW@?S{J@Q@U%IMTW%&% Fadums@nwianuduiusidonlosiu
seninsvesdndnuaiyuy LUTUAlLRAY 9 WU AnuduSavesnuTuATInTEUY ViensTinudy
nanfausudsanszusiiveulumeuin deazdsnalnenssiensiinaugniufuusus

Uszloniifiléisu (Reward: RW) sisanugniiuiunusudvasguslna

Jang, Olfman, Ko, Koh & Kim (2008, pp. 75) W8z Kim, Choi, Qualls & Han (2008, pp. 425)
a1 Usgloviflesu vaneds nmsldssaduitu metandale vienssuitennugnsiufy
LUTUATUUIUN YR TULUTUALATOUTTS T3 Kahn (1990, pp. 700) lévinnsfinwiwuin seduves
AUt uegfuauBnlugusunusudsusisslovifldsunield Tumandutudleduilnatuii
Uselawiilgsu LLaum':?aau%’umﬂsumjuLwiuﬂ‘aauiaﬂﬁLﬁi’hﬁ"mLLé’muv‘iﬂﬁ%ﬁﬂ’hﬁaﬂﬁmmﬁwéﬁ’w
uay memmmﬂwﬂwmnamu Faths St Tun sy Bvenavesyseloninlauromdn
1usumul,miumLamau%qmammwﬂwuﬂmmiumaﬂwuﬂm Fousrlowitlesuluiidoradululifves
mwmaﬂwwa%L;J@léﬂsniamaummLwamwau mawlmmﬂmmma wagluyurukusuAlaiiouas
mmmawﬂmwlmwLwiumms‘vuvmau suatelEuesing 9 mﬂLwiu@mvm‘lmammmu
$2nTY wazihludnisasesmnusniuiususualussezenla

wRUAIIER IR UANANTLAULUTUA YasE U3 1A (Consumer Brand Engagement: CBE)

neAnYeInIgnUlFTN1AE 1A MnyuNeIdinIAsTInaanats Taslanizng
azvieulifiuainauidonisnisnain (Hollebeek & Chen, 2014, pp. 149; Kunz et al., 2017, pp.
161) fnanuadaaugniiu lnsaniiezduiadoiaiulusunadnivomainssuveaduilana 1y
AT NRAELUTUS wana1nil Bowden (2009, pp. 65) 1MNTOULUIANAIIURNINUAULUTUAVDS
Fuslandn Wunszuaunmsmadsinedumsiidiusinesiuslnaitlugaiusnivesifuslnaii
AaUUTUA d1u Hollebeek & Chen, (2014, pp. 62) IHA1911AAIMUVDIAURARUAULUTUAYDY
duslaedn WuRanssumnsensual anuianudile wasngAnssuludeuinvesiuilan lusswinmie
L?’imﬁﬁaqﬁuﬂﬁé’uﬁu%mmﬁuﬂmw%‘aLLUiuﬁﬂmaLawwv waz Doorn, et al. (2010, pp. 254) 1w
1AAIUYIANURNTUAY UUTUAT LiJumiLLamaaﬂmwwqmmimmmuﬂmmmaLwiu@ma
amﬂsvﬂmﬁmsmuaﬂmuaiﬂmﬂwqmﬂsimmiszja
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Tunuideluasilfsaguewifnanugniuiu u s ud vesguilaawusudsanszuglaindy
audanudile Aanssumsensual anmevnsdalafivansesntudauinduuinniinisidiusu
wagiludnnudnfdenusun

LLmﬁmLazmqwﬁL?imﬁ’UQmmwmammué’uﬁus‘ (Relationship Quality: RQ)

A nvesauduiusidulassaiefiussneuiionadnsvesnnuduius Feazviouds
SnuarlnesinvesanuduiusuuunaniUdsu (Owyer, Schur, & Oh 1987, pp. 23) wiaziiaan
aulalumiteiRnfununmussnnuduiusinnuurgslidniadeifenuduiesty Tnefiinide
191 Dorsch, Swanson & Kelley (1998, pp. 138) uavinaaninaesauduiusidunisaidu
ﬂmmﬁmﬂ’us‘iw’m;ﬁsﬁyaﬁ’uﬁma Tuveuzdi Lages, Lages & Lages (2005, pp. 1040) Usziliuaann
yosmuduiusluldvesUTinunsuUstiudoya aunmnsaeans uazmufianelaluszeren dw
Hewett, Money & Sharma (2002, pp. 230) na1894 m’ml’?’nﬂaLLasﬂmuguﬂ’uLﬁuﬂizLﬁwé’ﬂ%m
A mvaImLdius vielunAdetimneds muduiudseviusudtuguilan

midsluedsilasuuunfnamnmvasnuduiusidd uorsual enuddn arude way
mnulinslafiguslanfiseuusud dadunisfnuaunimanuduiudvesiuslnaiifousanszuzlu
fusine 9 1 MsldsunsuitResadufimwannninguilaanedu fuususnsafuanumans
Tusdladedels Wusu

LLmﬁmLawqwﬁL'f”imﬁumquﬁ'nﬁsial,wsuﬁ (Brand Loyalty: BL)

Oliver (1999, pp. 41) 85UUHIAIUANARBLUTUAIN Lﬁuizﬁummé’uﬁuﬁ‘ﬁ;:iﬁimﬁﬁiau‘%ﬁm
Tnelsiavlaguastusedu iWummmgniussrinsgliuinistugfuuimsiidnginssude wielduins
otvahiauefsnnuifidlanaedumuduiudideuaninliguilnafennuddlanduinte wield
uinsidnluafaselumnmanumuissanssaiifstestunnudndvouusudiiiiunnudn dd
Antulusduimnuemans 1 muidde LLazgﬂﬂa'nﬁqmmzLﬁquﬁﬂﬁumméﬂﬂmiﬂﬁumgm}gw
waznnAnssuauadlalumsuendouuuindeunluuunveseenilay uazosulatiuumunusud
GHRIVORN

Fadunuideluedsidasuamnudnideuvsudléi Wunginssuesuilnadiivimuadiisse
wusus amussiuegsandslunsiisdondndusivieuininiudndneds vienginssumsuanse

ﬂ'a’]w??ﬂﬂumi%a%ﬂ (Repurchase Intention: RI)

nsfifuslaainrudilafiasdosnsuduusudlanusuduisduuuiuniiAatulivestn
dosnsasudifunindauiifisadeuinsgsnsindulatousazaiafesiiliiauselominsldaud
duA1a3e 1 fefunisnduandet lususudifuiadudosnudnfdewusud arwdilalunisded
wneds mnudslafiasdenandas vsouusustudundiiaes viewnnnin Filier & Lin (2017, pp. 140),
Won & Kim (2020, pp. 200) wazChen & Chen (2017, pp. 550) léleuarnunslalunisdesnin
aadululslunsiivedendnsusmidunusudiudnads amuddalunisdesidususdfin ves
fignlufifvosnuinideuvsudidosnnguilaafinnuyniudvuusud ffueuidslunsdas
arusilatodlaindunginssuvesiuilnafifimnuusrasddonandasivionisuimatudneds vio
wnnin Wnelufidmnedinsdesonszundufuiiaesdomnnindy

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 73




anunslalunisuanda (Word of mouth Intention: WOM)

nsuensie lagvlumneds deyaiidomslaensdluiifuilnaseduieaiunanius vie
LUSUA lnglaniganauUn M3U3Msilasau (Hennig-Thurau, Gwinnere, Walsh & Gremler 2004,
pp. 39) mi?{amﬂmamqLLUUU@ﬂ@iaﬁéwﬁwaﬁaﬂ'ﬁﬁﬂﬁﬂaﬁuaa;ju%lmiumiﬁ%%ya LazAINM
fndvouusud danunindedennninislavanludeds 1 esanfuslaaduwliuieziiely
AnwAniuresuilaasiedu 9 MAsafuwusud wiemsuinislaianizegiedaninyanalu
asauasselinulngdna (Bickart & Schindler 2001, pp. 35) Fafawideves Yildiz (2017, pp. 81)
AfnwravesnanmnsUInsifidenafianelavesgni analinde enudnfivesgnén uagns
vonsie nslduluuidmvudeiidndunsluyssmnansi nan1sfnwimudn auamnisuInisinad
soAufienely wazaulingda anudianelanasanulinedalinafisieninudngd wagarudnalina
Ran1suanalugauIn mu%’aiuﬂ%u’mfagﬂﬂfsméﬁjﬂ%aﬂﬁaié"jﬂ Hunginssuvesuilnaidan
UsvasazAeansdoyaludefuilansedu 4 amslugaiduresndndasivianisuinmsdu q laelu
fitimneds msveniuusudsansrusdiauaudiillansiuesndls msartelldnuniell

Fadurnmsnumuenatsuazeiddefiiendes awduliidndnualrusunusudiiainedy
NAnguisndnuainiedeny Feosureldinduilaaiussgalalumaifinanudusivesesatia
ArEITLETENGs Sodng wasdimumneduiulaaannisdniimeglumumunusud dsaenndos
fuiaguszasdndnvesuvunusudiaiiouass iwuieaiudsylovdildsu waznissusifudansedu
msensusiuarislafiazdsuatsrnuynifuiuuusudveuilan Jsmnugniufuusudvesiuilan
fifstududsnaognandonudiiareauusud Wy maiulavessenune nisanduny n1sUende
TuBsuan mssradefanusud anuanansalunsyhilsimionin wazanufndsouusud fithlug
nRnssunsgeLazmninaufinelannmsiduususiurrdmaiinisnduindeslueuiaande
nsuensoyanaseudnsliulduusudifiontu Tnegiselsmiumaniinanundrsfuinussgndudn
UsuliilmnuauysaiuazidhfvudunaAdeivhnsdnululssmelne Sadufiinvesnsihnside
meldnseuninAadanmi 1 LLazﬁmuﬂamagmmﬁf{ﬁ’aé’aﬁ

HUNAFIUNTIAY
AUNAFIUNITITY H1: SndnualyuvususuAluguyuLUTUALEL Ul nsnaludiuineg

v o w

UYdA Gl@ﬂ’)’]llNﬂWUﬂULLUSUQﬂJE’J\‘iNUﬂﬂﬂ

a

AuLAZIUNTITY H2: 1JiuiwumlmiUGUaaamw%ﬂiu'*qmuumuﬁmﬁauﬁﬂﬁﬁmwaL%qmﬂ
ag it AtyronnukNITuiULUTUAYRIRUILAR

AUNAFIUNITITY H3: AnuynuiuLusUAveduslaaiiansnadeuinegaiided Ay iu
ANAMYDIANUFUWUS

AUNAFIUNNTITY HA: AnIMYIRNduiustanEnauinegeliludAyiuanusingse
WUSUA

auuAzIuN1TITY H5: AnuEniuiukusuavesuslaalsvsnalsuinagedldedAg v
ANUANFRBLUTUA

Y

AuLAgIUNTITEY HE: AmusinAdalusuAtBvEnawsuIneg e dgiuauadlalunisios
fala a U o U U

ﬁllllﬁlﬁ’mﬂﬁ’]%ﬂ H7: AUANARBLUTUAN DVE WA SUINBe il tud A iUuﬂUﬂ’J’lﬂJG]v\‘lsL"ﬂuﬂ’ﬁU@ﬂGi@
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521U8uIFIY

UsEynsAnwiuasngunlagi

mfoadsilidumsitodetnalnelduuaouni ngudwanevesreunuuaounimug
filsnsudldlunsouniaviolugsialasianizannssusuasdiin ordvogluiiufingamumuasuas
Vuamaduandnluyuwuesulatvosudaziusudsonszuy lngndnmsdmuaiiegafivngaily
N1yiATIERdayanlefluuItaeaun1slaseasie (Structural Equation Model: SEM) ngusieagna
AITEFIUIL 10-20 i1 vessuIusnUsTigeen1sia Bollen, 1989, pp. 310) R RTGE DR FIRIE,
fravun 32 Fauds ifedenvwindaegng 15 wihdddndusegieiaiu 480 s TagldiBnsdy
éffsasimmu%guqﬁ (Stratified Random Sampling) Na17A® L?;Juﬂmjméffaaai’mmﬂﬂismﬂiﬁi%’imszuz
futsgrnsitlaldnamiolildldnareglugurunusudiaiousss Feannsoduunsendudugd
dielideyalléfiaruasuiu aseunqy uandelidusunuiifvessseins Selumuiseiuengy
Mog1gagTUUNALLUTUATANTEUE kazn1sldiategluguvuwusudiaiiousss lngldngudieen

[ %

VAU 480 Mogne uazdeyaiin1suaNUauuUni (Normal Distribution) Aeuandlun1sned 1

M13199 2 NSUUINAUAIDENS

BRAND N5 YN UTUAA T U 59
Andn 1 v/ o : o 99 o
% 1-29.4/9 | 210912 9.4/ Lailgild
TOYOTA 39 30 33 18 120
32.5% 25.0% 27.5% 15.0% 100.0%
ISUZU 22 30 56 12 120
18.3% 25.0% 46.7% 10.0% 100.0%
FORD 54 25 35 6 120
45.0% 20.8% 29.2% 5.0% 100.0%
MG 36 38 39 7 120
30.0% 31.7% 32.5% 5.8% 100.0%
3 151 123 163 43 480
31.5% 25.6% 34.0% 9.0% 100.0%

A A A a v A o

nsesdianldlun1sIeuaznisnadauLniasiie
wsosenldlunisiiudoyaidunuvasun uilaainnisnuniulssanssy uIde U9
LONANINITIVININIUYsEIA Lazd1alssmanaonnaeiuingUszaan1side Tneuueriniy
ponilu 4 diu Usznaumie 1) anvauenausznsmans W we 818 @a1unIn sEAunISANY
91T waz1eld 2) waAnssunisidenldsanseuy 3) Teyanislululiaiiiiie 4) AuadugnRuiy
¢ = aw A v ¢ ¢ % a P ¢ & o A %
WUSUA Fanddedlalduusunsanseuy 4 wusue Usenousie 8gy laledn Weosa uawvidud eld
asnunseslienldlunsiiudeyadaduuuuasuaunliannnIsnuniIuIssanssy wekuUaeunIy
dalifideavigyUsediu iWumsussifiuanaudadiu waznsindulavesdidionsiy ndswintun
wuvaaunulunaaay (Pre-testing) AUNGNAI0E19 30 AI8E19 LNENAABUAIINNEIRNTILALTIITOU
97nA1 Factor Analysis @7UAMUUNLTDH0VOIMUUABUNILTADITUIINAT % Total Variance hagnis
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TS nsmAduUszans asewtadan (Cronbach’s Alpha) Tnedl 7 dadendniduesdusenau an
AU Iudnds 32 A1 wazAIlaA1suINN11 0.7 (Hair, Black, Babin & Anderson, 2010) 34
folarnduluvasuauniinnuiense kazianuuedesausuls Jwmanlasanandunisned 3

AN5199 3 HANISNAFDUAINULNLINSILALANNUILT D B LAUBILUVADUNY

Factor %Total Cronbach

Variable
Loading Variance Alpha
F1: é’ﬂé’nmﬁﬂgu%mmiuﬁ (Brand Community Identification: BCI) 0.7776 0.9277
b1. ANUAUSIVRITANTLULLUTUA X ABAUdNSIvesdu 0.8705
b2. lefeuiurusansyuzuusus X wiloududriudududmiusu 0.9095
b3. Wledunafiesanszuzuusud X Sufnagnadn 13" 1nndn " 0.8791
ba. Suaulawniaududnegislsiferfusanssuzusus X 0.8869
bs. 5uﬁmm§ﬁm’7iﬁﬁiaiﬂmzwLLUiué X 0.8624
F2: Uselewiitléisu (Reward: RW) 0.7081 0.8933
b6. UBBUTANTEULLUTUA X NS 12y IASUNEnNEY 0.8236
b7. duneleeghannifletieglusanszuzuusud X 0.8178

b8. W eUA NV UNVEUTANTLULMUTUR X T vauanuaslUslatunilly  0.8822
b9. sanszuziusun X nszfulidulidnsulneldowuenilulselowiiudu - 0.8793
b10. erlifivatausiAeainsanseusiusus X suazliiduaundndnsely 0.8013

F3: aAnugnuiuuusunvasguslna (Consumer Brand Engagement: 0.7738 0.8956
CBE)

b11. NsiSenauAzINTANTEULKUTUA X vilvidunela 0.8809

b12. FuiAninUszaunsaluusanssusiusud X (uiiumela 0.9100

b13. sansruzkusua X iliduidnangila 0.9045

b14. sanszurkusus X vnlsuiidiusluvasiitinsindedene 0.8203

F4: AMNTNYBIAUTURUS (Relationship Quality: RQ) 0.7700 0.9495
b15. sanszuziUTUA X UftRreduludnuns fiewannninduilnasedy 0.8344

b16. IANTLULUUTUA X ATINUATIUAIANIIVEUNNYTENT 0.8736

b17. sansruzuusud X Saulusdlawasidedold 0.8842

b18. sanszuzuuTua X finuvasasnslunisldau 0.8760

b19. dunslatunisdedulaldsanszuziusug X ulaunasn 0.9079

b20. sanszuzuutua X aulilalaae 0.8837

B21. SuaregiuTANTHULILUTUA X Nurasaninuasianiie 0.8810

F5: AuAnfnauusua (Brand Loyalty: BL) 0.7939 0.9336
b22. Susenuuzii sansruzusus X Tifuaseundiuasiiiew o 0.9078

b23. fubuAfirldsanszuzuusud X delulusunan 0.8981

b24. SunsdluiBeusumuusudenulativessanszusuusus X luaduioly  0.9078
b25. SurBafnfusanszuruusud X uiihduarldfudaauediindianse 08569
ATLULUUTUADY  Ainu

b26. SuRzmuNTaTiA 9 ReafusanszuguTuA X’Lummgﬁ@aﬁ’mﬁau 9  0.8834
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15197 3 (79)

Factor %Total Cronbach

Variable
Loading Variance Alpha
Fé6: Aunslalun13¥esn (Repurchase Intention: RI) 0.8684  0.9239
b27. Sudilafiazdosansruziusus X donase 0.9211
b28. Fup19erTeTINTTUTHUILA X Honase 0.9350
b29. SuBuiifivdesanszuzuusus X danads 0.9393
F7: anunslalunisuanda (Word of mouth Intention: WOM) 0.8836 0.9340
b30. Fuymerlsd 9 Aeafy sonszuzuusud X Winuduils 0.9291
b31. Funuzihsanszuzuusus X Iifugdy 0.9562
b32. SurrveniieunazyRliEonIanssULUTR X 0.9346

it 2 Fifeldlenesidaluladovesesdusznawis 7 Yade wernmsiadia
fsnss wuil Aenuissmsavesuvasuamded luldiunduneans S1uau 30 fetns wazngy
a8 $1uan 480 fregne dAauiisnsaveswuuasuatl Tnefanuuiazduilefinnsanen
dhminaetlady (Factor Loading) fisvsumnuiisemssnnnin 0.7 edeinduusil aruduiudfunn
ansasundussAusenay wartadeientuls

NaNFIAIERAIm T eieldueuuaeUnuiiAn % Total Variance UaaUUABUN ISR
F1u 1101 0.7 FaravesAndunsyAnivesnsouuia (Cronbach Alpha) TasiuuaOUNILT 2 nauiAn
mdiense fe 11nnan 0.7 Tasauudnvudeuauildlunisiseiifianuiiswss wazaau
UnBetioldlunnilade

nmsAziideyauazafndld

fAfoiuiunsieneiteyalasutadu 3 duseu fil

1) N33R Ty ALBanssauT (Descriptive Analysis) Na1389AMEN YU TaYANIS
Usernsmans dadudeyaiosiuresneuuvuasunuiiiuguilaaldsanszus uasdiluiid
Pulugnruwusudiadioussaludoyadiu e 018 ao1unimnisausa szaunisfinen sele
wAnssunsltsanszuy wazdeyansliludeaiifie neltiedosdedeanusadudunimannmas
YRINAUAI0E19 BUlAuA MIAILIUMIAILINLIIAINE (Frequency) A15euay(Percentage) Atade
(Mean)

2) MTIATIEReIRUsTNeUENd1579 (Exploratory Factor Analysis: EFA) uwdaldmduuszans
(Cronbach’s Alpha) 3iasnziiaanuindeioldveusasYade uaven Variance Tun1sinsnezsian
ALUTUTILYe s meuTilFnd LU suRazs

3) JiserANNduussEnifwlsang o lngldadflaoyunu (nferential statistic) Aae33
UIZaNaUNMIAILUUT1a03auN13lAT98319 (Structural Equation Modeling : SEM) aaaluswnsy STATA lng
wiadunmsmeaeulunasamiingudiegadnnu 480 fegs wazduunmaveaeudungudssmungy
eldl ms1gIrsziuvesselifiunntsiud sassr Ut ULUTLS wagduunmaungunsldnaney
Tuguruuusudiatiouats wnzimailtlugmuusudiadoustoioluludvafifvdmadenuynitu
Fuuusud aenadasfiuiuieves Kicova, Yaman & Kose (2018, pp. 265) fifnwniladeiadiaay
yiufususudvesiuilon uazauddlaeveseeulaifmuitamugnitufuusudunnsafunia
seiuemelfisssernailfogluludeaiife
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NAN1539

dnwniziiluvasnguiaging

Fnwagialuvosnduiiosns 480 #9819 angneunvuasuaiuanuana iy
wusuAsanszue lalesn By Wodn uazdud wusudag 120 feg1e wudl dwdlngdumamnediua
296 Au Anluseway 61.67 Auergeglutiseny 25-3¢ U 91w 155 au Anlufeway 32.29 Au
anunInnsaNsa wudl Jaotusaimlan 1w 243 au Aedudesas 50.63 Aun1siine wui
finsfnwiluseduuSyang shunu 289 au Andufosar 60.21 dusieldadenui dxeldiade
aglumna 15,000 - 30,000 UM $1uIu 189 AU AnluFawas 39.38 deyanisliludeaiifie Aunis
Tdnareglugnvuiusudiaiouats wudl geauiuuasuaiuienaauitldiiaiuinndt 2 v.u./5u
1 163 au Anluiosaz 33.96

NANITUIZTUIUNITAMUUINABIENNTIATIE519 (Structural Equation Models)
Junsasizianuduiussznineiaulseng o Tdedfidseusnu (nferential statistic) se
WszuamsAuudassaunsiassaiglagldlusiunsy STATA

A157197 3 NANITUTTUIUALUUTIADIEUNITIATIES (SEM)

Spending Time in Virtual

Variable Total Income Community
Inc. < 50,000 Inc. > 50,000 uT NT

CBE

BCl 0.6204%** 0.6314%** 0.5832** 0.6666*** 0.2556**

RwW 0.3637*** 0.3565%** 0.3767*** 0.3493%** 0.6752%**
RQ

CBE 0.9792%** 0.9763*** 0.9920%*** 0.9777*** 0.9254%**
BL

CBE 0.2107*** 0.1697*** 0.4643%** 0.2688*** -0.6478

RQ 0.7332%** 0.7542%** 0.5525%** 0.6854%** 1.7045%**
RI

BL 1.0038*** 0.9852%** 1.0716*** 0.9881%** 0.9838***
WOoM

BL 1.0372%** 1.0424%%* 1.0221%%* 1.0247%%* 1.0050%**
N 480 366 114 437 43
Log likelihood -16090.058 -12302.241 -3711.4342 -14475.08 -1442.627
Chi-square MS 2535.554%** 2243.464%** 1252.784*** 2280.391*** 1022.358***
Chi-square BS 18015.157%** 13980.878*** 5117.161*** 14607.945%** 3247.309***
RMSEA 0.097 0.103 0.124 0.096 0.170
CFI 0.881 0.868 0.828 0.871 0.795
TLI 0.871 0.856 0.813 0.859 0.777

"p<.1, p<.05 " p<.01

U186 BC(Brand Community Identify) = §adnwalyuyuiusun, RW(Reward) =
Uselewudila sy, CBE(Consumer Brand Engagement) = AUKANUAULUTUAYBIFUTLAA,
RQ(Relationship Quality) = Au&uiusiTanunIN, BLBrand Loyalty) = A3uinAfawusus,
RI(Repurchase Intention) = A111IRelade waz WOMWord-of-mouth Intention) = Audslaven
se/ M3ldianegluyuvunusumaiiouass UT = Tdan uay NT = Lilaldiian
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Relationship
Quality (RQ)

Brand Community

Identification (BCD :{
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=/
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Consumer Brand H5

\ 4

Engagement (CBE) 0.2107%%=

Reward
(RW)

Goodness of Fit Indices Repurchase Word-of-mouth

RMSEA 0.097 Intention (R Intention (WOM)
CFI 0.881

TLI 0.871

SRMR 0.252

cD 0.995

Chi2_ms 2535.554

Chi2_bs 18015.157

AN 2 HAN1SUTEUIUAIMNIUBLUUINADSASIAS 199NN TBULUIANIIUITY
P11: IINATIVY

AIdelAauuUTReEUNslATEiINNTBULIAANTIRY asauuRgIuNMTITy MTesen
Yoyalduadmned 3 uazami 2 Ssesureradina ildn wuusrassiiaradudaduienudisy
Isvestioya (Goodness of Fit Indices) maaiAfidudiuanuidedelsivesuanisuszannumuuudiass
Tnemudn A1 Chi-squares MS A 2535.554 wazen Chi-squares BS ilen 18015.157 Fasisaaaiian
ogailifudfgyneadiafisziu 0.01 enafumszdfneunuvasuamdiuiuinn Ieiiliafaingnd
Wodnfgy eeg9lsAnuiian Comparative Fit Indices (CFI) iU 0.881 @1 Tucker-Lewis Index (TLI)
WA 0.871 aaniildlndiAsainasidnsdadi 0.9 uazaiCoefficient of Determination (CD)
AU 0.995 gandnnmiensds @audn RMSEA Winfu 0.097 sndinasisnsdausianansnasug
anuudsUsuvesieyanguinegidldlusedunis uazlunanisuszanmnisAuvudiassannis
TassadesnmuimnesdlseneviimuaenadosiununsounnanmAiduodsiiidfameaian
szAU 0.01 dunan1suszanunsAuUTIaeaunisiaseasdunnunguela (Income) wag
nqun1stdirategluguau wusudiaiiouass (Spending Time in Virtual Community) U149
psfUseneuiiliaenndesiunsouninin uazauufisun1ide Seanunsoesuielasei

9ne CFluag TL #il#laifs 0.9 atlenadummgiemidoilfesnsliungfnssuanuunndaszaiiengu
eehsilduusudsanszugens 9 Aunguildnauarlilildnaegluymunusudiaiouats Jauusudsausazuy
sudildnvaiznisaiagusunusudialouaisiunnsnaiy Fatuenliadsnaamninnmst suiwaes
wuvaeUaLaTAALATUSTLAT A LLAns ey
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Abstract

This study examines the marketing mix factors of vitamin water and drinking behavior
among teenagers in Hatyai Municipality, Songkhla Province, and investigates the causal
relationship between the marketing mix factors influencing the behavior of the frequency of
drinking vitamins water. The sample of this research included four hundred consumers who
have ever bought vitamin water three months ago aged between 17 and 27 years in Hatyai
Municipality. A questionnaire was used for data collection. The statistics for data analysis
included percentage, mean, standard deviation, skewness and kurtosis. The hypothesis testing
was multiple regression analysis. The analysis results supported the behavior of drinking
vitamin water as follows: (1) there are four factors of the marketing mix; products, prices, place,
and promotion. (2) there are two factors; price and promotion had a significant and positive
effect on the frequency of drinking vitamins water among teenagers in Hatyai Municipality,
Songkhla Province. Managerial implications concerning the frequency of drinking vitamins
water are drawn based on the research findings, and suggestions for future researchers are

presented.

Keywords: Marketing mix, Consumer behavior, Vitamin water
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2) 5181 (X5) .203 126 2.313* .021
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4) ANSALETUNITRAIN (Xa) 471 206 3.034* .003

R? = 0.205, Adj R” = 0.042, SEE = 0.788, F = 4.337, Sig of F = 0.002
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* AtludAgynsadanszau 0.05
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Abstract

Spa and wellness sector earns a significant income comparing to other tourism-related
businesses. A spa business is considered a popular activity in Pattaya city, one of the most
popular destinations in Thailand and ASEAN, for both domestic and international travelers.
This study aimed to discover the important service quality factors shaping the spa-goers’
satisfactions, while senior spa-goers and non-senior spa-goers were explored and compared.
The adopted SERVQUAL concept includes with five dimensions, namely, tangibility, reliability,
responsiveness, assurance, and empathy. The current study employs a mixed methodology.
The qualitative study was conducted by using the netnography approach with opinion mining
technique to analyze the online review, develop the word cloud, and identify the key themes
of spa service quality in stage 1. The findings from stage 1 are utilized as the recommendation
for the questionnaire development in stage 2. In stage 2, the quantitative analysis was
employed to examine the experienced Pattaya spa-goers’ satisfaction toward thier spa
experiences by using Confirmatory Factor Analysis (CFA) and ANOVA analysis to compare the
findings between senior spa-goers and non-senior spa-goers. The findings reveal that there are
some significant differences between two groups, which contributes to both theoretical and
practical implications. The limitations are the particular setting of focus destination and

samples, while future research should overcome those issues.
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Introduction

ASEAN region has become the world’s popular destination for travelers around the
world particularly in the last decade, which inspires the creative innovations and tourism
activities among service providers in the region. However, the world tourism industry has
collapsed due to the world pandemic crisis of Coronavirus Disease (COVID-19) since in late
2019. It affects tremendous economic downturns; vital loss of employments in the tourism
and hospitality sectors; and the inevitable severe situation in spending on public health which
is hardly to cope with by the high number of infectious cases. The herd-immunity is expecting
to be established after at least 70 percent of all citizens are vaccinated (World Health
Organization, 2020) and travel restrictions should be able to relax and tourists are expected
to return gradually. In Thailand, the tourism and hospitality industry are looking forward to
welcoming visitors from both domestic and international markets under the declaration of the
government’s regulations of the Amazing Thailand Safety & Health Administration (SHA) by
the Ministry of Tourism and Sports (MoTs) and the Ministry of Public Health (MoPH) in 2021
(MGR Online, 2021). Such regulations should be strictly followed by tourism business-related
operators in order to open up for travelers as a new standard for all tourism-related activities
and services in Thailand.

In the last decade, more and more world citizens have become health-conscious, who
mainly concerned about health and mind well-being, besides the new normal behaviors
resulted from the pandemic crisis. Spa is considered as one of the popular tourism activities,
which is considered as wellness tourism. Initially, spa refers to physical and mental therapy
using water, with, in some cases, herbs, ingredients, or massage techniques. Global Wellness
Institute (2018) stated that spa is a subset of ‘wellness’, which is the activities relating to the
choices and lifestyles that aims to improve the individual’s holistic health, mind, body, and
soul well-being. Spa business can be categorized as follows: day-spa, destination spa,
resort/hotel spa, medical spa, mineral spring spa, club spa, cruise spa, and cosmetic spa
(International Spa Association, 2020). Statistics of the global wellness industry shown that the
overall wellness tourism earned US$639 billion in 2017, while the spa market is accounted for
USS$119 billion, which has increased 6% annually at the in 2015-2017 (Global Wellness
Institute, 2018).

In Thailand, the growth rate of spa industry is 8% and accounted for $1.32 billion,
which is ranked the 16" of the world and among the 5" of Asia-pacific continent, following
China, Japan, India, and South Korea (Global Wellness Institute, 2018). According to the Health
Establishment Act 2016 by MoPH, 3,003 registered businesses and approximately 70,000
employments in the spa market (Pakdee, Aswin, & Siridech, 2020, pp. 1149). About 90% of
revenues were generated by international tourists, which East Asia tourists from China, Hong
Kong, Taiwan, Japan and South Korea, and tourists from western countries are the main target

group for Thailand’s wellness tourism sector (Pakdee, Aswin, & Siridech, 2020, pp. 1149). In
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addition, the segment of spa business in Thailand is mainly including spa and massages (23%),
medical services (75%), whereas its market can be classified into four target groups as (i.)
international tourist arrivals particularly Chinese, Taiwanese, and Korean visitors (ii.) aging
people (iii.) job-stressed new generations and (iv.) potential or high-purchasing power customer
(Marketeer, 2020).

The spa-goers’ behaviors are vary depending on their lifestyles and demographics. As
one of the spa target groups, the aging people are 55 and above, the baby boomers who were
born in 1946 to 1964 are the largest group. While the job-stressed new generations group can
include Generation X members who were born in 1965 t01979 and Generation Y who were
born in 1980 to 1994 (Berkup, 2014, pp. 219). According to the spa usage of different
generations, baby boomers, Generation X and Generation Y are recent significant purchasing
power groups (Mondok, 2019, p. 23-24). Moreover, Gen X and Gen Y become the core wellness
tourism demographics who seek for outdoor adventure, environmentally friendly properties,
voluntourism programs, and fitness/yoga classes and facilities (Global Wellness Institute, 2018).
This group is also the strongest spending power for spa treatments, retails and gift cards, while
baby boomers still prefer the most is traditional spa resorts in choosing spa services
(Donaldson, & Carter, 2021). Therefore, three generations of spa-goers which include baby
boomers and Gen X and Gen Y will be focused on this research.

As spa is a ‘high-touch’ service that encounters directly with the customers who have
expectations to receive the delightful experiences and good value for money they spent. Also,
customers have different preferences and expectations of service. The customers who have
potential to spend on spa products and services, which included baby boomers, Gen X, and
Gen Y should regularly be investigated in order to understand their preferences, needs, wants,
expectations, and satisfaction levels. Thus, in addition to the investigation, recommendations
and reviews from experienced spa-users can help spa businesses to improve their service
quality. However, customers’ perspectives of service quality and eWOM in spa business are
limited in hospitality and tourism, and Thais rarely have been studied as sample group.
Particularly, in the Pattaya city context as located in a strategic location and well-known as
the world destination in a scheme of Creative Spa and Wellness Thailand 2019. This can
support the competitive advantages of the location and competitiveness of spa entrepreneurs
toward local income generation and employment (Pattaya Municipality, 2019). Therefore, this
study aims to examine the eWOM and service quality dimensions, specifically from previous

spa-goers in Pattaya, Thailand, as the case study.
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Research Objective

1. To explore the eWOM from experienced spa-goers in Pattaya, Thailand.

2. To examine the service quality from experienced spa-goers in Pattaya, Thailand.

3. To compare the satisfaction of service quality between senior spa-goers and non-
senior spa-goers in Pattaya, Thailand.

Scope of the Research

This study is designed to understand the factors of service quality of experienced spa-
goers among generations in Pattaya by employing a mixed-methodology. The qualitative study
was used to analyze eWOM from experienced spa-goers in Pattaya by applying a text mining
technique. The quantitative approach was employed to collect the survey from the
experienced spa-goers’ satisfaction in Pattaya. 400 samples with a range of ages between 25-
75 years have been determined as total sample size. The data was distributed to Thai spa-
goers in Pattaya during 1 April to the end of July 2021.

Conceptual Framework

According to previous studies, the current research borrows the fundamental
framework of SERVQUAL introduced by Parasuraman, Zeithaml, & Berry (1988, pp. 39). The
questions guidelines suggested by Parasuraman, Zeithaml, & Berry (1998, pp. 457), consisting
of five factors of SERVQUAL (reliability, assurance, empathy, tangibles, and responsiveness)
were borrowed to investigate the service quality of spas in Pattaya context. The spa-goers
were classified into two groups, including senior and non-senior spa-goers, to compare the
satisfaction levels among diverse groups (see Figure 1). The research questions of this study
are 1) What are the experiences of Thai spa-goers towards the service quality of spas in Pattaya,
Thailand? and 2) What are the different satisfaction levels toward the service quality of spas

in Pattaya, Thailand, between senior and non-senior spa-goers?

SERVQUAL

Tangible

> Satisfaction
Reliability
Responsiveness
Spa-goer group

Figure 1: Conceptual Framework
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Literature Review

Service Quality

The service quality structures have been developed and revisited by many scholars
(Garvin, 1988; Gronroos, 1988; Parasuraman, Zeithaml, & Berry, 1988; Lehtinen, & Lehtinen,
1991; Dabholkar, Thorpe, & Rentz, 1996). According to this, its conceptualized by Parasuraman,
Zeithaml, & Berry (1994, pp. 207), as a different perspective in order to define the gaps
between expected service by performance and customer’s monitoring and evaluation of
perceived service that came from the service provider (Shahin, Mahdavi, & Shahmohammadi,
2017, p. 97). Also, the service quality modelling is aimed for examining the level of customer’s
satisfaction either or dissatisfaction (Boon-Itt, & Rompho, 2012, p.56), where comprises of five
dimensions: (1) physical evidence and appearance (Tangible); (2) accurately performance with
standardization (Reliability); (3) fast response and willingness of escorting incident
(Responsiveness); (4) competency-based accountability in any conditions of standard
operating procedures; SOP (Assurance); and (5) understanding how to identify towards defining
the customer behaviors to take corrective active with flexible solutions (Empathy).

According to the scaling to measure service quality in different ways, there are lots of
tourism and hospitality scholars to do so. Minh, Ha, Anh, & Matsui (2015, pp.90) investigated
the service quality performance of the hotel from customer’s perception via SERVPERF scales,
where Salazar, Costa, & Rita (2010, pp.1) studied its evaluation scaling on consumer behavior
in the associated firms. DINESERV was modified by Markovi¢, Raspor, & Segari¢ (2010, pp.125)
for measurement of the customers’ expectations and perspectives in 32 restaurants in the
Opatija Riviera (Croatia). Furthermore, destination service quality scales especially in Dubai
which included local transport, accommodation, cleanliness, hospitality, different activities,
airport, language communication services are determined the re-visit of the visitor by intention
and satisfaction (Abdulla, Khalifa, Abuelhassan, & Ghosh, 2019, pp. 307).

In terms of the studies in the spa business, Giritlioglu, Jones, & Avcikurt (2014, pp. 191)
analyzed six service quality dimensions: assurance and employee knowledge, healthy and
attractive food, empathy, tangibles, responsiveness of service delivery and reliability of food
and beverage provision in spa hotels in Turkey. Vryoni, Bakirtzoglou, & loannou (2017, pp. 12)
supported those five dimensions and twenty-two items of service quality, willingness to help
the customer (responsiveness), management support in problem solving situations (assurance),
food and beverages (tangibles), feel secure from danger (assurance), employees' commitment
to the comfort of their customers (empathy) and honest and empathic treatment of customers
(empathy) had significant influence customers’ satisfaction in a spa center in Greece. Also, five
factors of SERVQUAL (reliability, assurance, empathy, tangibles and responsiveness) were
investigated the spa visitor’s satisfaction in the medicinal lake of Héviz and the Pool Bath in
Hungary (L&ke, Kovacs & Bacsi, 2018, pp. 124). Similarly, Sangpikul (2019, pp. 538) employed

five dimensions of service quality to analyze the content of online customers complaints at
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day-spas in Thailand to understand their perceptions of the spa service. Thus, it is important
to make certain that to know how to get along with customer expectations and perceptions
could be adopted the service quality, in accordance with this, service providers can use a
matter of this to evaluate their providing services among the customers/clienteles in a various
aspect to end up with guests’ satisfaction. Based on the aforementioned studies of service
quality, this study classifies service quality factors into five dimensions, including tangibility,

reliability, responsiveness, assurance, and empathy.

Spa Services among different Generations

Following the using spa among the different groups of aged-differs. The baby boomers,
Generation X and Generation Y were defined as “affordable spa-goers.” Baby boomers are
between the ages of 55 and above, known as “senior spa-goers”, entering the official
retirement age. They have disposable income, lots of time and use spas and wellness centers
to help them maintain or improve their well-being (Rach, 2022). Thiersch (2020) explained that
baby boomers are supposed to use spas for healing and stress therapy. Moreover, Generation
X and Y have the strongest spending power and were defined as non-senior spa-goers.
Generation X performed their spending of money and time for a medical spa, whereas the
marketer preferred Generation Y as the potential customers. Social media seems to impact
the later generation on receiving service of spa uses (Tang, Grace, Tan, & Leung, 2018, pp.
2167). Encountering unprofessional spa service, Gen Y customers will share information right
away with followers. Also, Mondok (2019, pp. 23) mentioned that Millennium tourists are
wellness-conscious and seek customized experiences in spa hotels and resorts. They prefer
health and wellness services through healthy eating, indoor and outdoor physical activities.
On the other side, the young American customers were interested in new experiences in hair,
face and hand treatments and cosmetic medical spas (Johnson, & Redman, 2018). Patkowska,
Pytel, Olesniewicz, & Widawski (2017, pp. 280) claimed that senior spa-goers in Poland are an
internally diverse group, as a result of health status and financial conditions. Hence, the quality
of life is related to their behaviors in using spa activities and destinations. Cheung (2012,
pp.139) suggests that older customers, such as baby boomers and Gen X, are more
experienced and knowledgeable in products and service consumption and become more
sensitive to the quality of service than younger customers. Viljoen, Kruger, & Saayman (2018,
pp. 23) argued that distinguishing generational groups have different needs and preferences
based on characteristics and travel behavior. Therefore, customers' perceived experience in
various distinct target segments is advantageous in better understanding the nature of the

market and improving appropriate service.
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User-Generated Content

As stated by Chua & Banerjee (2013, pp. 453), the UGC in online platforms, especially
the experience sharing in social media platforms, have become the crucial tools
for communication, and decision-making support, which also known as the electronic word-
of-mouth (EWOM) The user-generated content (UGC) can be found in several forms, including
microblogging, GPS or location-awareness services, social media, and forums, which sharing of
content and creation of the several platforms can be developed by the user. In general,
consumers, as well as tourists, are more likely to trust experience sharing from peers than
advertisements from the product and service providers. The UGC in online platforms,
especially the experience sharing in social media platforms, have become the crucial tools
for communication, and decision-making support, which also known as the electronic word-of-
mouth (EWOM) (Schroeder, & Pennington-Gray, 2015, pp. 592). In tourism sector, several studies
investigate travelers’ opinions, while some scholars called this type of study as social
knowledge management (Xiang, Du, Ma, & Fan, 2017, pp. 55). The most popular social media
platform for travelers is Tripadvisor.com since they have the largest number of users and
reviews compared to other similar platforms. In order to understand the customers’
satisfaction from these sharing data, the companies should pay attention to the sharing
messages to effectively manage this marketing communication tool as well as maintain and
improve the competitiveness of their products and services (Mariani, Mura, & Felice, 2018). For
instance, Ju, Back, Choi & Lee (2019, pp. 4) employed sentimental and content analysis
techniques to extract online review data and analyze key factors relating to the service
quality and customer experience among Airbnb guests. Therefore, the current study intended
to investigate the online review of spas in Pattaya by using the data from the Tripadvisor.com
platform.

Methodology

Following Ju, Back, Choi & Lee (2019, pp. 4), the current study aimed to discover the
spa’s key service quality factors among spa-goers by employing a mixed-methodology. Two
stages were conducted. Stage 1 was qualitative research, which analyzed the online reviews
of Pattaya spas by applying a text mining technique to determine the most mentioned service
quality factors. Later on, the finding from stage 1 has served as the guideline and led to the
guestionnaire development in stage 2. The questionnaire data collected from experienced

Pattaya spa-goers were analyzed by employing a quantitative approach.

Stage 1

As stated earlier, the qualitative approach in stage 1, was conducted by applying the
netnography analysis to examine the online opinions of Pattaya spa-goers collected from
Tripadvisor.com, which was claimed to be the most prevalent travel social media among
travelers (Schuckert, Liu, & Law, 2015; Filieri, Alguezaui, & MclLeay, 2015). In order to collect
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the online data, “Spas and Wellness Centers” category in Pattaya city was the main filter for
identifying the qualified business and all reviews from 2012 to 2020 were scrapped by using
Web Scraper program. To avoid the translation errors of the different languages, only the
reviews with the most common language used, English, were collected. The data included
along with each review were the reviewed spa business name, reviewer’s place of origin, spa
rating, date of experience, travel type, and the review content.

The spas and wellness centers shown on the platform included all types of wellness
related businesses, for example, yoga studios, football fields, gyms, boxing clubs, etc.,
which must be excluded. From the results found in Tripadvisor.com, only 98 valid spas and
wellness centers in Pattaya were included with a total of 1,199, from 1,266 valid
scraped reviews. Prior to the text analysis, the review contents must be prepared by following
the data cleaning and preparation processes. Firstly, Power Bl was used to conduct the Word
cloud analysis, while the stop words were utilized to exclude irrelevant words that should be
ignored from the most common occurred word lists. Hsieh & Shannon (2005, p. 1283)
suggested that the content analysis can be used as the text-mining technique, which can help
categorizing the themes by borrowing the predefined codes. Furthermore, the additional
codes or categories that arise from the study can be considered as the new findings that can
contribute to the former theories or studies. According to the aforementioned framework, the
five dimensions of SERVQUAL proposed by Parasuraman, Zeithaml & Berry (1988, pp. 39) and
Parasuraman, Zeithaml & Berry (1994, pp. 207), namely, tangibles, reliability, responsiveness,
assurance, and empathy were borrowed. The occur words from the reviews were categorized
into themes according to the predefined codes and terms suggested by various studies.

According to Vijayarani, llamathi, & Nithya, (2015, pp.7), text-mining can be employed
to discover valuable and useful knowledge from available data, while pre-processing
technique is also essential for Natural Language Processing (NLP). Prior to the text mining
analysis, the text processing utilized in the current study includes text normalization,
tokenization, filtering, lemmatization, and stemming method were performed as suggested in
previous studies (Allahyari, Pouriyeh, Assef, Safaei, Trippe, Gutierrez, & Kochut, 2017; Vijayarani,
llamathi, & Nithya, 2015, pp. 9). Only English reviews were included and the stop words and
words that should be ignored (i.e., a, and, the, |, you, we, they, he, she, it, etc.) were removed.
The reviews were normalized in order to convert the capital letters to lower case to aid the
text detection. Then, text tokenization was performed to separate the sentences into words.
The filtering process was conducted to filter out unimportant reviews, words, symbols, and
characters. Finally, the words were converted to the root of the terms (“comfortable” to
“comfort”, “cleaned” to “clean”, etc.) by using text lemmatization technique. To validate the
correctness and reliable coding, two researchers must evaluate the codes independently and
come to the consensus that all terms and keywords are labeled with the appropriate
categories. Therefore, the results of this stage were used as the foundation to develop the
questionnaire in stage 2.
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Stage 2

Quantitative research using a questionnaire survey was employed in this part. The non-
probably purposive sampling technique was used to recruit the respondents and gather the
data from spa customers. Nunnally (1978, pp. 245) suggested that the sample size should be
more than 10 times of the attributes number. In this study, there were 20 attributes in total,
which indicates that the minimum sample size should be at least 200 samples. A total of 400
surveys were distributed to spa-goers with a range of ages 25-75 years both online and onsite.
The online survey questionnaire was posted on travel blogs, social networking sites, and
distributed via e-mail. The qualified respondents must be Thai tourists who had previously
experienced in Pattaya spa business at least one time within two years. Totally, 322
questionnaires were returned, while 12 of them were incomplete and have been removed
from the analysis. Therefore, 310 valid questionnaires were analyzed in the study. The
questionnaire consists of two main sections, including Part 1. Demographic (respondents’
profile and behavior in using spa service) and Part 2. SERVQUAL (20 attributes from five
dimensions of service quality, namely, tangibles, reliability, responsiveness, assurance, and
empathy), which were developed based on previous studies by Parasuraman, Zeithaml & Berry
(1988, pp. 39) and Parasuraman, Zeithaml & Berry (1994, pp. 207). The dimension of tangibility
contains four items, empathy was designed as five items, reliability was designed as three
items, responsiveness was designed as three items and assurance was designed as five items.
Respondents were asked to rank the perceived importance of service quality’s items of spa
experience in Pattaya. This research used a 5-point Likert scale, “1” = “strongly disagree” to
“5” = “strongly agree.” In addition, 30 responses were treated as the pilot study, which were
excluded from the main survey, and pre-tested for the validity and reliability of the
questionnaire in the main survey. The alpha coefficient was 0.910, which means the items
have relatively high internal consistency. SPSS and AMOS were employed for questionnaire
data analysis. The descriptive analyses reported the different characteristics of the
respondents and dataset. Confirmatory Factor Analysis (CFA) was employed to test the
consisting of validity, reliability of the scales and goodness of fit. Also, this research is
conducted using ANOVA to determine whether the means of two or more independent

variables are statistically significant differences among groups.
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Results

Findings of Study 1

In this research, the word cloud technique was used to explore online reviews from
tourists who have experienced day-spa in Pattaya. After cleaning irrelevant data, a total of 1,199
usable online reviews in Pattaya’s “Spas and Wellness Centers” on TripAdvisor.com were
analyzed. The majority of customers are from Asia (65.67%), followed by Europe (18.91%), the
Americas (8.46%), Oceania (5.97%), and Africa (0.99%), respectively. According to the rating
provided by users, the overall rating for Pattaya spa is 4.49. The collected data were first
analyzed by using Word Cloud technique to discover the most occurred terms detected from
the reviews, while “massage” is the highest occurrence term, followed by “spa” (see Fig. 2).
The results present service quality derived from the spa-goers experience reviews, which

include positive, neutral, and negative comments.
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Figure 2: Word cloud for the “Spas and Wellness Centers” in Pattaya reviews.

Table 1 displays the most frequent words that occurred in the reviews. The findings
reveal that the most frequent words from the reviews that consist of 72,409 words in total are
mainly related to the type of service, e.g., massage (18.94%), spa (7.34%,), setting (place,
Pattaya, etc.). However, the words relating to SERVQUAL are less mentioned in the reviews.
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Table 1: Top 30 most occurring words.

Percentage Percentage
Word Frequency Word Frequency

shown shown
massage 1,481 19.22% foot 135 1.75%
spa 574 7.45% body 130 1.69%
place 503 6.53% oil 127 1.65%
Pattaya 389 5.05% sauna 127 1.65%
staff 386 5.01% therapist 116 1.51%
relax 364 4.72% price 113 1.47%
time 288 3.74% onsen 109 1.41%
experience 264 3.43% package 88 1.14%
service 260 3.37% pool 83 1.08%
recommend 242 3.14% baht 82 1.06%
thai 228 2.96% people 75 0.97%
professional 220 2.85% area 67 0.87%
friend 210 2.72% atmosphere 66 0.86%
clean 202 2.62% scrubb 66 0.86%
room 158 2.05% yoga 64 0.83%
treatment 146 1.89% facility 63 0.82%
hour 141 1.83%
hotel 140 1.82% 7,707 100.00%

The words concerning ‘assurance’ (e.g., professional, trained, etc.) were the most highly

mentioned by reviewers, which consisted of positive reviews (72.87%) and negative reviews

(73.33%), followed by ‘tangibility’, ‘empathy’ and ‘responsiveness.” The lowest percentage

topic that reviewer stated was ‘reliability’, contained positive reviews (5.81%) and negative

reviews (5%) (see Figure 3). The findings in this stage discovered that the majority of the spa-

goers experienced massage and spa services, while the key factors that can lead to positive

comments are assurance and tangibility attributes. The results led to the confirmation of

previous research on SERVQUAL, while the discovered factors were used for the questionnaire

development in Study 2 and for comparing the findings.
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Figure 3: Frequencies of words in positive and negative categories. (n=1,199)

Further investigation was conducted to discover the keywords that appear frequently
based on the SERVQUAL framework. Some keywords were borrowed from previous research,
while the current research found that some specific terms relating to the unique spa services
in Pattaya were mentioned the most. For instance, massage, oil, body, foot, sauna, scrub, etc.,
in ‘assurance’ theme (see Table 2). The SERVQUAL factors that had been mentioned most
often are ‘'assurance’ (2,625 times), ‘tangibility’ (1,354 times), ‘reliability’ (591 times),

‘empathy’ (570 times), and ‘responsiveness’ (567 times), respectively.
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Table 2: Top 63 most occurring SERVQUAL terms

Assurance Frequency Tangibility ~Frequency  Empathy  Frequency Reliability Frequency Responsiveness —Frequency

massage 708 clean 190 friendly 190 relax 310 time 266
spa 312 room 143 help 2 frain 5 hour 12
service 234 hotel 105 care 5 quality 51 long a8
pofessional 212 facility 82 customer ) certain 2 polite 38
treatment 128 beauty 61 smile 3 standard 17 quick 14
ol 125 area 61 personal 16 rely 13 wrong 8
therapist 121 atmosphere 60 attention 13 perform 9
body 11 comfortable 56 convenience 12 rust 2
foot 9% special 52 specific 1
sauna 68 view 51 praise 5
scrub 60 environment 49
skill a7 thai 3
speak 2 light 36
talk 20 facility 30
explain 17 luxury 26
personal 16 peaceful 2
safe 12 soft 2
answer 5 wear 19

dress 14

decorate 13

uniform 3
Total 2,625 1,354 570 591 567

B. Findings of Study 2

Respondents’ profile of the survey

A total of 310 spa-goers were women (61.3%) and men (38.7%). Most of respondents
had completed undergraduate degrees (51.3%) and were married (58.1%). More than half of
the respondents (58.1%) were aged between 57-75 years old (58.1%), followed by those in
the 25-40 years age group (22.3%) and the 41-56 years age group (19.7%), respectively.
Approximately 35.2% of respondents were business owners, followed by employees (26.1%),
government employees or state enterprise offices (23.2%) and retired or homemakers (15.5%).
Most spa-goers earned a monthly income between 15,001-25,000 Baht (30%).

Regarding the purpose of visiting Pattaya, 79.4% of respondents visited Pattaya more than
the second time and heard about spa information from friends and relatives (50.6%), followed by

internet (44.5%) and other channels (4.8%). The majority travel to Pattaya as a couple by private
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car (42.6% and 83.5%, respectively). In terms of spa experience, the largest group of respondents
(85.2%) have visited spas around 1-2 times per month. The main reason for visiting a spa was for
stress relief and relaxation (89.4%) and 43.2% of respondents had a full body massage, followed
by specific massage points such as neck and shoulder, feet and facial treatment (36.1%), Thai
herbal hot compress (13.2%) and hydrotherapy (7.4%). The respondents went to day-spa at most
(89%) while hotel and resort spa only reached 11% and they spent below 500 baht (49%) for spa
expenses. Most of the respondents admit to falling asleep during a massage (48.1%), followed by
playing with their phones (31%), talking with friends or other customers (12.6%), and reading a
book (8.4%), respectively.

Descriptive analysis

From the analysis all of 20 items from five constructs of service quality of customers’
experience in spa service. The constructs were classified as tangibility, assurance,
responsiveness, reliability, and empathy. All indicators of each item were rated based on a 5-
point Likert- scale ranging from 1 to 5. These items all received high mean scores, ranging from
4.25 to 4.41. The overall mean score for service quality items was 4.34. This indicates that spa-
goers are satisfied with the service quality of spa business in Pattaya. The most important
service quality item which received the maximum mean value was ‘Courtesy of the staff’
(mean = 4.41, SD = 0.670), which is in the assurance construct. The minimum value was ‘the

condition of facility and equipment’ (mean = 4.25, SD = 0.667) in the construct of tangibility.

Reliability and validity

Since the service quality was developed from the literature, a confirmatory factor analysis
of the measurement model was tested to confirm the linear relationships (Yoon, & Uysal, 2005).
The discriminant and convergence validities were examined. Table 3 presents all items obtain factors
loading which are greater than 0.5 and ranged from 0.601 to 0.823. Also, C.R. (t-value) is greater than
1.96, which range from 9.742 to 13.597. Also, all indicators are statistically significant at p<.001. The
construct reliability (CR) and the average variance extracted (AVE) were utilized to test the internal
consistency of the factors. As shown in Table 4, all CR of the multi-item scales are in a range from
0.77 to 0.85, which are greater than the cutoff point of 0.7 (Nunnally, 1978, pp. 245-246). The
statistical values of AVE are in a range of 0.51 to 0.55, which exceed the recommended criteria of
0.5 (Fornell, & Larcker, 1981, p. 49). All standardized factor loadings are statistically significant at the
0.001 level, and range from 0.60 to 0.82, which exceed the recommended threshold of 0.60 as
suggested by Bagozzi & Yi (1988, pp. 82) indicating the convergent validity is satisfactory. Also, the
correlation coefficient of each pair of concepts is smaller than 1 in the reliability of 95%, which fall

between 0.45-0.59. Hence, the concepts achieve discriminant value.
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Table 3: Results of Confirmatory Factor Analysis: Factor Loading Estimates and T-value

Factors Mean S.D. Factor loading  t-value
Assurance 4.343 0.525
Ass11 Feel personality safe and security 0.707 NA
Ass12 Promptness of explanation enquiries and answers 0.721 11.693
Ass13 Good communication skills 0.759 12.271
Ass14 Courtesy of the staff. 0.754 12.193
Ass15 Knowledge of the staff to answer the customer’s'
requirement 0.695 11.296
Tangibility 4.287 0.488
Tangl Well location establishment 0.735 9.839
Tang2 Appearance of the staff 0.735 11.388
Tang3 Appealing interior decoration 0.611 9.742
Tangd The condition of facility an equipment 0.759 NA
Reliabilty 4.352 0.548
Relia7 Problem-solving abilities of staff 0.687 NA
Relia6 Spa establishments perform according to agreed
promises 0.699 11.698
Relia5 The staff knowledge of spa service 0.795 11.498
Responsiveness 4.351 0.549
Res10 Politeness of staff 0.772 NA
Res9 Giving prompt and accurate service 0.823 10.646
Res8 Providing the promised service at the promised time 0.615 10.303
Empathy 4.352 0.522
Emp16 The personnel focus on customers' interest 0.641 10.642
Empl7 Operating time are convenient to customers 0.601 9.970
Emp18 Giving customers individual attention 0.779 12.972
Emp19 Understanding the specific customers' needs 0.820 13.597
Emp20 Paying attention in customers' complaint 0.734 NA

Note: All factor loadings are significant at p<.000. Parameter fixed at 1.0 for the maximum-likelihood

estimation. Therefore, t-values were not obtained (NA) for those fixed to 1 for identification purpose.
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Table 4: Correlation, Reliability, AVE and Mean

CR AVE Tangibility Reliability Responsiveness Assurance Empathy

Tangibility 0.842 0.510 1.000

Reliability 0.775 0.540 0.551 1.000

Responsiveness 0.768 0.550 0.450 0.589 1.000

Assurance 0.771 0.530 0.512 0.586 0.667 1.000

Empathy 0.847 0.520 0.586 0.581 0.549 0.664 1.000

Note: AVE=Average Variance Extracted. Mean values are based on 5-point scales. All correlations are

significant at p<.01.
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Figure 4: Results of CFA of the spa service quality scale

Moreover, the model analyses the relationships between all the constructs through a
CFA to ensure its reliability and validity. The constructs were evaluated by the degrees of
freedom by the chi-square (X2 /df), Comparative Fit Index (CFl), Tucker-Lewis Index (TLI) and
Root Mean Square Error of approximation (RMSEA). Hair, Matthews, Matthews, & Sarstedt (2017,
pp.111) suggested that degrees of freedom ratio with a range between 2 to 5 are acceptable
levels for sample sizes exceed 200. Also, a value for CFl and TLI is recommended nearly or fit
to 1, and the cut-off point is 0.9 to indicate a good model fit (Kline, 2013, pp. 178). The last
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criterion is root mean square error of approximation RMSEA index, which presents how well a
model fits a population, the values should not greater than 0.08. The measurement model
indicated a good model fit with the following values: CMIN = 382.122, X2 /df = 2.418, CFl =
0.924, TLI = 0.908 and RMSEA = 0.068 (see Figure 4)

The data were then analyzed by using ANOVA on SPSS to compare the means of each
construct. The findings reveal that senior spa-goers and non-senior spa-goers have different
levels of satisfaction toward the Pattaya spas’ SERVQUAL (see Table 5). The highest total
means are detected in two constructs equally, including Reliability and Empathy (4.351, while
the lowest mean is shown in the Tangibility construct (4.2871). In general, according to the
results, the senior spa-goers tend to rate the satisfaction of service experiences higher than
the non-senior spa-goers. The statistically significant differences can be observed in the
Tangibility (F[2,309] = 9.008, p = 0.003), Assurance (F[2,309] = 9.869, p = 0.002), and Empathy
(F[2,309] = 8.569, p = 0.004).

Table 5: ANOVA results comparing generation non-senior spa-goers to senior spa-goers

non-senior senior

Factor Total
spa-goers  spa-goers F-Value P Value
Mean
(n =130) (n = 180)
Tangibility 4.1904 4.3569 4.2871 9.008 0.003*
Reliability 4.3128 4.3796 4.3516 1.124 0.290
Responsiveness 4.2872 4.3963 4.3505 2.998 0.084
Assurance 4.2338 4.4211 4.3426 9.869 0.002*
Empathy 4.2508 4.4244 4.3516 8.569 0.004*

Note: *. The mean difference is significant at the 0.05 level.

Conclusion

Retaining the service quality is integral for spa business success. Examining customers’
perspectives towards service quality provision allows spa hotel managers to understand how
the services are provided to the customers. Development of a tool to evaluate SERVQUAL is
vitally important to maintain and improve a good spa service in order to increase the perceived
service quality that they offer to their spa-users. The exploratory findings in the qualitative
research approach form the basis for the quantitative study. Text mining was the first process
to extract keywords from eWOM of spa service in Pattaya. Also, the qualitative research aimed
to gather more in-depth information to advance the understanding of the SERVQUAL
dimensions. For quantitative study, survey approach was used for validating factors of service

quality of Thai spa-goers among generations in Pattaya.
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Discussion

The results yield answers for the first research question, 1) What are the experiences of
Thai spa-goers towards the service quality of spas in Pattaya, Thailand? The findings from the
qualitative study were identified the five critical dimensions of SERVQUAL related to customer
experiences, namely, assurance, tangibles, empathy, reliability, and responsiveness, which
indicated that continuously monitoring online reviews is a crucial factor in the evaluation of
customer satisfaction in products and services of spa business in order to help spa managers a
better understanding of service quality in the business. When customers receive products and
services is better than expected, resulting in satisfaction and favorable eWOM, whereas anger
and disappointment occur when receiving products and service falls below the expectation,
driving them to spread negative eWOM. According to the netnography, the group representing
the highest mentioned was assurance related to ‘courtesy of the staff’, ‘ecood communication
skills”, ‘knowledge of the staff to answer the customers' requirement’, ‘promptness of
explanation inquiries and answers’” and ‘feel personality safe and security’. This is followed by
tangibility, empathy, responsiveness, and reliability. This finding is in agreement with Sangpiku
(2019, pp. 538) that the most importance of spa-quality service relies on staff performance.
Before deciding to select a spa, customers have an expectation that they will have good
experiences and good services from spa therapists.

Receiving unfavorable services can create bad feelings and dissatisfaction can drive
them to complain about the spa establishment or spread negative comments publicly.
Lagrosen & Lagrosen (2016, p. 670) supported the fact that the knowledge, attitude, and
behavior of spa therapists enhance the quality of customer interaction. Especially, service is
an intangible product that customers cannot touch or feel beforehand. Customers must
purchase a service before having the actual experiences. Hence, staff should have the ability
to transfer trust and confidence to customers. Also, the service’s facilities appearance and
personal appearance can attract new customers to buy the service (Shanka, 2012, pp. 006).

Additionally, the findings of this study provide valuable insights to understand the
perceived experience of Thai spa-goers towards the service quality of the spa in Pattaya.
According to the second research question, what are the different satisfaction levels toward the
service quality of spas in Pattaya, Thailand between senior spa-goers and non-senior spa-goers?,
the segmentation was applied to justify two different groups. A survey spa in Pattaya presented
that all travelers have a good experience in spa service, but there is a manifold difference in
terms of service quality dimension divided by generation as follows; non-senior spa-lovers
focused on reliability at the maximum, inferior responsiveness, empathy, assurance, and
tangibles, respectively. Whereas senior spa-lovers emphasized empathy as a priority reception,
followed by assurance, responsiveness, reliability, and the similar to non-senior spa-lovers is
tangibles was at least perceived by spa-goers. This finding supports the study of Blesi¢, Popov-
Ralji¢, Uravi¢, Stankov, Peri, Panteli¢, & Armenski (2014, pp. 492) that customers from different
segments have a different perceptions of service quality. The decision to select a service
business depends on age, gender, education, occupation, material status, and preferences. In
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the spa market, of the five dimensions of the SERVQUAL model, reliability was the strongest
relationship with the satisfaction of affordable spa-goers. Reliability is related to the staff’s
abilities and knowledge. Also, the service offered to customers must be reliable and perform
with agreed promises. In addition, empathy was a determinant factor for elderly customers’
satisfaction. Empathy is related to individualized care and personalized attention. Listening to
the customers' complaints by resolving the problems promptly to make customers feel
confident in a professional service style (Vryoni, Bakirtzoglou, & loannou, 2017, pp. 16). Therefore,
it is necessary to increase the training of spa therapists in improving empathic communication
skills to enhance elder customers’ satisfaction.

However, the tangible dimension is underestimated, location establishment, interior
decoration, design of facilities, modern equipment, and staff's appearances affect service
quality. Easy access and having enough parking spaces might attract new customers when
driving pass the spa. Also, the lighting and room temperature are essential for helping
customers feel comfortable during spa services. Hence, spa therapists frequently recheck
lishting and the room temperature by asking customers to create a positive emotional
experience (Sangpikul, 2019, pp. 541). The basic task of management in spa business for making
strong relationships with customers, spa manager should continuously monitor changes in
consumers’ needs, including the standards of service that reflect identified customer
demands. In addition, physical environments and service ambiances should be well-organized
to motivate customers. Therefore, understanding the needs of each specific segment can help
spa entrepreneurs to formulate market strategies in order to enhance financial performance
and market share, as well as contribute to the customers’ positive emotions through high
quality services that motivate their return to the business.

Recommendations

This research has some limitations to consider, which mainly lies in the samples. In
stage 1, the reviews data collected for the analysis were only in English language, while Thai
users rarely appeared in reviews. The findings from the opinion mining may not truly reflect
the domestic Thai spa-goers. Besides, in stage 2, the reviews from senior travelers were also
scarce, which limited the thorough understanding of the certain group of spa-goers’
preferences and perspectives. Besides, even though Pattaya city is the world’s well-known
tourist destination, the specific context of the conducted research might lead to some
limitations. The study was mainly focusing solely on the Pattaya city, Thailand, which might
be partially generalized only for similar destinations that share some common characteristics.

Future research should consider testing the current outcomes on other destinations
with other contexts in order to discover more generalized conclusions and all-comprehensive
views of spa service quality. Therefore, constructive and useful findings should be discovered
for improving the quality of spa service and enhancing spa-goers’ experiences in a broader

context.

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 127




References

Abdulla, S. A. M., Khalifa, G. S., Abuelhassan, A. E., & Ghosh, A. (2019). Antecedents of Dubai
revisit intention: The role of destination service quality and tourist satisfaction. Restaurant
Business, 118(10), 307-316.

Allahyari, M., Pouriyeh, S., Assef, M., Safaei, S., Trippe, E. D., Gutierrez, J. B., & Kochut, K. (2017).
A brief survey of text mining: classification, clustering and extraction techniques.
Proceedings of KDD Bigdas, 1-13. https://doi.org/10.48550/arXiv.1707.02919.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the
Academy of Marketing Science, 16(1), 74-94.

Berkup, S. B. (2014). Working with generations X and Y in generation Z period: Management of different

generations in business life. Mediterranean Journal of Social Sciences, 5(19), 218 - 229.

Blesi¢, I., Popov-Ralji¢, J., Uravi¢, L., Stankov, U., Peri, L., Panteli¢, M., & Armenski, T. (2014). An
importance-performance analysis of service quality in spa hotels. Economic research-
Ekonomska istrazivanja, 27(1), 483-495.

Boon-ltt, S., & Rompho, N. (2012). Measuring service quality dimensions: An empirical analysis of

Thai hotel industry. International Journal of Business Administration, 3(5), 51-63.

Cheung, B. C. M. (2012). A Study of the Interrelationship of Spa Guests' Motivation,
Perceived Service Quality, Value, Satisfaction, and Behavioral Intentions. Doctoral

dissertation, Graduate College, Oklahoma State University.

Chua, A. Y., & Banerjee, S. (2013). Reliability of reviews on the Internet: The case of Tripadvisor.
Proceedings of the World Congress on Engineering & Computer Science: International
Conference on Interet and Multimedia Technologies (pp.453-457). San Francisco, USA.
http://www.iaeng.org/ publication/WCECS2013/WCECS2013 pp453-457.pdf.

Dabholkar, P. A, Thorpe, D. I, & Rentz, J. O. (1996). A measure of service quality for retail
stores: scale development and validation. Journal of the Academy of Marketing
Science, 24(1), 3.DOI: https://doi.org/10.1007/BF02893933.

Donaldson, R. & Carter, M. (2021). Generation ¢ap. Retrieved June 16, 2021, from

https://www.spabusiness.com/spa-business-magazine/Generation-gap/33887.

Filieri, R., Alguezaui, S., & MclLeay, F. (2015). Why do travelers trust TripAdvisor? Antecedents
of trust towards consumer-generated media and its influence on recommendation

adoption and word of mouth. Tourism Management, 51, 174-185.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable

variables and measurement error. Journal of Marketing Research, 18(1), 39-50.

Garvin, D. A. (1988). Managing quality: the strategic and competitive edge. New York: Free Press.

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 128




Giritliogluy, 1., Jones, E., & Avcikurt, C. (2014). Measuring food and beverage service quality in
spa hotels: A case study in Balikesir, Turkey. International Journal of Contemporary
Hospitality Management, 26(2), 183-201.

Global Wellness Institute. (2018). Global Wellness Economy Monitor 2018. Retrieved June 15, 2021,
from https://globalwellnessinstitute.org/industry-research/2018-global-wellness-economy-

monitor/.

Gronroos, C. (1988). Service quality: The six criteria of good perceived service. Review of
Business, 9(3), 10-13.

Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM: updated
guidelines on which method to use, Int. J. Multivariate Data Analysis, 1(2), 107-123.

Hsieh, H. F., & Shannon, S. E. (2005). Three approaches to qualitative content analysis.
Qualitative Health Research, 15(9), 1277-1288.

International Spa Association. (2020). Types of Spa. Retrieved November 8, 2020, from

http://experienceispa.com/resources/spa-goers.

Johnson, E. M., & Redman, B. M. (2018). Spa: A comprehensive introduction. Florida: American

Hotel & Lodging Educational Institute.

Ju, Y., Back, K. J,, Choi, Y., & Lee, J. S. (2019). Exploring Airbnb service quality attributes and
their asymmetric effects on customer satisfaction. International Journal of Hospitality
Management, 77, 342-352.

Kline, R. B. (2013). Exploratory and confirmatory factor analysis. In Y. Petscher & C.
Schatsschneider (Eds.), Applied quantitative analysis in the social sciences. New York:

Routledge.

Lagrosen, Y., & Lagrosen, S. (2016). Customer perceptions of quality-a study in the SPA
industry. European Business Review, 28(6), 657-675.

Lehtinen, U., & Lehtinen, J. R. (1991). Two approaches to service quality dimensions. Service
Industries Journal, 11(3), 287-303.

LOke, Z., Kovacs, E., & Bacsi, Z. (2018). Assessment of service quality and consumer satisfaction
in a Hungarian spa. The Central European Journal of Regional Development and
Tourism, 10(2), 124-146.

Marketeer (2020). Spa and Massage, the Key Player. Retrieved January 8, 2021, from
https://marketeeronline.co/archives/138860.

Mariani, M. M., Mura, M., & Di Felice, M. (2018). The determinants of Facebook social
engagement for national tourism organizations' Facebook pages: A quantitative

approach. Journal of destination marketing & management, 8, 312-325.

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 129




Markovi¢, S., Raspor, S., & Segari¢, K. (2010). Does restaurant performance meet customers'
expectations? An assessment of restaurant service quality using a modified DINESERV

approach. Tourism and Hospitality Management, 16(2), 181-195.

MGR Online. (2021). SHA+ Phuket Sandbox. Retrieved June 16, 2021, from https://mgronline.com/
south/detail/9640000054297.

Minh, N. H., Ha, N. T., Anh, P. C., & Matsui, Y. (2015). Service quality and customer satisfaction:
A case study of hotel industry in Vietnam. Asian Social Science, 11(10), 73-85.

Mondok, A. (2019). New generations—new trends in the spa industry. Economica, 10(2), 21-26.
Nunnally, J. C. (1978). Psychometric Theory (2" ed.). New York: McGraw-Hill.

Rach, S. (2022). Over a third of baby boomers set to retire later than spa. Retrieved June 8, 2022,
from https://www.ftadviser.com/pensions/2022/03/28/over-a-third-of-baby-boomers- set-to-
retire-later-than-spa/?page=2

Salazar, A., Costa, J., & Rita, P. (2010). A service quality evaluation scale for the hospitality
sector: Dimensions, attributes and behavioural intentions. Worldwide Hospitality and
Tourism Themes. 2(3), 383-397.

Sangpikul, A. (2019). The analysis of customers’ e-complaints and service quality at spa

services in Thailand. E-review of Tourism Research, 16(6), 519-545.

Schroeder, A., & Pennington-Gray, L. (2015). The role of social media in international

tourist’s decision making. Journal of Travel Research, 54(5), 584-595.

Schuckert, M., Liu, X., & Law, R. (2015). Hospitality and tourism online reviews: Recent trends
and future directions. Journal of Travel & Tourism Marketing, 32(5),608-621.

Shahin, A., Mahdavi, Z., & Shahmohammadi, F. (2017). Comparative analysis of the viewpoints
of customers, employees and managers based on the developed model of service
quality gaps-with a case study in the travel agents at the centre of the city of

Tehran. International Journal of Productivity and Quality Management, 21(1), 97-111.

Shanka, M. S. (2012). Bank service quality, customer satisfaction and loyalty in Ethiopian banking

sector. Journal of Business Administration and Management Sciences Research, 1(1), 001-009.

Pakdee, K., Aswin, S., & Siridech K. (2020). Thai World Class Spa Business Development in
Thailand towards Sustainability, Journal of Health Science, 29(6), 1147-1156.

Parasuraman, A., Zeithaml, V. A, & Berry, L. (1988). SERVQUAL: A multiple-item scale for

measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40.

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 130




Parasuraman, A., Zeithaml, V. A, & Berry, L. L. (1994). Alternative scales for measuring service
quality: a comparative assessment based on psychometric and diagnostic criteria. Journal
of Retailing, 70(3), 201-230.

Patkowska, J. M., Pytel, S., OleSniewicz, P., & Widawski, K. (2017). The 21st Century Trends in
Senior Tourism Development Among the Baby Boomer Generation. International
Conference on Tourism Dynamics and Trends. (pp. 280-299). Faculty of Tourism and Finance
University of Seville, Spain. http://www.tourismtrendsconference.us.es/wp-content/
uploads/2017/12/PROCEEDINGS-BOOK-Toursimtrends-2017-new.pdf.

Pattaya Municipality. (2019). Creative Spa and Wellness Thailand 2019. Retrieved June 8, 2020,
from https://www.pattaya.go.th/2019/05/22/hr-2112/.

Tang, I. L. F., Grace, C. S. H,, Tan, C. T,, & Leung, R. W. (2018). Understanding generation Y’s favorite

spa scent, spa food versus spa service experience. J Tourism Hospit, 7(4), 2167-0269.

Thiersch, A. R. (2020). The forgotten generation-Med spas and generation X. Retrieved June 30, 2021,
from https://www.americanmedspa.org/blogpost/1633466/300685/The-Forgotten Generation--
Med-Spas-and-Generation-Xtag=AmSpa%27s+Med+Spa+%26+ Aesthetic+Boot+Camps.

Vijayarani, S., llamathi, M. J., & Nithya, M. (2015). Preprocessing techniques for text mining-an overview.

International Journal of Computer Science & Communication Networks, 5(1), 7-16.

Viljoen, A., Kruger, M., & Saayman, M. (2018). Ageing in a modern era: evidence from South

African resort spa visitors. Southern African Business Review, 22(1), 1-34.

Vryoni, S., Bakirtzoglou, P., & loannou, P. (2017). Customers’ satisfaction and service quality of

spa centers in Greece. Acta Kinesiologica, 11(1), 12-18.

World Health Organization. (202). Achieving 70% COVID-19 Immunization Coverage by Mid-
2022. Retrieved June 30, 2021, from https://www.who.int/news/item/23-12-2021-

achieving-70-covid-19-immunization-coverage-by-mid-2022.

Xiang, Z., Du, Q., Ma, Y., & Fan, W. (2017). A comparative analysis of major online review
platforms: Implications for social media analytics in hospitality and tourism. Tourism
Management, 58, 51-65.

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction on

destination loyalty: a structural model. Tourism Management, 26(1), 45-56.

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 ]_3]_




Investigating factors influencing the intention of social media

adoption by a perspective of SMEs during COVID-19 pandemic

Received: 27 November 2021 Darlin Apasrawirote ' and Kritcha Yawised”
Revised: 23 March 2022

Accepted: 26 April 2022
Abstract

Using 412 respondents based on a questionnaire collected data from Small and Medium
Enterprises (SMEs) located at lower Northern of Thailand with the aimed at to figure out the
catalyst of Social Media (SM) adoption by SMEs owner-managers—could hopefully predict SM
adoption intention. With the great advance of SM technologies coupled with the support of
digital technologies can lead to the opportunity for SM to thrive by nascent entrepreneurs.
As such, it could transform the business model where family-owned businesses; particularly,
the second or third owner generation leverages the empowerment of SM tools by integrating
such new technologies with its own legacy system. The goal of this study was to identify and
explore the elements that influence SMEs' decisions to use SM as a marketing platform in
rural areas. The Unified Theory of Acceptance and Use of Technology (UTAUT-2) with the
extension of three new factors, including personal innovativeness, perceived fear, and
competitive pressure, was proposed along with the original constructs in the UTAUT-2 model.
The empirical findings reveal that competitive pressure, performance expectations, perceived
fear, pricing value, and personal innovativeness all have a significant impact on the intention
to use and adopt SM, according to the research findings. Hedonic motivation, however, has
not revealed a significant impact of such an intention. This research provides theoretical and
practical guidance on how SME owners, managers, and policy makers may adopt and

implement a strategic plan on SM adoption during the COVID-19 pandemic.

Keywords: Social media, The unified theory of acceptance and use of technology 2, SMEs,
Thailand
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Introduction

The importance of SMEs in a developing country's economic growth is critical. Many
entrepreneurs were hit by the aforementioned economic slump (Bank of Thailand, 2020),
particularly during the COVID-19 hits, resulting in SMEs' needing to expedite new technology
adoption to remain competitive in their market (Sharma Sharma & Chaudhary, 2020, pp. 1-2).
Previous study has revealed that businesses are attempting to modify their existing business
models by adopting new technologies to create innovation such as smart tourism and heritage
destination (Wielgos, Homburg & Kuehnl, 202, pp. 1-2). Resilience is necessary for coping with
massive disruptions. Resilience is not only flexibility, but the essence of it is the readiness for
recovery and adaptation (Hynes et al., 2020, pp. 1-11). Regardless of the COVID-19 scenario,
SMEs' perspectives have evolved over time as a result of elements that function as catalysts
for altering business models, such as changes in consumer behavior, fast technological
advancements, and government policy uncertainty as a result of the outbreak's intensity. As
a result, in order to survive the economic recession, SMEs must have a flexible company
strategy that can quickly react to changes based on such factors.

Phitsanulok Central Business District (CBD) is one of the regional cities whose SMEs
were affected by COVID-19 economic downturn. Adopting new mechanisms for SMEs daily
activities, particularly new technology like the complete adoption of SM and its strategy, was
one of the primary problems and impediments (Yawised & Apasarawirote, 2021, pp. 126-127).
As a result, many SMEs were forced to close stores or cut back on growth plans, but some of
those have attempted to take the opportunity to enter new markets by leveraging SM tools
and innovative strategic programs to break down barriers. The adoption of SM platforms has
increasingly become the norm for supportive marketing practitioners and business
entrepreneurs. The central government of Thailand and local governments have launched a
master plan of 20-year strategy to upgrade local SMEs by focusing on supporting digital literacy,
competences, and skills, with the expectation of being a distribution center for logistics in the
lower northern region (OSMP, 2021, pp. 3-7). As such, it is possible that SM engagement by
SMEs tends to be inevitable, driven by necessity.

According to the report of the Phitsanulok Chamber of Commerce, over the past year
during the COVID-19 hits, the number of new SMEs registering for digital technology-based firms,
such as e-Commerce, e-Payment, and e-Delivery, has been steadily expanding (CGD, 2021, pp. 1-
22). This trend indicates that local SMEs are increasingly investing in their SM channels and
sophisticated systems. In line with previous empirical studies, the intention of SM adoption by
local SMEs could stem from impulsive factors where many scholars pointed out the performance
expectancy, effort expectancy, price value, and arousal i(Garcia-Milon et al., 2021, pp. 3-4; Qasem,
2021, pp. 5) ncluding perceived threat or fear (Wnuk, Oleksy, & Maison., 2020, pp. 1-16) and
personal innovativeness (Kim, Kim, & Hwang, 2021, pp. 102758). However, no empirical

investigation, particularly in the context of COVID-19, was investigated and tested towards the
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intention of SME’ leaders in the lower northern region of Thailand to adopt SM. Filling this research
gap will provide insight and information for new entrepreneurs and current SME owner-managers,
allowing for a better knowledge of crucial factors that may drive them to engage in SM through
the proficient executing and crafting of their strategy. This study established the Unified Theory of
Acceptance and Use of Technology 2 (UTAUT-2) (Venkatesh, Thong, & Xu, 2012, pp. 157), as a
theoretically-based background to address the practical and theoretical gaps in understanding the
factors that drive SME owners to adopt and invest in more SM systems during the COVID-19

incidents. Based on aforementioned, the research objectives include.

Research Objective

1.To propose factors, influence the intention of SM adoption in the context of local
SMEs during COVID-19 pandemic.

2.To investigate the relationship of the factors towards the intention of SM adoption
in the context of local SMEs during COVID-19 pandemic.

Scope of the Research

The presents study focuses on the rural SMEs located at Phitsanulok province that
already employed SM for business purposes. The selection criteria of participants and the
method of data collection are provided at the methodology section.

This section of this study follows: First, theoretical background and hypotheses
development are defined in literature review section followed by research design is explained
in the section of methodology. Second, analysis section is presented and described based on
descriptive statistics and Structural Equation Modeling (SEM) analysis. Third, a discussion of the
results is provided in discussion section. Finally, conclusions together with limitations and

future research direction are suggested at the end.

Conceptual framework

Based on aforementioned and proposed hypotheses, all constructs of this research
include Adoption, Intention to Use (IU), Performance Expectancy (PE), Personal Innovativeness
(P1), Effort expectancy (EE), Hedonic Motivation (HM), Price Value (PV), Perceived Fear (PF), and
Competitive Pressure (CP) as shown in Figure 1 In this study, Adoption is hypothesized to be
affected by IU; and also, PE, EE, HM, PV, PI, PF and CP, are hypothesized to have impacted
towards the IU. In addition, ADT is hypothesized to be affected by PE, PI, PF and CP directly
also. The original construct, including social influence, facilitating conditions, and habit of
UTAUT-2, was excluded from the proposed conceptual model as in the present study,
Competitive Pressure (CP) combined those variables as competitive force components that

shape usage technologies and intention. Figure 1 shows a proposed conceptual model.
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Figure 1: A proposed conceptual model

Literature review
The implications of Social media (SM) in SMEs

Social media has been defined “a group of Internet-based applications that build on
the ideological and technological foundations of Web 2.0, and that allow the creation and
exchange of User Generated Content” (Kaplan & Haenlein, 2010, pp. 61). It enables online
and service platforms to help SMEs with alternative business models (called as social
commerce), enabling SMEs to reach into a big pool of potential and current customers at
relatively low cost (Chatterjee & Kumar Kar, 2020, pp.1-8; Oztamur & Karakadilar, 2014, pp.
511-520). Previous studies indicated that many businesses employ SM marketing on an ad hoc
basis without a formal strategic plan (Yawised et al., 2017, pp. 222). The use of SM is considered
marketing tools to boost their brand awareness and sales. With the COVID-19 pandemic,
particularly brick-and-mortar retail shops began setting up digital shops or use existing online
marketplace to keep up their sales (Ogunjimi et al., 2021, pp. 121118). Some are archiving
services online with a variety of SM channels usage, but some are not. The spread of SM
growth and digital technology in the forms of mobile applications, have enabled the brick and
mortar SMEs to leverage the flexibility and convenience offered by SM channels, websites or
even mobile applications to reinforce their business operation leading to the emergence of
click and mortar business models and maximizing public health safety, through both digital
and physical touchless commercial adaptations (Ogunjimi et al., 2021, pp. 121118; Sigley,
2020, pp.1-4). Consequently, some established SMEs and new entrepreneurs tend to transform
their business model from store retail to fully online retail in the near future. Also, SMEs with

resilience planning tend not to cut frontline costs—but they will invest in additional training
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by leveraging SM tools to acquire more opportunities and enrich their business. Thus, the
intention of SM adoption is deemed to be influenced by a number of business characteristics,
organizational, environmental, technological, and individual factors (Bellalouna, 2021, pp. 400;
Mulier et al., 2021, pp. 1-15) whereas, SM adoption is not easy in terms of strategic alignment
and compatibility of resources where it involves the breadth and depth of such technology
usage. The impulsive factors influencing intention behavior have been ongoingly evolved and
hypotheses have been introduced. Thus, the proposed factors below are expected to affect

SM adoption by SME businesses also.

Theoretical background

Venkatesh et al., (2012, pp. 157) proposed the Unified Theory of Acceptance and Use
of Technology 2 (UTAUT-2) model, which was developed from the Technology Acceptance
Model (TAM) and the original UTAUT, as a powerful predictor and explains people's technology
acceptance behaviors framework for novel information technology products (Venkatesh et al,,
2012, pp.158). Furthermore, because the functions of modern SM and digital technologies, as
well as smart mobile applications, are sometimes difficult for normal business owners to
comprehend, standard market research methods based on general user surveys are particularly
difficult for such novel technologies. Consequently, this research introduced the conceptual

model underpinning UTAUT-2 as an analytic model by testing the impact of two new variables.

Hypotheses development

Intention to Use (IU) toward actual adoption

Fishbein & Ajzen (1975, pp. 12) proposed a Theory of Reasoned Action (TRA) as a crucial
predictor of the performance of a behavior that is the desire to carry it out. Intention refers
the motivating factors that influence whether or not an individual will do a specific behavior
in given such situation. Although earlier research has indicated that the usage of SM by SMEs
is still in its early stages, SMEs are more likely to engage in SM marketing for survival due to
COVID-19, resulting in an economic slump across the country (Charmaraman et al., 2022, pp.
1-3). In SMEs, the business owners is recognized as the main decision-maker. As a result, the
company decision-making process is often similar to that of an individual. The way companies
accept new technology can result in the similar to how an individual does. Therefore, due to
a number of previous studies simply examined behavioral intention (Cabrera-Sanchez et al.,
2021, pp. 4; Herrero et al., 2017 pp. 209-210), this present study has actual adoption as the
dependent variable. Thus, the following is hypothesized:
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Hypothesis 1 (H1). Intention to use directly and positively affects the adoption of SM.

Performance Expectancy (PE)

One of the most powerful constructs connected with behavioral intention is
Performance Expectation (PE). It describes the degree to which employing a technology will
help customers when completing specific tasks. Within TAM, performance expectation is quite
similar to perceived usefulness. In the context of SM and digital technology, the earlier
research, indicated that PE have directly affects the adoption and intention of SM usages in
hospitality (Fong, Lam, & Law, 2017, pp. 331; Lee, lee & Kim, 2021, pp.1) and service sectors
(Jadil, Rana, & Dwivedi, 2021, pp. 354; Zanetta et al., 2021, pp. 110671; Zhou et al., 2021, pp.
110767). Thus, the following is hypothesized:

Hypothesis 2 (H2). Performance expectancy directly and positively affects the
adoption of SM.

Hypothesis 3 (H3). Performance expectancy directly and positively affects the
intention to use SM.

Personal Innovativeness (PI)

According to previous research conducted by Bandura (1997, pp. 450), who initiatively
gave a notion of a trait of resilient corporate leaders, comprises of self-efficacy in terms of
cognitive adaptation and flexibility in decision making, showing that this is a quality of resilient
business leaders. Additionally, Agarwal & Prasad, (1998, pp. 206) later gave a clear concept by
using the term “personal innovativeness”, which refers to the degree to which an individual's
innovativeness or novelty-seeking inclinations are expressed by their willingness to attempt
something new. It is the physical manifestation of an individual's risk-taking proclivity that is
found in some people. It is the physical manifestation of an individual's risk-taking proclivity,
which is found in some people. In high-risk circumstances, these individuals will seek
knowledge, inspiration, and solutions by gathering new information and skills in new areas of
innovation (Saad et al., 2021, pp. 1-33). Research conducted by Kim, Connerton & Park (2022,
pp. 411-412) indicates that personal innovativeness, selected for the extension of UTAUT, was
the predominant indicator of the customer's desire to use omnichannel purchase online to
induce business model change and adaptation. Due to the enormous increase in online
shopping and food-delivery expenditure during the COVID-19 pandemic, it could assume that
SMEs with personal innovativeness will play a crucial role in the intentions to adopt some
new technologies for business survival. Based on this theoretical review, the following

hypothesis can be formulated:

Hypothesis 4 (H4). Personal innovativeness directly and positively affects the
adoption of SM.

Hypothesis 5 (H5). Personal innovativeness directly and positively affects the

intention to use SM.
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Effort Expectancy (EE)

In the context of SM and mobile technology adoption research, several studies have
shown the relationship between effort expectancy and behavioral intention in terms of the
impact of effort expectancy influences directly to the intentions to use, such as the research
of mobile banking payment (Alalwan, et al., 2018, pp. 125; Jadil et al.,, 2021, pp. 354), booking
hotel and restaurant (Fong et al,, 2017, pp. 331-342; Ramon, 2019, pp.1-24), e-Commerce
(Zhou et al,, 2021, pp. 110767), and digital technologies based on Artificial Intellicence (Al)
(Gursoy et al,, 2019, pp. 157), Virtual Reality (VR) (Sanchez, Palos-Sanchez & Velicia-Martin,
2021; Tussyadiah et al,, 2018, pp.140-141), Augmented Reality (AR) in SMEs (Rauschnabel et
al,, 2019, pp.43-53). Thus, the following hypothesis is proposed:

Hypothesis 6 (H6). Effort expectancy directly and positively affects the intention to use SM.

Hedonic Motivation (HM)

Prior studied shows the strongest link between hedonic motivation towards the
intention of adoption digital technologies (Magni et al,, 2021, pp. 1), in terms of product
virtualization through VR technologies (Bellalouna, 2021, pp. 400; Cranmer, tom Dieck, &
Fountoulaki, 2020, p. 6; Kim & Hall, 2019, pp. 236), and AR technologies in tourism and mobile
augmented reality for entertainment purposes (Hung et al., 2021). A recent study conducted
by Delacroix et al. (2019) indicates that the efforts of digital subsistence businesses are more
about survival than transformation. Obviously, businesses in tourism industrial sector during
COVID-19, are made up of staff (re)upskills by engaging engaged in multiple types of activities,
which is driven by a variety of entrepreneurial behaviors and technological innovations model.

Therefore, the following is hypothesized:

Hypothesis 7 (H7). Hedonic motivation directly and positively affects the intention to use SM.

Price Value (PV)

Venkatesh et al. (2012, pp. 161) introduced the UTAUT-2 by introducing the contextual
factors, such as price-value, which is an individual's cognitive tradeoff between the perceived
benefits of the applications and the monetary cost of using them. In this sense, price value in
this study focused on cost reduction due to process innovations per employee, including the
benefits of SM investment, which outweigh the cost. Prior studied show causal relationship
between price value and adoption of technology such as SM tools and mobile applications
from consumers’ perspectives (Zanetta et al., 2021, pp. 110671). This implies that a low
requirement of IT resources in terms of investment, implementation costs and skills (i.e., the
facilities of Wi-Fi, smart phones, 4G and 5G, and any kind of freely SM open platforms), could
motivate business owner intention of such initiatives' adoption also. This study, therefore,
proposes the following hypothesis:
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Hypothesis 8 (H8). Price value directly and positively affects the intention to use SM.

Perceived Fear (PF)

In a UTAUT-2 model, the perceived fear factor has been little investigated by
academics, where this factor is mostly in the component of perceived anxiety, risks, concerns,
and uncertainty (Al-Maroof et al., 2020, pp. 1-16). This study argues that such unpleasant
emotion caused by the threat influence the rapid adoption of new technology to reduce
those fear and in preventing the consequences from spread of Covid-19. An earlier study has
shown the adoption of technology can minimize those fear. This includes in the area of
healthcare (Bhatia, 2021, pp.1), education (Fagih & Jaradat, 2021, pp.1-16), surveillance
systems (Wnuk, et al.,, 2020, pp.1-16), transportation (Delbosc & McCarthy, 2021, pp.43-51),
tourism (Mandi¢ & Kennell, 2021, pp.110862) and so forth. Prior to the pandemic, businesses
may have delayed off completely adopting SM and technology, according to SME owners'
perceptions. Furthermore, encouraging companies to embrace work-from-home practices
during the pandemic might result in local travel restrictions, forcing firms to close due to a
lack of customers. Perceived fear is an adaptive reaction that informs individuals to the
presence of a potential danger in this environment, resulting in SMEs adopting technology to
increase market potential (i.e., prospects) and retaining existing customers. Thus, the following

hypothesis is postulated.
Hypothesis 9 (H9). Perceived fear directly and positively affects the intention to use SM.

Hypothesis 10 (H10). Perceived fear directly and positively affects the adoption of SM.

Competitive Pressure (CP)

In this present study, competitive pressure is defined as the degree to which SMEs
business is affected by external environments forced to change in performance which
motivates them to use SM. In other words, the pressure from rivals, change of consumers’
behavior, changes of technology, and other stakeholders of their business and professional
associations that have already embraced SM technology are among the external environment
factors that SMEs plan to adopt. SMEs are also forced to change their strategy according to
the backdrop of SM operations. Adoption of new technologies by SMEs is initially relatively
unplanned and not aligned with business strategies or goals. This can result in a lack of
business cases and the absence of beneficial evidences that outweigh the costs in a short
period of time.

Nugroho et al. (2017, pp. 329) found that pressure from customers has become one
of the prominent factors for new technology adoption by SMEs. Abed (2020, pp. 4-5) also
insists that apart from the pressure of customers, trading partner pressure in the environmental
context have the most significant influence on behavioral intention to use social commerce,
and Kwon et al,, (2021, pp. 102616) also asserted by extending the pressure from turbulence
situations that occurred during the COVID-19 hits for businesses. To reduce such pressures,

the acceptance of new technology can create plenty of new opportunities for businesses; for
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example, Gursoy et al. (2019, pp. 166) indicating that Al adoption enables SMEs to increase
effective service delivery. Such external pressures impacted on smaller businesses towards
SM use intention (Kwon et al.,, (2021, pp. 102616). Thus, the following last two hypotheses are
proposed:

Hypothesis 11 (H11). Competitive pressure directly and positively affects the intention
to use SM.

Methodology

This study employed Structural Equation Modelling (SEM) analysis to validate
conceptual model and test proposed hypotheses as the number of independent variables is
greater than that of dependent variables. Survey-based empirical validation is preferred for
achieving this research questions. The study included 412 SMEs based on postal mail which is
business owner-managers operated in Phitsanulok (i.e., the lower northern provincial
economic districts of Thailand). The results from samples were therefore representative of the
population approximately of 1,284 businesses in CBD of Phitsanulok during 2020-2021.

The research instrument used in the data collection is a closed-end questionnaire to
measure the variables by employing the purposive sampling technique to collect the data for
participants, where all participants were selected to represent a sample of SMEs that were
engaged and had experienced SM presence in their business. Qualified persons were invited
to participate in this survey where participants age over 18 years, and must be SMEs” owner
or manager, and have at least one SM channel presence in their business. The formal data
collection was performed between May 2020, to October, 2020.

To ensure validity of quantitative research, the survey instruments was developed from
a comprehensive review of current literatures and the main nine constructs adopted with prior
research (Alalwan, 2018, pp.74-75; Kim & Hall, 2019, pp.243 ; Patil et al., 2020, pp.13-14; Shaw
& Sergueeva, 2019, pp. 44-46) to measure an intention to use and actual adoption. All the
items were evaluated by a 5-point Likert-type scale ranging from strongly disagree (1) to
strongly agree (5). Additionally, since the data was collected from a single source by gathering
a common instrument and self-report method, common method bias (CMB) must be clarified
and checked by using Harman’s single factor test approach. Finally, the cumulative variance
extracted value of 32.012 %, in Harman’s single factor test was well below the threshold of
50 % indicating the absence of common method bias in this study (Podsakoff et al., 2003, pp.
889; Podsakoff & Organ, 1986, pp. 532) resulting in a final sample size of 412 for empirical

analysis. Table 1 shows a profile of the sample.
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Table 1: Descriptive statistic profile of participants

Respondent position N % Industrial sector N %
Business owner 297 72.08 | Food and beverage 118 28.64
Manager 115 27.92 Retails and wholesale 113 27.42

Overall 412 100 Tourism and hospitality 58 14.07

Type of business N % Argriculture 42 10.19
B2C 361  87.62 Education 35 8.49
B2B aq 10.67 Finacial services 26 6.35
Others (e.g. B2G) 7 1.71 Manufacturing 10 2.42

Overall 412 100 IT and media 10 242
Age of business operation N % Overall 412 100
Less than 1 year a5 10.92 Experience of SM N %

usage
1 to less than 3 years 71 17.23 Less than 1 year 20 4.85
3 to less than 5 years 109  26.45 1 to less than 3 years 103 25.01
5 to less than 10 years 95  23.05 3 to less than 5 years 248 60.19
More than 10 years 92 2235 More than 5 year a1 9.95

Overall 412 100 Overall 412 100

Results

Convergent validity and internal consistency and reliability

According to Fornell & Larcker (1981, pp.49), to ascertain validity and constituency of
each construct, three criteria to examine the constructs’ convergent validity are commonly to
be estimated including Loading Factor (LF), Average Variance Extracted (AVE) and Composite
Reliability (CR) (Cronbach & Shavelson, 2004, pp. 391; Hair et al., 2006, pp. 640-645; Hair et al,,
2012, pp. 423; Urbach & Ahlemann, 2010, pp. 19-20). Additionally, the reliability of the items
was obtained through the relationships between the dimensions and their items; thus, to test

the reliability of the physical literacy Cronbach’s alpha coefficient (Q) was also employed.
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Table 2: Assessment of Reliability and validity of constructs

Constructs ltems Loading Cronbach’s CR AVE
Factor alpha

Performance Expectancy  PE1 0.765%** 0.853 0.766 0.589
(PE) PE2  0.623%** 0.875
PE3  0.754%** 0.769

Personal Innovativeness PI1 0.546** 0.759 0.731 0.612
(PI) PI2 0.895%** 0.915
PI3 0.7547% 0.841

Effort Expectancy (EE) EE1 0.765 0.863 0.832 0.632
EE2  0.653 0.798
EE3  0.766*** 0.736

Hedonic Motivation (HM) ~ HM1  0.712 0.724 0.886 0.584
HM2  0.654 0.814
HM3  0.682* 0.835

Price Value (PV) PVl  0.684** 0.765 0.763 0.566
PV2  0.755 0.812
PV3  0.787* 0.825

Perceived Fear (PF) PF1  0.652 0.795 0.865 0.521
PF2  0.745% 0.901
PF3  0.618 0.764

Competitive Pressure (CP)  CP1  0.789** 0.839 0.895 0.745
CP2  0.659 0.799
CP3  0.845*% 0.765

Intention to Use (IU) U1 0.845%** 0.842 0.955 0.815
U2 0.867** 0.911
U3 0.765 0.848

Adoption Adoptionl (0.863 0.860 0.910 0.625
Adoption2 (.9Q2%** 0.759
Adoption3 (. 745%* 0.797

A p value < .05 was taken to be significant as followed: * p < .05, **p < .01, ***p < .001

According to Table 2, the parameters have been estimated. Since the results show
that the lowest values of CR and AVE of each construct are greater than their lowest
acceptable values which are (i) 0.5 for LF as suggested by Hair (2012, pp. 423), (i) 0.5 for AVE
as suggested by Gefen & Straub (2005, pp.94), (iii) 0.6 for CR as suggested by Urbach &
Ahlemann (2010, pp. 19-20), and 0.7 for Cronbach’s alpha coefficient (Q) (Nunnally, 1978, pp.
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174). According to Fornell & Larcker (1981, pp. 46), when the value of AVE is less than 0.5 but
CRis higher than 0.6, the convergent validity of the construct is still adequate. Also, Cronbach’s
outcome for the instruments is ranged between 0.724-0.915. All of this demonstrates that all
proposed items were accepted and confirmed that the identification of constructs is valid.
Also, to test the validity of the scale items, discriminant validity measures were also conducted
as suggested by Bagozzi, Yi & Phillips (1991, pp. 421-458). Table 3 demonstrates the
correlation matrix among all constructs of the measurement model incorporating with the
restrictive method of the Heterotrait-Monotrait ratio (Henseler, Ringle & Sarstedt, 2015, pp.120-
121) to ensure that all values were less than 0.9 and that the square root of AVE surpassed
the corresponding inter-construct correlation estimations.

Table 3: Correlation coefficients matrix (Discriminant validity measures)

Constructs 1 2 3 q 5 6 I 8 9

(1) PE 0.757

(2) PI 0.542 0.792

(3) EE 0.653 0.620 0.839

(4) HM -0.067 -0.066 -0.417 0.754

(5) PV 0422 0.316 0520 0.535 0.763

(6) PF 0.448 0.493 0572 0265 6.721 0.849

() cp -0.058 -0.155 0.656 -0.032 6.029 0.231  0.546

(8) IV 0.620 0.571 0.610 0.626 4.095 0.246 0.514 0.615

(9) Adoption 0.514 0.558 0594 0.670 0.546 0.513 0.539 0.602 0.724
Mean 3.658 3891 3798 3.402 2678 2506 3.145 3983 3.277
S.D. 0.625 0.689 0.724 0.659 0.858  0.875 0.678 0.874 0.754

Note: Diagonal elements show the average variance extracted (AVE). Below the diagonal is the

correlation coefficient.

Evaluation of the measurement model

The model's goodness-of-fit for the variables is also evaluated. The measurement of nine
constructs shows the model is fit, which is relatively satisfactory after using the cut off criteria for
the fit index suggested by prior academics (Hair et al., 2006, pp.640-645; Hu & Bentler, 1999, pp.15-
27) (i.e., Chi-square (X*) = 842.546, df = 363, p-value = 0.000, CMIN/df = 2.154, GFI=0.912,
RMSEA= 0.067, NFI = 0.945, TLI=0.935, CFI=0.941)

Hypotheses testing

Following the evaluation of the measurement model, the test of Hypotheses 1 to 12
was conducted, the overall causal links of the proposed model were examined. SEM was
utilized in conjunction with the AMOS 22.0 statistical tool for hypothesis testing. To test the
hypotheses using the path coefficients provided by SEM, the results of the hypotheses testing

regarding the relationship between each of the factors are shown in Table 4 and Figure 2.
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U (B = 0.824, t = 16.289, p = 0.000) was found to have a significantly positive effect on SM
adoption, thus supporting H1. Performance expectancy was found to have a significantly
positive effect on SM adoption (B = 0.759, t = 14.526, p = 0.000) and IU (B = 0.452, t = 8.018,
p = 0.003), thus supporting H2 and H3. The PI (B = 0.048, t = 0.925, p = 0.586) was not found
to have a significant effect on SM adoption, but was found to have a significant effect on IU
(B =0.213, t = 4.325, p = 0.017), thus rejecting H4 but supporting H5. The EE (B = 0.125, t =
2.659, p = 0.014) was found to have a significant effect on IU, thus supporting H6. The HM (B
=-0.087,t = -0.476, p = 0.452) was not found to have a significant effect on IU, thus rejecting
H7. The PV (B = 0.295,t = 3.512, p = 0.021) was found to have a significant effect on IU, thus
supporting H8. The PF (B = 0.056, t = 0.768, p = 0.564) was not found to have a significant

Table 4: Results of hypotheses analysis

Hypotheses/statistics Beta (B) t-Value p-Value Decision
H1: Intention to use=> Adoption 0.824 16.289***  0.000 Supported
H2: Performance expectancy > Adoption 0.759 14.526***  0.000 Supported
H3: Performance expectancy = Intention to use  0.452 8.018** 0.003  Supported
H4: Personal innovativeness = Adoption 0.048 0.925 0.586  Rejected
H5: Personal innovativeness = Intention to use 0.213 4.325% 0.017 Supported
Hé: Effort expectancy = Intention to use 0.125 2.659*% 0.014  Supported
H7: Hedonic motivation = Intention to use -0.087 -0.476 0.452  Rejected
H8: Price value = Intention to use 0.295 3.512* 0.021 Supported
H9: Perceived fear = Intention to use 0.056 0.768 0.564  Rejected
H10:Perceived fear =2 Adoption 0.301 2.326* 0.030 Supported
H11:Competitive pressure = Intention to use 0.869 11.256***  0.000 Supported
H12:Competitive pressure > Adoption 0.465 9.067** 0.000 Supported

Note: Critical t-values. * p<0.5, **p<0.01, **p<0.001

effect on IU, but was found to have a significant effect on SM adoption ([3 =0.301, t =
2.326, p = 0.030), thus rejecting H9 but supporting H10. Finally, the CP was found to have a
significant effect on both 1U (B = 0.869, t = 11.256, p = 0.000) and SM adoption (B = 0.465, t
= 9.067, p = 0.000), thus supporting both of H11 and H12.
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Figure 2: Structural equation model with parameter estimates

Conclusions

The purpose of this study was to investigate the factors that influenced SMEs located
at the lower northern region of Thailand decisions to adopt SM platforms during COVID-19
incident, utilizing UTAUT-2 as theoretical foundation. Along with UTAUT-2 originating variables,
three new variables related to the intention of such adoption (i.e., Personal innovativeness,
Perceived fear, and Competitive pressure) were presented and examined. This research is one
of the first empirical studies in rural region of Thailand by extending the exploration of

technology acceptance of SM tools and platforms in service sectors.

Discussion

To answer the research question, it can be stated that most of the proposed factors
influence the intention of SM adoption in the context of local SMEs during COVID-19
pandemic. In addition, the empirical findings of this study indicating drivers of intentions to
use SM duringCOVID-19— in order of impact, are competitive pressure, performance
expectancy, price value, personal innovativeness, and effort expectancy, excluding hedonic
motivation. These results imply that SMEs will have positive intentions toward adopting SM
and new technologies to better promote their business and generate more sales with low-
cost expenses as long as they stay competitive in the market. The intensity of SM
usage depends on the sophisticated knowledge of leaders and their SM activities. These
findings agree with a previous study that reported performance and effort expectancies are

predominant factors influencing the new technology acceptance by entrepreneurs (Gavino et
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al,, 2019; Kim et al., 2022; Magni et al,, 2021, pp. 1). Hedonic motivation, however, did not
have a significant effect on the intention of use. This could be because business owners rate
SM usage as being positive when they are enjoyable and entertaining. Thus, in doing business,
hedonic motivation is not perceived as a predictor of intentions to use SM by business owner’s
perspectives, compared to previous studies on the intention of mobile application usage by
customers, where most studies indicated that hedonic motivation is a strong predictor of such
technology (Fagih & Jaradat, 2021, pp. 6-7; Kim & Hall, 2019, pp. 246; Ramon, 2019, pp. 1;
Venkatesh et al., 2012, pp. 161). Interestingly, personal innovativeness has significant impact
on the intention to use, but is not the impulsive adoption. In line with recent research
conducted by Kim et al., (2022, pp. 411) reveals that personal (individual) innovativeness, was
the strongest predictor for the usage intention online buying intention from customer’s
perspectives. In the same vein, increasing awareness of mobile and online buying services by
SME owners-managers’ perspective leads to raising acceptance and usage levels in such
technology. However, personal innovativeness was not observed to have a direct effect on
SM adoption. For this reason, SMEs have been lacking in their professional SM teams since the
majority of employees do not use SM for commerce but rather for personal purposes. Without
the assistance of knowledgeable employees, their abilities would be unable to effect
immediate changes within the business. In the meantime, perceived fear had a positive impact
on prompt SM adoption rather than the intention to use it during COVID-19. The reason could
be concerns about business operations, such as the future of COVID-19 outbreaks and when
they will end. The implementation of agile business through adoption of SM can be a valuable
addition to an SME’s operation strategy with cost effectiveness (cost-saving orientation) (Qalati
et al,, 2021, pp. 8-9).Finally, this research reveals that competitive pressure have a strong
significant effect on the intention of SM usage and adoption, in line with the previous research
by Qalati et al. (2021, pp. 4-6) and Dutot & Bergeron (2016, pp. 1170) indicating that business
already with SM presence could acquire more new capabilities based on their SM activities,
compared to those who have not, they are on the process of reconfiguring the resource base
and intending to find a new solution that could help them adjust to competitive
environments. Unsurprisingly, competitive pressure is one of the crucial factors that drives the
change of SMEs during COVID-19. This research argues that the technological benefits may not
be the only motivators for SME owners and managers, they intend to create the process-
redesign efforts in support of legacy system during COVID-19 pandemic. Thus, it is possible
that SMEs will invest in future growth areas by hiring the right talent and re and upskilling
employees in their workforce.

This study contributes to research in a number of ways and has implications for both
academics and practitioners. From a theoretical perspective; firstly, this study contributes to
the current literature by providing empirical evidence that (i) personal innovativeness, (ii)

perceived fear, and (i) competitive pressure, are the factors affecting SMEs intention for

Burapha Journal of Business Management, Burapha University, Vol.11 No.1 January - June 2022 146




adopting SM during economic recession time caused by COVID-19. Secondly, this study is a
starting point for the detailed characterization of the new variables (i.e., using personal
innovativeness as a main variable (factor) instead of a moderating variable). This is because
young entrepreneurs (including second, third, and later generation family-owned SMEs) are
more familiar with the new frontier of technology, including part-time self-employed business
owners becoming full-time entrepreneurs (Thorgren et al., 2016, pp. 14-18), and bricks and
mortar stores shifting to online (Bhatnagar & Syam, 2014, pp. 1293). Hence, personal
innovativeness and self-efficacy in information technology acceptance lead to start-up
businesses (Shahzad et al., 2021, pp. 123-124). Finally, the empirical research confirms the
previous study in terms of investigating the factors influencing the intention to adopt SM during
COvid-19 in developing countries.

From a practical perspective, this study is the first empirical evidence of understanding
the factor affecting the intention of SM adoption during COVID-19 by SMEs located at lower
northern region of Thailand. The research findings provide practical and managerial
implications for SME owners, managers, policy makers, or even practitioners in the areas of
marketing and information technology. This study’s findings rank the following determinants
of usage intention and actual adoption from high to low: competitive pressure, performance
expectancy, perceived fear, price value, and personal innovativeness. SME policymakers may
use the above ranking to help them decide on marketing techniques that they can integrate
with other business-related initiatives. Furthermore, a leader's personal innovativeness seems
to be a factor to consider in the research, as individuals with higher degrees of innovation are
more likely to be interested in adopting such technology. As a consequence, the findings of
this study will be useful to SMEs that are actively researching and experimenting with resilience

and absorptive skills in the context of business change.

Recommendations

Despite the fact that this study clearly outlined the key variables that may impact
consumer perception and behavior toward SM advertising, it has a number of limitations that
should be considered in future research. First, this research did not include control variables
(i.e. age, gender, experience, income, educational level, and so forth) that are not considered
in the current study. Thus, it could be useful if future studies pay attention to such attributes
along with new moderator and mediator variables related to research objectives. Second, new
factors other than those in the original UTAUT-2 should be investigated, not only to expand
the model but also to help segmentations, with the goal of analyzing novel effects not
previously considered such as a concept of business and leadership resilience incorporating
absorptive theory and assimilation practices. Third, there is a need to analyze a perception of
SME owners-managers and content over specific SM channels and platforms regarding the

method of implementation, adoption, and evaluation together with its performance. Future
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studies, therefore, could further investigate such methods and technique to provide an in-
depth view regarding of such areas. Fourth, the use of SM marketing with digital technologies
(such as Al, AR, VR, loTs and deep learning techniques) through mobile application should be
further investigated in the context of emerging countries to develop a best practice of SM

investment.
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Abstract

The purposes of this study are to explain the steps in developing a training process and
to develop a training process model for four-star hotels in Pattaya City. Constructivism was chosen
as the research paradigm. Qualitative research with a constructivist grounded theory was the most
suitable for the research strategy of this study. Data was collected by semi-structured interviews,
audiovisuals, and document reviews. Semi-structured interviews with 25 participants, including 4
GMs/hotel managers and 21 heads of department of four-star hotels in Pattaya City by video call
interview using the Google Hangout Meet Program and data analysis was conducted following the
steps of constructing gsrounded theory. The research findings discovered 10 steps in developing a
training process that was applied by four-star hotels in Pattaya City as follows: Step 1: Training
needs analysis; Step 2: Design and develop the training program; Step 3: Submit to the HR
department; Step 4: Adjust and revise; Step 5: Final approval from the GMs/hotel managers; Step
6: Prioritize; Step 7: Announce the annual training program; Step 8: Implement; Step 9: Support
and monitor; and Step 10: Training evaluation. A training process model for four-star hotels in
Pattaya City was presented as a guideline for the hotel industry for them to achieve competitive
advantage. The researcher also recommends the implications for practices and theoretical
implications for the hotel employees, hotel management, GMs/hotel managers, and four-star

hotels.
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Introduction

Thailand is one of the top-ranking world-famous tourist destinations due to competitive
room rates and reasonable prices (Lunkam, 2021, pp. 1). Training is essential for the hotel
industry to thrive and compete in an intense business environment, which is heavily dependent
on their human resources (HR). The hotel industry is labor-intensive, making the training process
particularly important (Mohan & Arumugam, 2016, pp. 268). Well-trained hotel employees can
deliver quality service to the hotel customers and create good memories during their hotel stays
which are the critical aspects of achievement for the hotel industry (Malonza & Walaba, 2015,
pp. 2132).

The increasing importance of the training process in the hotel industry is growing for
many reasons. Training is a crucial activity in the hotel industry because the training process
can increase morale and employee retention and decrease turnover and hiring costs (Jaworski et
al., 2018, pp. 1). The success of each hotel business is due to the complete and continuous
development and training of its HR until the service quality is satisfied by the customers
(Jongkolnee, 2016, pp. 116-117). Training is a process to prepare the hotel employees for
efficient service work to support the expansion of the hotel industry. It is the tool for the HR
department in the hotel for achieving competitive advantage and drives the hotel
performance (On-nom, 2016, pp. 190).

Providing an appropriate training process to the hotel employees, increases performance
and motivates the employees (Malonza & Walaba, 2015, pp. 2132). The training program helped
increase the hotel employees’ competencies in service mind, personality, emotion control, and
problem-solving. They were more satisfied with the training program and gained greater knowledge
and skills, improving job performance and job satisfaction (Thaithong et al., 2018, pp. 41-42).

Moreover, training is integral to a hotel's growth and success. Suppose the hotel is not
providing the training to their hotel employees. In that case, they cannot offer some help and
support to the customer in the way they should, which leads to unsatisfied customer emotion,
the employees will become frustrated from an unknown task that they are not familiar with,
the hotel quality service as a whole will drop to a minimum (Prasanth, 2015, pp. 29-30).

The hotel industry requires a skillful workforce. However, the problems and obstacles
that occur in the hotel are caused by the lack of an effective training process that significantly
affects the low quality of service, incompetence, and failure in performance (Ashton, 2018,
pp. 175). Moreover, the training outcomes did not meet the training objectives because the
hotel employees did not clearly understand the importance of the training. There is also an
absence and inefficiency to identify the training process by training needs, design,

implementation, and evaluation (Al-Raggad, 2017, pp. 98).
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To avoid these kinds of problems, a training process can be one of the ways to reduce
work errors (Al-Raggad, 2017, pp. 97). With the training, the hotel employees will put their
best effort into their tasks and become fully functional (Sharma & Gupta, 2017, pp. 809). The
training process is essential to develop HR in the hotel industry. However, studies of the
training process are rarely found. Most of the training research in hotels focusses on finding
out the training needs in the hotel (Chen, Zhang, & Li, 2021, pp. 109), designing the training
program (Khemthong & Ngamvichaikit, 2018, pp. 38), the training curriculum development
(Kasetiam et al., 2020, pp. 169; Kruerattanaphaiboon & Onthanee, 2018, pp. 1; Ratchanet &
Onthanee, 2018, pp. 251), measuring the effectiveness of the training program (Ho et al., 2016,
pp. 184; Samar et al., 2016, pp. 92), and the importance of the training program (Malik & Vivek,
2018, pp. 11). Even though many studies show the benefits gained from the training program,
unfortunately, the first thing to g¢o for the hotel undergoing cost-cutting is always training
(Suhag, 2017, pp. 24).

Pattaya City is located on the east coast of Thailand, the world-famous and favorite
tourist destination city of all time (Hotelworks, 2018, pp. 1). Four-star hotels in Pattaya City
are the main key business and generate more income. However, there is a lack of research on
the training process in four-star hotels in Pattaya City. Most of the hotel research found in
Pattaya City only mentioned the training methods, courses, and activities (Chanakot, 2020, pp.
161; Chankit & Rinrattanakorn, 2018, pp. 32), training development and training evaluation
(Chantarathong, 2011, pp. 69), and training motivation (Srisakultiew et al., 2020, pp. 110). When
no studies identify the training process in hotels in Pattaya City, it could be claimed that the
training process in four-star hotels in Pattaya City is not standardized. All hotels conduct their
training process with no guidelines and are unsystematic and inconsistent, which leads to
employee incompetence, failure in employee performance, and high turnover. A significant
research gap presented the researchers with the opportunity to explain the steps in
developing a training process and developing a training process model for four-star hotels in
Pattaya City.

To best explain the development of a training process model for four-star hotels in
Pattaya City, the researcher developed two research questions including 1) What steps are
applied by four-star hotels in Pattaya City in developing a training process? and 2) How could

a training process model for four-star hotels in Pattaya City be presented?.

Research Objectives
1. To explain the steps in developing a training process applied by four-star hotels in
Pattaya City.

2. To develop a training process model for four-star hotels in Pattaya City.
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Literature Review

Training process: Training is the process of developing the knowledge and expertise
of an individual (Swanson & Holton lll, 2001, pp. 208). The training process was a short term
focus with the purpose of improving the employee performance in their current job (Saks &
Haccoun, 2007, pp. 6), to develop the employees to perform their jobs better, and to create
positive attitudes about their work (DeSimone & Werner, 2012, pp. 10).

Several theories have been used to explain the steps of the training process. Saks and
Haccoun (2007, pp. 19) described the 3 steps to follow by conducting training needs analysis,
training design and delivery, and evaluating the training, as well as, Bhattacharyya (2015, pp.
49), DeSimone and Werner (2012, pp. 27), and Lim, Werner, and DeSimone (2013, pp. 25) also
suggested the steps of the training process with 4 steps including training needs analysis,
training design, training implementation, and training evaluation. Moreover, Swanson and
Holton IIl (2001, pp. 210) presented the training process and divided it into 5 steps. They start
with training needs analysis, design, development, implementation, and evaluation. However,
the training process could not ignore the ADDIE model, which includes analyzing, designing,
developing, implementing, and evaluating (Branch, 2009, pp. 2).

On the other hand, there are different ideas proposed for the training process. Pinitdee
(2015, pp. 43) suggested the following activities start by conducting training needs survey and
analysis, planning the training program, training operation, training evaluation, following up the
training program, recording the training program, and writing the training report. At the same
time, Noe (2010, pp. 7) also described the training process telling that it needed to include
the following steps: Conducting a training needs analysis, preparing employees' willingness to
attend the training, ensuring a learning and development environment, transfer the training,
designing an evaluation plan, choosing the training methods, and monitoring and evaluating.
Since this study involves the training process in four-star hotels in Pattaya City, the steps of

the training process are explained below.

Step 1: Training needs analysis (TNA): TNA reflects the difference between the
desired and achievable level of the actual employee performance. It determines the nature
of the problem and current situation and whether the training can be the best solution to
solve the problem by placing those needs in sequence and prioritizing the requirements based
on the organization's situation. It needs to identify the source of needs information, such as
needs of employees (Person analysis), job/tasks needs (Task analysis), environmental needs,
and organization needs (Organization analysis) (DeSimone & Werner, 2012, pp. 111; Noe, 2010,
pp. 110; Saks & Haccoun, 2007, pp. 19).

Step 2: Training design and development: DeSimone & Werner (2012, pp. 141); Lim,
Werner & DeSimone (2013, pp. 25-26) suggested the following activities typically carried out during
the designing and developing step by setting the objectives, developing the lesson plans, preparing
the training materials, determining the trainer, selecting the training methods, and scheduling the
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program. At the same time, Noe (2010, pp. 165-178) and Saks and Haccoun (2007, pp. 235)
suggested the main issues covering the step by developing the lesson plans, deciding on the
trainer, deciding on the trainees, selecting the training materials and equipment, setting the training
location and site, scheduling the training program, training administration, and delivering the

training program.

Step 3: Training implementation: Various training methods, courses, and activities
can be used when implementing the training program. While DeSimone & Werner (2012, pp.
224); Lim, Werner & DeSimone (2013, pp. 194) highlighted that the training methods that could
be considered when implementing a training program might include on-the-job training (OJT),
rotation, coaching, mentoring, lecture-based training, discussion, case study, simulation, role-
playing and e-learning. Pinitdee (2015, pp. 87) pointed out that the way which the courses
and activities could be offered can be made through orientation, basic skills training, technical
skill training, information technology training, functional job training, soft skill training, in-house
training, outside activity, and oversee training, On the contrary, Lynton and Pareek (2011, pp.
142) argued that the training methods used were not only conducted in-house but can also
provide seminars and other activities outside the organization.

Step 4: Training evaluation: The training evaluation is the process to measure its
training results, the training efficiency, and the success in achieving the training objectives
(Bhattacharyya, 2015, pp. 208). The critical point is to focus on the use of feedback to help
the trainers in making wise decisions and measure the training results to meet the training
objectives, the way the trainees apply the new knowledge and skills on their job, and the way
to keep continuing or ignoring it or redesign the training program (Noe, 2010, pp. 218).

Research methodology

The researcher chose constructivism as the research paradigm for this study. To best
explain the steps in developing a training process and to develop a training process model for
four-star hotels in Pattaya City, the researcher considered that qualitative research is the most
suitable approach to use. This is because it could best guide the researcher to understand
behaviors, beliefs, and experiences of the participants and learning processes shared by the
participants (Lapan, Quataroli, & Riemer, 2012, pp. 8-9). The constructivist grounded theory of
Charmaz (2006, pp. 2-3) was selected to be the research strategy for this study, as it can utilize
many data collection methods and is flexible through the entire research process with the

data collection and data analysis to construct theory from the data.

Setting and participant selection: Purposive and theoretical sampling was applied for
the participant selection. The researcher used purposive sampling by selecting the participants
based on the objectives of their involvement in the study, and theoretical sampling of the
data happened when the researcher did not identify ideas, themes, or large constructs as new

data was collected or no new themes and categories emerged from the study (Corbin &
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Strauss, 2008, p. 7). The setting in this study included four-star hotels in Pattaya City that were
certified as four-star hotels from the Thai Hotels Association (2020, pp. 1-28). There were 25
participants in this study, including 4 GMs/hotel managers and 21 heads of department of
four-star hotels in Pattaya City (1 from Hotel A, 3 from Hotel B, 6 from Hotel C, 5 from Hotel
D, and 10 from Hotel E). The researcher set the criteria that they all must work as a GM/hotel
manager and head of department of four-star hotels in Pattaya City, having at least 3 years of
work experience in the hotel business, being involved in the training process in their hotels,
and who volunteered to join the research project. The researcher conducted data collection
together with data analysis and followed with the grounded theory study approach until no
new information emerged from the study; theoretical saturation occurred after semi-
structured interviews with 25 participants.

Table 1: Participants' demographics (P1, P2, P3, ... for Participant No. 1, 2, 3, ...)

No. Job position Hotel
P1 GM/Hotel Manager A
P2 GM/Hotel Manager B
P3 Head of Department B
P4 Head of Department B
P5 Head of Department C
P6 Head of Department C
p7 Head of Department C
P8 Head of Department C
P9 GM/Hotel Manager C
P10 Head of Department C
P11 Head of Department D
P12 Head of Department D
P13 Head of Department D
P14 Head of Department D
P15 Head of Department D
P16 GM/Hotel Manager E
P17 Head of Department E
P18 Head of Department E
P19 Head of Department E
P20 Head of Department E
p21 Head of Department E
p22 Head of Department E
P23 Head of Department E
P24 Head of Department E
p25 Head of Department E

Data collection: Data collection methods in this study included semi- structured
interviews, audiovisuals by using a tape recorder, and document reviews by looking at the
hotel information on their website, hotel reports, and training documents. The semi-structured

interview guide was used and developed by studying the literature review, research related
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to the study and conducted according to the processes provided by Joungtrakul, Sheehan,
and Aticomsuwan (2013, pp. 140) and Maykut and Morehouse (1994, pp. 84).

Some of the interview questions in the interview guide were shown as follows: What
is the objective of the training process in this hotel?; How has the concept of the training
process been used in managing hotel performance?; Can you explain how the hotel is
developing the training process?; What kind of training courses and activities aimed to increase
hotel performance?

Semi-structured interviews were conducted from 90 to 120 minutes by video call
interview using the Google Hangout Meet Program, a tape recorder and short note memo were
used for recording the data with the permission of each participant. The researcher sent the
interview guide to 5 experts to make recommendations for improvement. Then, revised by
the advice and suggestions of the experts and tried out with 3 GMs/hotel managers, then

revised again for improvement.

Data analysis: The researcher followed the steps of constructing grounded theory by
Charmaz (2006, pp. 47-66) as, Step 1: Initial coding, stayed close to the data and tried best to
utilize everything that was found in the data; Step 2: Focus coding, linked and synthesized codes
to subcategories; Step 3: Axial coding, related subcategories to categories.; and Step 4:

Theoretical coding, linking the categories to themes to integrate into a theory.

Trustworthiness in qualitative research: To ensure the quality of the study, the
researcher used a variety of trustworthiness techniques by using previous studies as a guideline
to design the study, used a variety of data collection methods for triangulation, let the
participants check the accuracy of their provided information, asking for help from peers to
check the correctness of the research findings, presented the conclusions revealing similar
outcomes shown in previous related studies, used 6 types of interview questions to ensure
the quality of the given information, and used direct quotations in the final report to present

the opinions and ideas of the participants.

Ethical concerns: The researcher got approval from the University Research Ethics
Committee before starting the data collection. The researcher explained every detail to ensure
a more precise understanding and ensured that their interview record was not presented in
any place. All information was kept confidential, only the researcher could gain access, and
there was no effect on their work or life. If the participant did not want to answer the question;
they could skip to another question or refuse to answer. If the participants felt it was not
convenient to answer a question or quit the project, they had the right to refuse or discontinue
at any time. The researcher used only a number to represent each participant. The information

was kept for 3 years.
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Research findings

The researcher did data analysis starting from initial coding and establishing codes,
then grouped all codes with the same concept into the same group and got subcategories,
grouped subcategories into categories by grouping the same ideas together, lastly, the
researcher linked the categories with the same ideas into themes and established the final
theme with the 10 steps in developing a training process that was applied by four-star hotels
in Pattaya City as follows:

Step 1: Training needs analysis (TNA):

1) Decide data collection methods: Hotels used paper- based surveys, job
descriptions, observations, interviews, hotel management meetings, feedback and complaints
from the involved parties, hotel policies and strategies, feedback and complaints from the
customers through paper-based questionnaires, online questionnaires, social media, face to
face or direct feedback for the data collection methods on the training needs analysis
(mentioned by 14 participants). The following direct quotation could well present the idea: /
consider much information, whether it is an observation, interview of both formal and
informal inquiries, reviewing the hotel's policies, as well as feedback and complaints from all

involved parties (P16).

2) Identifying training needs by obtaining information sources: from 1) Employee's
needs, 2) Hotel needs, and 3) Environmental needs.

Employee's needs: It included 1) Employee skills: Skills needed for their work to
improve the hotel service (mentioned by 21 participants); 2) Employee weaknesses: Hotels
look at the weakness of employees to provide training to improve their job performance
(mentioned by 19 participants); 3) Employee needs: Employee needs regarding a foreign
language for communication skills, management skills, standard operating procedures (SOP)
skills, multi-skilling, personality training, skills needed on the job description, and updated on
the hotel information, etc. (mentioned by 19 participants); and 4) Employee request:
Employees requested to attend an outside training or special topics they are interested in
(mentioned by 15 participants). The following direct quotation could well present the idea: He
is not good at languages for communication, we sent him to do more training so that he has
more skills (P3).

Hotel needs: It included 1) Department needs and requests: The heads of
department requested their needs to improve their team performance (mentioned by 14
participants); 2) HR department needs and requests: The HR department requested their
needs on the hotel general training (mentioned by 9 participants); 3) GMs/hotel managers
needs and request: The GMs/hotel managers requested their needs to improve the hotel
performance (mentioned by 10 participants); 4) Owner needs and request: The owners

requested their needs through the GMs/hotel managers (mentioned by 7 participants); 5)
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Feedback and comments: From the customers, heads of department, HR department,
GMs/hotel managers, and owners (mentioned by 10 participants); 6) Product knowledge: The
hotel employees want to know and update the hotel product and service knowledge
(mentioned by 14 participants); 7) Standard operating procedures (SOP): The hotel
employees need to do their job following the hotel SOP (mentioned by 14 participants); 8)
Working problems: Hotels put more consideration to solve the problems on the working
errors and problems (mentioned by 5 participants); 9) Hotel income: Hotels allocate the
training budget appropriately by looking at the hotel income (mentioned by 13 participants);
10) Hotel policy: Used the hotel policy to be the direction to follow when developing a
training program (mentioned by 12 participants); 11) Hotel situation: Hotels updated the
hotel situation to adjust and revise the training program to respond with the situation changes
(mentioned by 10 participants); 12) Customer target: Hotels gave a first priority to look at the
customer target needs (mentioned by 10 participants); and 13) Customer complaints: Hotels
pay more attention to the customer complaints and take them into account to deal with and
handle the customer complaints ( mentioned by 15 participants). The following direct
quotation could well present the idea: We look at the feedback from TripAdvisor and then
summarize and report to the GM/hotel manager, to use this information to plan for the

training program (P24).

Environmental needs: It included 1) Hotel industry and market: Hotels update this
information and prepared their employees to respond to these changes and requirements
(mentioned by 21 participants); 2) Customer trends: Hotels prepare their readiness for the
hotel quality service by providing the training on the customer trends (mentioned by 16
participants); 3) Laws and regulations: Hotels provide the training program required by Thai
hotel laws and regulations (mentioned by 15 participants); and 4) Technology: Hotels keep
the technology knowledge updated to meet the ever- changing needs of technology
(mentioned by 11 participants). The following direct quotation could well present the idea:
We develop the employees to be competitive in the hotel industry. We must provide new
information to our employees (P25).

3) Summarize training needs and send information to all departments: After the
hotels have collected the data on the training needs using a variety of methods and
successfully analyzed the training needs, then a summary of the training needs report was
generated for each department to design and develop an appropriate training program
(mentioned by 12 participants). The following direct quotation could well present the idea:
Hotel has a TNA form by using a questionnaire, the employees need to answer this form and

return it to the HR department to arrange an appropriate training plan (P25).
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Step 2: Design and develop the training program: It included 1) Training topic:
Each department designs and develops their own training topics, such as, quality services,
dress code, product knowledge, foreign language, safety, etc. (mentioned by 21 participants); 2)
Training objective: Set a clear training objective for each training topic (mentioned by 10
participants); 3) Training content: Added detailed information on the training content with all
training program details such as the short brief information regarding each training program to
be a good source of information to all involved parties (mentioned by 15 participants); 4)
Training method: By both formal and informal training as OJT, classroom training, morning
brief, role play, simulation, games, exercises, discussion, case study, experience sharing,
workshops, demonstration, online training, activity- based training, coaching, mentoring,
assisnments and tasks, and sharing and discussion through reflection by the colleagues
(mentioned by 24 participants); 5) Trainer: By using both internal and external trainers. The
internal trainer will be the supervisors or heads of department, and the external trainer
someone who has particular expertise, knowledge, and ability (mentioned by 23 participants);
6) Trainee: Encouraged all employees to attend the training program (mentioned by 20
participants); 7) Training material: By using paper-based training documents, equipment, or
things needed to demonstrate the training, etc. However, hotels are now trying to control the
training budget and promote a green hotel environment by using online training materials
(mentioned by 19 participants); 8) Training period and duration: The period and duration
varied based on training by needs, training when tasks changed, training on the work skill,
avoiding high occupancy periods. Hotels set the period and duration in proper time to make
sure that most of the employees can join because they work in shifts and cannot attend at
the same time. Hotels are responsible for making sure that all employees have equal chances
to participate in the training program (mentioned by 21 participants); 9) Training venue: Using
both inside and outside the hotels but most took place at the hotels because they had their
meeting rooms which are convenient for the hotel employees to attend (mentioned by 21
participants); 10) Training budget: Set the budget for each training program. However, to
control the training budget effectively, hotels encourage the employees to join and participate
in the free training course or online (mentioned by 21 participants). These could be seen in
the following examples of direct quotations: /n the training course, training topics are clearly
stated (P19)...//...The training plan must specify the training objectives (P4)...//... The training
content must be clearly stated (P22)...//...Classroom training and workshop (P4)...//... There
are internal and external training. If it is the internal training, they will do the training
themselves, but for the external training, the HR department will be responsible for finding
the trainer (P16)...//... All employees must attend the training program (P5)...//... The training
design must clearly state the training material (P11)...//... Impossible to train all employees

simultaneously. We have several training sessions on the same topic (P4)...// ... Internal and
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external training venues (P2) ...//..We also support full training. The department training is

free. But the external training may be free or paid (P1).

Step 3: Submit to the HR department: Each department designs and develops an
annual training program and then sends it to the HR department. The HR department
combines and then summarizes the annual training programs (mentioned by 23 participants).
The following direct quotation could well present the idea: All department send the annual
training programs to the HR department, then we are responsible for collecting them for the

GM/hotel manager's approval (P25).

Step 4: Adjust and revise: The HR department summarizes and completes the annual
training program by considering whether some details may need to be adjusted and changed.
Possible additions or reductions of the training programs are made to optimize the hotel
services and maximize the training efficiency. By doing this, the HR manager called for several
meetings with the heads of each department and hotel management (mentioned by 25
participants). The following direct quotation could well present the idea: The HR department
looking at the appropriateness and calls for a meeting to adjust and revise before submitting
it to the GM/hotel manager (P2).

Step 5: Final approval from the GMs/hotel managers: The GMs/hotel managers look
at the appropriateness of the training programs to make sure that all training programs are
aligned with the hotel policies and strategies. They also consider if these programs could
increase the employee performance, which will then improve overall hotel performance and
service quality, then final approval (mentioned by 19 participants). The following direct
quotation could well present the idea: Forwarded it to the GM/hotel manager for final

approval (P24).

Step 6: Prioritize: Before announcing the annual training program, hotels prioritized the
training program based on the employee needs, department needs, HR needs, GMs/hotel
managers needs, owner needs, hotel policies, customer needs, and the changing situation to
ensure the effectiveness of conducting the training process (mentioned by 25 participants).
The following direct quotation could well present the idea: Training program priorities must
also look at the needs of the employees, the heads of department, the HR department,
hotel management and the hotel policies (P25).

Step 7: Announce the annual training program: After prioritizing, the hotels
announced an annual training program (mentioned by 18 participants). The following direct
quotation could well present the idea: The annual training program will be announced after

being revised, approved by the GM/hotel manager, and prioritized (P9).
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Step 8: Implement: Using different training methods through a variety of training
courses and activities including service quality, foreign language for communication, product
knowledge, SOP, technology, hotel knowledge, food safety, cleaning and sanitizing, room
inspection, guest experiences, operational development, sales, and sguest relationships,
management and leadership, and so on (mentioned by 13 participants). The following direct
quotation could well present the idea: There are different training methods used, but the
hotels focus on OJT, especially on cleaning and sanitizing and room inspection for the

housekeeping employees (P7).

Step 9: Support and monitor: Hotels promoted the concept by assigning a supervisor,
head of department, HR department, and GM/ hotel manager to support and monitor during
the training implementation (mentioned by 25 participants). The following direct quotation
could well present the idea: The HR department will join on training day and observe to see

how the training is going (P21).

Step 10: Training evaluation: Utilized 1) Looking at feedback from the customers,
colleagues, heads of department, HR department, GMs/ hotel managers, and owners,
2) Looking at working performance, 3) Seeing working behavior change, and 4) Extending
knowledge and skills to others (mentioned by 18 participants). The following direct quotation
could well present the idea: We evaluate training in many ways, such as feedback from the
heads of department, employees, or customers (P10).

Based on the findings of this study, it was concluded that 10 steps were applied by four-
star hotels in Pattaya City in developing a training process. A training process model for four-

star hotels in Pattaya City is proposed and illustrated in Figure 1.

) Announce
Submit to the annual
the HR department training program
. : Final approval :
Training : from the GMs/ : Support and monitor
needs analysis hotel managers : :

Adjust and revise Implement

Design and develop Prioritize Training evaluation
the training program

Figure 1: A training process model for four-star hotels in Pattaya City
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Discussion
In responding to the first research question, "What steps are applied by four-star
hotels in Pattaya City in developing a training process?". 10 steps were found in

developing a training process in four-star hotels in Pattaya City as follows below.

Step 1: Training needs analysis (TNA): Hotels conduct TNA by used a variety of data
collection methods to find the needs of employees, hotel, and environment. As suggested by
Khattak, Rehman, and Rehman (2014, pp. 176), training needs should analyze the individual,
team, and organization needs. Then combine, summarize, and send the needs information to
all departments. Four-star hotels in Pattaya City start their training process with TNA because
it can be a good source of information in developing a hotel training process. The findings
show that hotels put more interest in TNA as they mentioned that it is the most essential step
in conducting the training process in their hotels. It was supported by Malonza and Walaba
(2015, pp. 2132). They stated that the hotels focus on TNA because it is the most crucial step
in the hotel training process to ensure the effectiveness of the training programs. Hotels use
different methods such as observation, interviews, and questionnaires to collect needed
information, as supported by Samar et al. (2016, pp. 102). However, TNA in hotels often found
ineffective data collection, which was complicated, difficult to understand, and informal with
no chance to express actual needs (Putra, 2000, pp. 1). Moreover, the findings also showed
that hotel management is aware of and promotes the TNA process. TNA can serve all those
needs by putting needs information into the consideration of the training design and
development. On the contrary, Al-Raggad (2017, pp. 104) study argued that hotel management

was not aware of the importance of identifying the training needs.

Step 2: Design and develop the training program: It included 1) Training Topic:
Most of the hotel training topics are about the routine work of each department. Hotels must
clearly define the training topics so that each department knows what training topics are being
held each month. These results are in agreement with Khattak, Rehman, and Rehman (2014,
pp. 174), Ratchanet and Onthanee (2018, pp. 257), and Rathore (2017, pp. 54), who proposed
that a variety of training topics was put into the hotel training program. However, it could not
judge which training topics were best suited for four-star hotels in Pattaya City. Hotels should
use a mix of training topics to ensure the training quality because different topics have
particular benefits. To select it wisely could be the best way to enhance the employee
competency and increase the hotel performance; 2) Training objective: Even though the
hotel employees did not mention much on the training objectives. However, it was imperative
for the hotels to set the training objectives to be a guideline for the training evaluation. Hotel
management can measure the training effectiveness by seeing whether it reached and
achieved the training objectives or not. It was supported by Samar et al. (2016, pp. 101) who

highlishted that some hotels design a training objective according to the actual needs and
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training needs information; 3) Training content: Hotels are always explaining more details on
the training content to let all involved parties understand the training information and be a
guideline to manage the training program. Wangchuk and Wetprasit (2019, p. 409) suggested
that the training content should be reviewed ensuring whether it is related based on the work
of the trainees or not. However, Chantarathong (2011, pp. 73 commented that it should be
cautious to not overload the training content and communicate briefly and straight to the
point; 4) Training method: There are a variety of training methods used in the hotels, both
formal and informal training, which is in line with Kleefstra, Altan, and Stoffers (2020, pp. 179-
180), Martyn and Anderson (2018, pp. 11), Sertpunya (2020, pp. 11-12), Tangsukeesiri and
Nonsiri (2021, pp. 311-313), and Tansakul and Kanjanataveekul (2020, pp. 35). By using various
methods, hotels can benefit from the training program. Because different topics require
different methods to support training delivery. Moreover, it can attract more interest for the
trainees who have different needs. However, this research found one interesting training
method used in four-star hotels in Pattaya City, which was not shown in another hotel research
that the hotels always encourage sharing and discussion through reflection by the colleagues
and allowed to open the floor to sharing and discussion because they believed that listening
to the colleague’s ideas can be a self-reflection for improvement and make for a good
relationship among employees; 5) Trainer: Hotels use both the internal and external trainers.
However, the internal trainer was always selected to be a hotel trainer. By choosing the
internal trainer, hotels encourage all hotel management to train their employees by
themselves, because they are experts in their area and know best about the practical
knowledge of the training topics. The supervisors or heads of department are the best internal
trainers that all hotels used to deliver the training program (Thakre, Chaudhari, & Dhawade,
2019, pp. 503). On the other hand, some topics also need to use an external expert because
the biggest challenges in the hotel industry was a lack of specialized and full-time expert
trainers (Suhag, 2017, pp. 26); 6) Trainee: Hotels encourage all employees to attend the
training program. The selection of trainees are an important part of the training design and
development because the trainees are the ones who need to be trained directly. The best
trainee should get involved, be willing to participate, engage in team contribution, express the
issues, raise some problem points, ask questions, and enjoy the training activities as much as
possible (Yamashita, 2004, pp. 30). On the contrary, Al-Raggad (2017, p. 104) found that some
hotel employees could not continue the training program because their working hours were
not suitable to allow them to participate in the training; 7) Training material: Hotels focus
more on the documents and equipment used in the training delivery. However, to save costs,
online documents were also used. It was consistent with Lakornsri and Namwong (2019, pp.
202), who pointed out that effective training programs depend on the training equipment and
facilities. To best understand the training contents, hotels should update the training materials
to ensure training effectiveness with the best training results; 8) Training period and duration:
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The period and duration of training can be adjusted and flexible according to the needs and
situation. Working in the hotel involves shift work, and sometimes it must provide more than
one training course to ensure that all employees can attend and not affect the service hours
and should also try to avoid training during high occupancy. Chun-Chieh and Hsiao-Ping (2013,
pp. 773) stated that hotel management must minimize obstacles to attend the training. As
seen, the hotel industry involves shift work that cannot assign all hotel employees to attend
training simultaneously. Hotel management must organize the training schedules to ensure all
employees benefit from the training programs. If training is during working hours, it should
adjust and support the work to ensure that all employees can participate; 9) Training venue:
Most training venues take place at the hotel because they are big hotels and have their
meeting rooms. Moreover, the hotels had more experience managing the training venue for
the customers. The results further support the findings from a previous study that the best
place to conduct the training programs is at the hotel itself because they have convenient
places for the hotel employees to participate in the training program (Al-Raggad, 2017, pp.
104). However, Lei and Chong (2008, pp. 7) argued that hotels should not only conduct their
training programs in-house, but they should also provide more opportunities to offer external
training to gain more knowledge and skills; and 10) Training budget: The training budget
should be in line with the budget that the hotel has set for the maximum training efficiency.
To control the training budget effectively, hotels encourage the employees to join and
participate in the free course training provided from outside or online. Even though the hotels
had set their training budget, some hotels had insufficient training budget, which might affect
the implementation and lead to incompletion and to the effectiveness of the training program.
It was congruent with Jongkolnee (2016, pp. 127) who found that if the hotel had a limited

training budget, it affected the training delivery and implementation quality.

Step 3: Submit to the HR department: The HR department in the hotel industry
plays an essential role in the training process. They had their part to play to combine each
department's training plan and summarize the annual training programs. Moreover, Khattak,
Rehman, and Rehman (2014, pp. 174) highligshted that the key roles and responsibilities of the
hotel HR department were to encourage the training motivation by the trainees to attend the
training programs and promote the employees to increase their knowledge and skills to

improve their job performance and service quality.

Step 4: Adjust and revise: Additions or reductions to the training programs were made
to optimize the hotel services and maximize the training efficiency. The HR manager calls for
several meetings with the heads of each department and hotel management to adjust and
revise the training programs to ensure the training effectiveness. Moreover, Chueasraku (2015,
pp. 58) pointed out that so many issues should be raised because over training and irrelevancy
will cause a higher training budget, and insufficient programs lead to an ineffective training

program and poor work performance.
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Step 5: Final approval from the GMs/hotel managers: The training program required
the GMs/hotel managers approval before being implemented. The GMs/hotel managers look
at the appropriateness of the training program to ensure that all training programs are aligned
with the hotel policies and strategies and promote increasing the employee performance,
which leads to an increase in overall hotel performance and service quality. It was supported
by Samar et al. (2016, pp. 104-105) pointing out that a successful training process needs more
support from hotel management. Moreover, Wangchuk and Wetprasit (2019, pp. 406) stated
that hotel management pays more attention and prioritizes the training process because it is
critical for competitiveness in the hotel industry. On the other hand, even though the training
process was vital in improving the hotel service, but some hotel management was often
unaware of it’s importance (Rathore & Maheshwari, 2013, pp. 128).

Step 6: Prioritize: Prioritization is one of the essential steps in the hotel training process.
Before announcement and implementation, their most critical needs must be prioritized and
sequenced to ensure the training effectiveness. This was supported by Samar et al. (2016, pp.
101), who demonstrated that hotel management should review and prioritize the training

programs based on the training needs information and current situation.

Step 7: Announce the annual training program: The HR department is responsible
for announcing an annual training program. All departments will be informed that the next year
will concentrate training on what topics and details information can be derived from each

training program.

Step 8: Implement: Hotels use various training methods through the training courses
and activities. Albiter et al. (2021, pp. 6) presented that there are opportunities for the hotels
to offer the employees to apply and develop their skills and knowledge by allowing them to
attend training courses and activities. This study was supported by Malik and Vivek (2018, pp.

16), who revealed that the hotels deliver their training through particular training methods.

Step 9: Support and monitor: Hotels promote the concept of supporting and
monitoring by assigning the supervisors, heads of department, HR department, and GMs/hotel
managers to help and monitor the training implementation. Hotels provide support for the
employees and see how the training is going. Most of the hotel training is based on OJT.
Supporting and monitoring is how hotel management sees what is going on, what should be
improved and recommended, and listens to the employee comments. To support and
monitor, hotels can provide feedback and reflect on the mistakes (Kleefstra, Altan, & Stoffers,
2020, pp. 180), solve the problems that occur during the training program (Al-Raggad, 2017,
pp. 99), supervise and provide advice and assistance periodically (Kasetaeim & Sriwongwanna,
2017, pp. 146), in pairs or in groups and train with the trainer and provide feedback ensuring
improvement (Sertpunya, 2020, p. 8), and allowing opportunities to express opinions and
discussion (Srisakultiew et al., 2020, pp. 115).
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Step 10: Training evaluation: There are many methods used in the hotel training
evaluation. This finding was consistent with Chun-Chieh and Hsiao-Ping (2013, pp. 773), who
summarized that hotels evaluated the training results by looking at the skills and knowledge
obtained, the way they are applied in their jobs, and allowed them to present way’s to
improve their work performance. Hotels always use these methods because it is easy to
observe and measure and most suitable for the hotel taking account of shift work. On the
other hand, Al-Raggad (2017, pp. 104) found that hotels face problems lacking effective training
evaluation methods. Only post-test after the training is impossible to evaluate all aspects.
However, it was surprising that all hotels conducted their training evaluations by promoting
extending knowledge and skills to others. They encourage all employees who attend the
training to share their knowledge and skills with their colleagues both by formal and informal
methods. They believed that sharing is one of the best ways to learn and improve and this
method was the practical training evaluation that all hotels should implement.

In responding to the second research question, "How could a training process model
for four-star hotels in Pattaya City be presented?”. Many studies mention the training
process in a variety of business industries. However, there are less focusing on the hotel industry.
This study presents a training process model for four-star hotels in Pattaya City, including the 10
steps as mentioned in Figure 1. 10 steps in developing a training process applied by four-star
hotels in Pattaya City were derived from the interview information. The researcher followed all
steps by listening to the participants' voices. However, the researcher found much research
indicated similarities and differences in certain details. This study was also supported by
Amirtharaj and Cross (2011, pp. 49), who proposed the steps of the training process in hotels
including training needs analysis, training plan, training objective, training design, training method,
training content, training implementation, training evaluation, and planning further training. On the
contrary, Kruerattanaphaiboon and Onthanee (2018, pp. 2), Ratchanet and Onthanee (2018, pp.
251), and Suwan and Tantakool (2020, pp. 35-36), presented the hotel training process by
identify training needs, design and develop the training program, training implementation, and
training evaluation. Moreover, Jongkolnee (2016, pp. 127-128), and Samar et al. (2016, pp. 100)
add more hotel training processes by training needs analysis, training program's objectives,
design and development, implementation and evaluation.

It was found that this study presented the different steps from another research that
is not solely conducting training needs analysis, training design and development, training
implementation, and training evaluation, this study found new steps that four-star hotels in
Pattaya City performing their training process, which included Step 1: Training needs analysis;
Step 2: Design and develop the training program; Step 3: Submit to the HR department; Step
4: Adjust and revise; Step 5: Final approval from the GMs/hotel managers; Step 6: Prioritize;
Step 7: Announce the annual training program; Step 8: Implement; Step 9: Support and monitor;

and Step 10: Training evaluation. This research is different from other hotel training process
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research because the research was based particularly on the training process implemented in
four-star hotels in Pattaya City only. The additional context may vary the results. It showed
that the hotels paid more attention to adjusting and revising, prioritizing, and supporting and
monitoring which indicated that it is an important step for the hotel training process to be
successful. Four-star hotels are the primary type of hotel in Pattaya City, which relies mainly
on the 10 steps to ensure the effectiveness of the training process. Hotels should recognize
that during the training process, it could not ignore the steps of adjusting and revising,

prioritizing, and supporting and monitoring as seen by all hotels mentioned in these steps.

Recommendations

Four-star hotels must provide and guide all hotel employees about the training
program's benefits to urge them to attend. The hotel employees should communicate their
training needs to hotel management and have their wishes reflected in the training's actual
benefits. Hotel management and the GMs/hotel managers must be involved in and be
outstanding advocates of the training process to urge all employees to have a positive attitude
about it. They must verify that all training programs were carried out in accordance with the
10 steps of a training process model. Step 1: Use a reliable source of information to conduct
TNA. Step 2: Use TNA information to design and develop the training program. Step 3: Consult
with the HR department to ask for assistance and support. Step 4: Attend a few hotel
management meetings together to adjust and revise the training program. Step 5: Get the
GMs/hotel managers' complete support. Step 6: Priority is determined by the hotel's situation
and training requirements. Step 7: Notify all involved of the annual training program. Step 8:
Utilize various training methods, courses and activities and put them into practice during
training sessions and other activities. Step 9: Supporting and monitoring are essential to
maximize the effectiveness of the training program. Step 10: Utilize a mix of training evaluation
approaches to determine the effectiveness of the training program.

Because four-star hotels rely significantly on HR, which lacks automation to replace
the service providers, hotels must invest more effort in the training process and continual
development of their HR to maintain a competitive edge in this business. This study
recommended 10 steps of a training process model for four-star hotels in Pattaya City. As a
guide and checklist for four-star hotels to follow, they should ensure that they do not ignore
them when completing their training process. Furthermore, hotels should offer the training
program to all heads of department and hotel management on the details of every step in
the training process while conducting the training process to ensure training efficacy. They
must all comprehend each step because they are the main persons in running the training

program.
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The conclusions of this study reveal some basic steps that can help run a hotel's
training process. As illustrated in Figure 1, the researcher offers a training process model for
four-star hotels in Pattaya City. However, because it involved several contexts, it may be called
a training process model or theory. The researcher proposes new steps in a training process
model that can be utilized in four-star hotels for competitive advantage in terms of theoretical
implications.

This research was supported by the research grant from Faculty of Education, Burapha
University, Thailand.
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