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Abstract

The objectives were to study: 1) the relationship between five factors
of consumer perception (perceived usefulness, perceived ease of use,
product price concessions, interactivity experience, and opinion leaders)
and consumer purchase intention, and 2) the relationship between
platform reputation and customer purchase intention. This research was
a quantitative study. This study was quantitative research. The population
of this study consisted of 2,561 consumers who had watched the live-
streaming sales at least once. The sample size of 345 customers' purchase
intention in the live streaming sales environment in Hebei, China, was
determined by the Taro Yamane formula. The research instrument was
a 5-point rating scale questionnaire. Statistics used for data analysis
included percentages, frequencies, means, standard deviations, and
multiple regression.

The results of the study revealed that: 1) the five factors of
consumer perception, perceived usefulness, perceived ease of use,
favorable product price, and opinion leaders positively and significantly
influence consumer purchase intention, and 2) the reputation of the

platform has no significant impact on consumers' purchase intention.
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Technology Acceptance Model

Introduction

In recent years, with the rapid development of the Internet, the
significant reduction of network traffic tariffs, innovative breakthroughs in
terminal products such as tablet computers, smartphones, wearable
devices, and the rise of short-video platforms and live streaming platforms
with the nature of social entertainment, the convergence of traffic has
gradually given rise to a new business model - live streaming sales. Live
streaming sales have been in the public eye since 2016 and have
continued to grow rapidly, with the market size reaching 19 billion yuan
in 2017 and reaching a new high in 2019, when the live streaming market
size reached 433.8 billion yuan, representing a 21-fold increase in two
years. According to the China Live E-Commerce Industry Research Report
2023, published by Avery Consulting (2024), China's live e-commerce
market reached RMB 4.9 trillion in 2023, with a year-on-year growth rate
of 35.2%. Although the industry's growth rate has declined somewhat
compared to the early stages of industry development, the market
performance in 2023 indicates that the industry is still releasing growth
signals.

Despite the relatively slow development of the real economy
and traditional e-commerce, live streaming sales have shown good
momentum and become a new way to promote the internal cycle of
China's economy. Since 2019, live streaming sales have experienced
explosive growth. To encourage and support the development of live
streaming sales, the Chinese government has continued to formulate and

adjust policies related to live streaming sales. The General Office of the
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State Council issued the Opinions on Accelerating the Development of
New Consumption Led by New Industry and New Modes in September
2020. On the development of the live streaming industry, it is proposed
to encourage entity businesses to use new technologies and new
marketing models to carry out new commercial activities, such as "cloud
shopping", to encourage and promote the development of the live
streaming industry, to meet the people's needs for consumption upgrading
and the development of the country. Meanwhile, to create a better
business environment for enterprises, the China General Chamber of
Commerce released the first nationwide standard for live streaming in
2020, the Live Streaming Marketing Service Specification, which regulates
the entire live streaming industry chain.

However, with the proliferation of enterprises and practitioners
in the industry, the problems of homogenization in live streaming sales,
lower consumer conversion rates, and low customer stickiness in the live
room are becoming increasingly severe. In this paper, we study the impact
of six factors (usefulness, ease of use, platform reputation, product price
concessions, interactivity experience, and opinion leaders) of live
streaming platforms on consumers' willingness to buy by examining their
impact on consumers' purchase intentions, as well as combining with the
practical experience of live streaming in real life. It is expected that, on
the one hand, it will provide reference opinions for small and medium-
sized enterprises in the new media publicity sector, and on the other
hand, it will offer a specific direction for the future development trend of

live streaming with goods.
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Research Question

1.

Do the five factors of consumer perception (perceived usefulness,
perceived ease of use, product price concessions, interactive
experiences, and opinion leaders) influence consumer purchase
intentions?

Does platform reputation influence consumers' purchase

decisions?

Research Objective

1.

2.

To study the relationship between the five factors of consumer
perception (perceived usefulness, perceived ease of use, product
price concessions, interactivity experience, and opinion leaders)
and consumer purchase intention.

To study the relationship between platform reputation and

customer purchase intention.

Research Hypothesis

H1: Consumers' perceived usefulness, ease of use, price concessions,

interactivity experience, and influence from opinion leaders for a product

or service combine to influence consumers' purchase intentions.

H2: Good reputation of platforms positively influences consumers'

purchase intention.

Literature review

Theory and concept of the 4P theory

The 4P theory is a fundamental concept in marketing. The theory

suggests that a complete and successful marketing campaign involves

selecting the right product, setting the right price, choosing the appropriate
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sales channel, and offering suitable incentives for a specific market (Meng
Jinrui, 2020). The theoretical content contains: product strategy,
enterprises judge and design products according to the market demand,
require products to have unique functions and efficacy, put the product's
statement in the first place, the connotation of the product are: services,
products, organizations, concepts, etc. (Han Gang, 2011),Price strategy
refers to the development of different pricing strategies depending on the
customer's market position, discounts and payment periods when
purchasing a product or service, with the main influencing factors being:
demand, cost and competitors; Channel strategy, is the sum of the links
and driving forces that companies focus on in the process of transferring
to consumers through the establishment of channels such as distributors
and networks: The coverage of sales channels, the setting up of different
outlets and the unblocking of storage and transportation channels related
to the distribution activities of the company and adjusted to its own
situation; Promotion strategy, specifically refers to the company's use of
reasonable and effective means of communication, through the media
publicity to stimulate consumers, to achieve short-term sales growth
strategy, such as: price reductions, lucky draws, red packets, gifts, limited-
time discounts and so on.

Theory and concept of the 4C theory

4C theory, as one of the key theories in modern marketing, proposes
the concept of consumer-centered marketing. It subverts the product-
centered approach of the traditional 4P theory, emphasizing that the
formulation of marketing strategies should begin with meeting consumers'
needs and expectations.

Firstly, the "Consumer" element in the 4C theory requires enterprises

to gain a deep understanding of and insights into consumers' needs,



TmIigeaaitauiuazaninems 09 s atuf 3 woumeaw - figwiou 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

including their expectations of product functions, sensitivity to price,
requirements for purchasing convenience, and preferences for
communication methods. This consumer-centered approach enables
companies to more accurately position their target markets and develop
products and services that better meet the needs of consumers.

Secondly, the element of "Cost" refers not only to the price of the
product but also encompasses all costs involved in the process of
purchasing and using the product or service, including the costs of time
and energy. Enterprises need to optimize their production processes,
improve service efficiency, and reduce the cost of consumer purchases to
enhance the cost-effectiveness of their products, thereby improving
market competitiveness.

Again, the element of "Convenience" emphasizes that enterprises
should fully consider consumers' convenience needs when providing
products or services. This includes providing convenient purchase
channels, flexible payment methods, and fast delivery services, among
other measures, to enhance the consumer's purchasing experience and
satisfaction. By providing a convenient shopping experience, companies
can attract more consumers and build stable customer relationships.

Finally, the "Communication" element requires the establishment of
an effective communication mechanism between enterprises and
consumers. This includes interacting with and exchanging information with
consumers through various channels and methods to understand their
feedback and needs, and to adjust product strategies and service methods
promptly. Effective communication can not only enhance the trust
relationship between enterprises and consumers but also help enterprises
better understand market dynamics and competitors, thereby developing

more effective marketing strategies.
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In summary, the 4C theory emphasizes that consumer demand is the
core, achieved by satisfying consumer demand, reducing purchase costs,
providing purchase convenience, and implementing effective marketing
communication to enhance market competitiveness and brand image for
enterprises. This theory is of great significance in guiding enterprises to
develop effective marketing strategies in today's competitive market
environment.

Theory and concept of the Technology Acceptance Model

The TAM Technology Acceptance Model was proposed by American
scholar Davis in the 1980s, which began as a way of predicting and
interpreting an individual's acceptance attitudes toward a technology-
based product, thoughts about wanting to utilize it, and specific behaviors
when using it (Chen, 2020). Perceived usefulness as well as perceived ease
of use are the two variables proposed by Davis in his theoretical study on
the basic research of consumers regarding the emergence of new
technologies. Perceived usefulness indicates an individual's perception
that the use of a particular information system enhances his or her life
performance, i.e., whether or not the adoption of an information system
product can bring about efficiency gains in the actual workplace; Perceived
ease of use indicates whether an individual can get started and learn
quickly when using it, emphasizing the ease of learning and operation
(Xiang Chen, 2018).In the original model, consumers' behavioral intentions
are influenced by their attitudes toward the use of new technologies,
which in turn are influenced by the two basic research variables
mentioned in the model: perceived usefulness and perceived ease of use.
After analyzing and arguing, Davis developed the Technology Acceptance
Model in the 1980s. The Technology Acceptance Model (TAM) considers

both individual perceptions and the impact of external environmental
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variables on consumers, and has been widely applied in practical research.

The technology acceptance model is shown in Figure 1:

Perceived
Usefulness v
F 3
External Attitude » Intention Actual
Variables Towards Use To Use Usage
\ Perceived /

Ease of Use

Figure 1: Technology Acceptance Model (TAM)

In 2000, Davis and another scholar in the study of information systems
found that perceived usefulness and perceived ease of use can directly
affect behavioral intentions, while the correlation between attitude
toward use as a mediator variable and consumer behavioral intentions is
not apparent, and finally removed the term of attitude toward use as an
intermediate variable, and obtained the improved TAM model (Davis,

1985), as shown in Figure 2.

_w Paceived usefiness~_
/’//’ ? \\\
ExtemalVaisble < } \: Behavioralimrantion —gm- UJse behaviar

>
. v
‘Pamivad ease of wse”

Figure 2: Improved Technology Acceptance Model (TAM)

As online shopping is inherently tied to computer technology, many
scholars outside of China draw on the TAM model to study consumer
attitudes and behaviors during the online shopping process. As the TAM

model has been widely used in online shopping research, it will be
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modified and variables added or subtracted according to the different
research objects and usage scenarios.

Comprehensive research on the live streaming sales industry, as
mentioned above, has revealed that, after nearly five years of rapid
development, the new business model of live streaming sales has
penetrated various industries. The rapid development of the industry has
led to a significant increase in economic benefits, but at the same time, it
has also uncovered some hidden dangers that could hinder the industry's
benign development. For example, serious homogenization of live
streaming sales, decline in consumer stickiness, lower conversion rates in
the later stages, and other issues. The current research on live streaming
sales primarily consists of brief reports or business model studies, which
mostly remain at the argumentation stage, and are less involved in
empirical data research. The dissertation research is to extract some
influencing factors from the above literature review: shopping safety,
platform reputation, after-sales protection, opinion leaders and other
research variables, quantify the above factors by combining with the
research of previous scholars, design a scale for the research, and
quantitatively analyze the influence of each factor on consumers'
purchasing intention using a survey questionnaire.

About Live streaming platforms

Live streaming sales refers to the use of live streaming platforms to
users watching live streaming sales to promote and sell goods sales
model, in the live streaming sales process by the anchor to introduce the
characteristics and advantages of the promoted goods, to attract users
watching live streaming to buy goods, to achieve the marketing effect of
a new type of marketing method. A live streaming platform with goods

refers to the live streaming platform itself becoming a sales channel,
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cooperating with commodity producers or suppliers, and facilitating the
circulation of commodities by participating in the production and
packaging of products, and selling them directly to consumers through the
live streaming platform.

Conceptual framework

The paper summarizes the factors affecting customers' purchase
intentions based on previous scholars' research. It proposes and
establishes a new model of live streaming bandwagon consumers'
purchase intentions, drawing on the Technology Acceptance Model (TAM).
Specifically, this paper will empirically investigate whether the five factors
of consumer perceptions (perceived usefulness, perceived ease of use,
product price concessions, interactivity experience, and opinion leaders)
and platform reputation affect consumers' purchase intentions. The

research framework diagram is shown in Figure 3.

Consumer perception

Perceived Perceived Ease ||Favorable product]
Usefulness of Use price

Interactivity experience | Opinion leader

‘ Consumer willingness to buy

Extemal factors /
| |

Platform reputation

Figure 3: Conceptual framework
Variables
This paper primarily relies on the Technology Acceptance Model to
investigate the impact of consumer-perceived factors and external factors
on consumer purchase intention. The consumer-perceived factors
comprise five variables, with one variable included under external factors.
1. Independent variables: Consumer perception, Platform reputation

2. Dependent variable: consumer purchase intention factors
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Methodology
1 Population and sample

The population of this study consisted of 2,498 consumers who had
watched the live-streaming sales at least once. The sample size of 345
customers' purchase intention in the live streaming sales environment in
Hebei, China, was determined by the Taro Yamane formula.

The sample size was 400, calculated using Yamane’s (1973)
formula with a 95% confidence level and a margin of error of +5 for this
study.

2 Research instrument

The research team first draws on the content of previous scholars'
research design and the team's understanding to design the questionnaire;
then combines the research context of this paper and the results of the
pre-survey questionnaire to make corresponding adjustments to the
questionnaire, and ultimately obtains the scale on the influencing factors
of consumers' willingness to buy in the process of live streaming sales.
For the design of the questionnaire, the questionnaire begins with an
expression of gratitude and a clear statement of confidentiality. Then the
personal information of consumers was counted, including gender, age
stage, education level, occupation, average monthly disposable amount
and other information, to make a basic understanding of the interviewees,
and at the same time, screening questions were set up to filter the
interviewees by asking whether they had the experience of watching live
streaming sales, to improve the accuracy of the questionnaire. The central
part of the questionnaire is designed to measure the variables of the
dissertation, ensuring the validity of the measurement by including at least

three items for each variable. The Likert scale 190 is used to measure the
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attitudes of the respondents: 1 means "Strongly Disagree", 2 means
"Disagree", three means "Neutral", four means "Agree", five means "Strongly
Agree", the details of the questionnaire and its corresponding scales are
shown in the appendix.
3 Data Collection

The thesis research employs a "questionnaire star" design
questionnaire, with an initial sample of 90 questionnaires, to facilitate a
preliminary understanding of the research object, aid in follow-up of the
questionnaire, and enhance the accuracy of the results. Moreover, analyze
the reliability of the initial 90 questionnaires recovered (using SPSS
software), found that some of the options reliability is low, and then
invited 10 respondents to communicate, to find out the reasons for the
questionnaire respondents to add a screening option, and then issued and
recovered 68 questionnaires, the questionnaire reliability is greatly
improved.
4 Data analysis

This paper obtains the consumer purchase intention situation in the
live streaming sales environment through the questionnaire star platform,
and then carries out descriptive statistical analysis, scale reliability and
validity test with the help of SPSS software to ensure the reliability of the
data collected in the article; and carries out correlation and regression
analyses, to get the empirical relationship between the five factors of
consumers' perception (perceived usefulness, perceived ease of use,
preferential price of the product, interactivity experience, and opinion

leader), the platform reputation, and the consumers' purchase intention.
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Results

Based on the research design and questionnaire survey, the research
team obtains the influencing factors of consumers' purchase intention in
the live streaming sales environment. and focuses on the descriptive
statistical analysis, scale reliability and validity test of the results of the
questionnaire analysis to ensure the reliability of the data collected in the
article; Correlation and regression analyses were conducted to obtain
empirical relationships between the five factors of consumer perception
(perceived usefulness, perceived ease of use, product price concessions,
interactivity experience, and opinion leaders), platform reputation, and
consumer purchase intention.

Descriptive statistical analysis

The first step of data analysis is to use SPSS software to conduct a
simple descriptive statistical analysis of the 343 valid survey samples
collected, in order to have an overall understanding of the questionnaire
situation and analyze it in the light of the actual situation of the research,
in order to pave the way for the subsequent management insights.

Gender-specific variables

Table 1: Gender Characterization Variables

gender sample size percentage
man 157 45.77%
women 186 54.22%

Analysis of the data shows that the proportion of men and women is
45.77% and 54.22% respectively, with a slightly higher proportion of
women. Considering that in previous studies, most researchers default
women in the field of shopping to occupy the leading position, the
proportion of women in the research is higher, this research deliberately

in the preliminary questionnaire recovery control of the male to female
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ratio of about 1:1, through the screening has not seen the live streaming
sales, as well as part of the invalid questionnaire, the proportion of women
is slightly higher than that of men, but the difference is not significant, and
the previous perception of the domestic e-commerce live audience for
the majority of women to have a difference.

Age-specific variables

In terms of age, 2.93% of the respondents were under 20 years old,
33.41% were between 21 and 25 years old, 37.7% were between 26 and
30 years old, 19.86% were between 31 and 40 years old, and 6.09% were
40 years old and above. Live streaming sales is a new product. Following
the leading viewing group, research data analysis reveals some of the age
characteristics of current online shopping consumer groups, with a certain
degree of representativeness, aligning with the audience situation of the

live band.

0 37.70%
40.00% 33.41% 0
35.00%

30.00%
25.00% 19.86%
20.00%
15.00%
9 6.09%
1288; 2.93% °
. (]
0.00% N ]

20 years  21-25 26-30 31-40 Above 40
oldand yearsold yearsold yearsold yearsold
below

Figure 4: Age Characterization Variables
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Table 2: Variables characterizing monthly disposable amounts

Disposable amount (months)  sample size percentage
1000 yuan and below 13 3.79%
1001—2000yuan 84 24.49%
2001—3000yuan 50 14.57%
3001—5000yuan a6 13.41%
5001 yuan and above 150 43.73%

From the average monthly disposable amount of research subjects,
the proportion of respondents with a budget of 1000 yuan or less is 3.79%,
the proportion of respondents with a budget of 100-2000 yuan is 24.49%,
the proportion of respondents with a budget of 2001-3000 yuan is 14.57%,
the proportion of respondents with a budget of 3001-5000 yuan is 13.41%,
and the proportion of respondents with a budget of 5001 yuan or more is
43.73%. Combined with the 39.05% of the student group, it is easy to see
that the disposable amount of the student group is increasing; considering
their situation, most of their friends have already joined the workforce, so
the proportion of 5001 yuan and above is relatively high, reaching 43.73%.
This data can be further explored to determine if this group has a strong
willingness to buy and to verify whether it is reasonable for some
researchers to suggest that the majority of the live streaming sales
audience is from a low-income group.

Reliability and validity tests

The results of the reliability of the overall questionnaire of the
dissertation study and the reliability tests of the different dimensions are

presented in Table 3
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Table 3: Results of the overall reliability test of the questionnaire

item count sample size Ol confidence coefficient

30 343 0.943

The research subjects were analyzed for reliability, and from the
table, we can see that the overall reliability test result of the sample of
this study is 0.943, indicating that the sample of this questionnaire has a
high degree of authenticity, which means that the internal consistency of
the questionnaire is perfect.

Hypothesis testing

1. Correlation analysis

From the results below, it can be seen that there is a significant
positive correlation between consumers' willingness to buy and the
independent variables of the model, in which the correlation coefficients
of product price preference and perceived usefulness are relatively large,
which are 0.621 and 0.607, respectively—preliminary verification of

hypotheses H1-H6.
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Table 4: Correlation Analysis between Consumer Purchase Intention and

Independent Variables

Consumers' Favorable
Platform perceived Perceived Interactivity
variable name willingness product
reputation usefulness Ease of Use experience
to buy price
Consumers' willingness to buy
Platform reputation 0.408**
perceived usefulness 0.607** 0.292**
Perceived Ease of Use 0.515%* 0.312%*  0.632**
Favorable product price 0.621** 0.470*  0.513* 0.461**
Interactivity experience 0.502** 0.466™  0.456 0.447** 0.576**
opinion leader 0.510** 0.591**  0.390** 0.396** 0.534** 0.561**

2. Repressive analysis

This paper uses linear regression to test the relationship between
consumer purchase intention and six independent variables. The results
of the correlation analysis indicate a positive correlation between
consumers' willingness to buy and the six independent variables, and
several related research hypotheses are preliminarily verified. To further
clarify the relationship between consumers' willingness to buy and each
independent variable, regression analysis was employed to investigate the
relationship between the two types of variables. The results of the

regression analysis are presented in the table below.
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Table 5: Results of Regression Analysis of Consumer Purchase

Intention
Standar
Non-
dized Adjusted
standardized t-value p R2 F
coefficien R2
variable name coefficient
t
standard
Beta
error
Constant 0.658 0.498 1.321 0.187
Perceived usefulness 0.229 0.03¢ 0.305 6.775 0.000**
Perceived Ease of Use 0.091 0.043 0.094 2129 0.034* F (6,436)
Favorable product price 0.222 0.03¢ 029  6.571 0.000**  0.533 0.526 =82.846,
Interactivity experience 0.042 0.037 0.051 1.140 0.255 p=0.000
Opinion leader 0.106 0.034 0.143  3.127 0.002**
Platform reputation 0.045 0.044 0.043 1.014 0.311

D-W values:2.013
*p<0.05%*p<0.01

According to the analysis of the data in the table, it can be observed
that the value of adjusted R? is 0.526, indicating that the six independent
variables can jointly explain 52.6% of the variation in consumers'
willingness to buy. The value of D-W is equal to 2.013, which indicates
that the model is better off without correlation between the independent
variables.

Conclusion

Based on the research of previous scholars, this dissertation study
analyzes consumers' willingness to shop on live streaming sales platforms
and provides some management insights with practical experience from
enterprises. Based on the variables of the original TAM technology
acceptance model, and combining with the literature research, four
independent variables are added, namely, product price preference,

interactive experience, opinion leader, and platform reputation. The data
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were primarily collected through the distribution of questionnaires, and
subsequently, the data were processed using SPSS software to verify the
research hypotheses of the thesis. The following conclusions are drawn:

Perceived usefulness, favorable product price, perceived ease of use,
opinion leader, interactivity experience, and platform reputation all
positively and significantly affect consumers' purchase intention, except
for interactivity experience and platform reputation, which have a positive
but insignificant effect.

In addition to the variables underlying the TAM technology
acceptance model, the highest correlation was found between product
price concessions and consumer purchase intention. This shows that the
live streaming sales platform, which is rich in commodities, efficient in
shopping, and has a friendly platform page and easy operation, is a factor
to consider when generating purchasing behavior. However, at present the
live streaming sales program homogenization is serious, the goods are very
similar, consumers watch live streaming sales, to a large extent, is to rush
to the "lowest price of the whole network" to go, the price of the product
preferential to become an important factor affecting the live streaming
sales platform consumer willingness to buy.

In addition to the variables underlying the TAM technology
acceptance model, the correlation between opinion leaders and
consumers' willingness to buy is also high. This suggests that live streaming
sales, as a new online shopping model, currently has a relatively single
factor influencing consumer purchase intentions on live streaming sales
platforms, and that opinion leaders have a greater influence. Opinion
leaders play a guiding role in consumer shopping, influencing consumers'
purchasing decisions through their expertise, product familiarity, and

industry connections.
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Besides, interactive experience and platform reputation do not have
a significant effect on consumers' purchase intention, which may be
because there are some overlapping features in the factors included in
the interactive experience and opinion leader scales, and there is a specific
competitive relationship, which leads to a decrease in the significance; As
for the issue of platform reputation, at present the live streaming sales
platform is mainly a few Internet giants in the making, the reputation is
relatively good, and there is rarely a return without a door. Hence, the

consumer's perception of this factor is relatively weak.
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Abstract

With the rapid development of mobile Internet, the forms and types
of media have undergone significant changes. As a new type of media form
based on the WeChat Public Platform, WeChat Official Accounts have
penetrated all aspects of social life. Relying on its "strong relationship"
communication characteristics, WeChat Official Accounts have become an
ideal platform for enterprises, media, government agencies, and
individuals to explore self-media practices. In terms of communication
characteristics, WeChat  Official  Accounts integrates  multiple
communication models. These changes are mainly reflected in the
reinforcement of real-life "strong linkages" between users during the
development of WeChat, the applicability and reconstruction of the
Agenda-Setting Theory in WeChat Official Account communication, the
reinforcement of the Opinion Leader Theory in WeChat Official Accounts,
and the dissolution of the "spiral of silence" theory in the private
communication environment of WeChat Official Accounts.
Keywords: ~ WeChat Official  Accounts;  Development  Process;

Communication Characteristics

Introduction
With the rapid development of Internet technology, particularly the
increasing popularity of mobile Internet, new media forms have emerged

continuously, gradually altering people's methods of obtaining information
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and causing profound changes in China's social media landscape (Cui,
2022). WeChat Official Accounts, launched by Tencent on the WeChat
platform in August 2012, have quickly become an important carrier for
social media communication in China. They meet people's needs for high-
quality and personalized content and provide content creators with a
platform to showcase themselves and share knowledge (Huang, 2015).

The development of WeChat Official Accounts is closely linked to the
social needs of China. With the popularity of smartphones and the
convenience of mobile Internet, people's information needs have become
increasingly diverse, and traditional information dissemination methods
can no longer meet the demands of modern society. With their strong
user base, rich interactive functions, and precise information push
mechanisms, WeChat Official Accounts have become a new channel for
information dissemination. They break through the limitations of time and
space, making information dissemination more precise and efficient and
providing a new platform for interaction and communication between
individuals, enterprises, and institutions (Chen, 2022).

In China, WeChat Official Accounts have become more than just a
social tool; they have profoundly impacted the structure of information
dissemination, communication models, and the interactive relationship
between enterprises and users (Cui, 2022). WeChat Official Accounts are
characterized by diversified communication subjects, a one-to-many
communication system structure, fragmented content, substantial
interactive audiences, and precise push and personalized services (Li,
2024). These characteristics have enabled WeChat Official Accounts to
play a significant role in information dissemination, commercial operations,
and cultural exchanges, with a far-reaching impact on social public
opinion. At the same time, they provide high-quality content and
diversified services to optimize user experience and meet the audience's
psychological, social, and self-actualization needs (Liang, 2024).

Therefore, research on the development process and communication
characteristics of WeChat official accounts in China helps understand the

evolution of new media platforms and provides strategic guidance for
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content creators and enterprise marketers. This research also contributes
to a deeper understanding of social media platforms and digital
communication  technologies, exploring how to use refined
communication strategies to interact more effectively with the audience
and improve communication effectiveness.

Scholars have noted that WeChat Official Accounts have evolved from
subscription-based to service and enterprise accounts, thereby forming a
rich content ecosystem and diverse business models (Zhao, 2019). With
continuous technological progress and changing user needs, WeChat
Official Accounts are constantly exploring new functions and forms, such
as mini-programs and video accounts, to adapt to the development trends
of the mobile Internet era (Zeng, 2022). Compared with traditional media,
the content of WeChat Official Accounts is characterized by segmentation,
verticalization, and specialization (Cui, 2022). Although WeChat Official
Accounts have achieved significant success, they face many challenges
during development. Current research generally focuses on challenges
such as content homogenization, slowing user growth, and tightening
regulatory policies (Gao, 2024). Corresponding countermeasures and
suggestions have been proposed, including strengthening content
innovation, enhancing user experience, and refining operational models to
adapt to market changes and user needs (Wang, 2021).

Scholars have also noted that WeChat Official Accounts exhibit
significant characteristics, including diversified communication subjects,
fragmented communication content, interactive commmunication methods,
and precise communication effects (Li, 2024). Personalized push can
enhance audience stickiness and improve communication efficiency and
influence. The communication characteristics of WeChat Official Accounts
are text-based but fully integrate various forms of content display, such
as video, audio, and images, making information dissemination richer and
more three-dimensional (Chen, 2020). This feature enhances the user
experience and increases the breadth of content attractiveness and
dissemination. There are three major laws in the information dissemination

of WeChat Official Accounts: the power-law relationship between reading
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quantity and time, the positive correlation between user communication
behavior and information attractiveness, and the influence of
communication probability by the user's social circle (Xu, 2019).

In summary, although research on the development process and
communication characteristics of WeChat Official Accounts in China has
yielded specific results, the exploration of the development process of
WeChat Official Accounts lacks a comprehensive approach. The research
on its communication characteristics primarily focuses on case analysis
and operational strategies, with few in-depth analyses of mechanisms and
discussions on communication characteristics using communication
theories. Therefore, this study integrates communication theories such as
the strong linkage relationship theory, agenda-setting theory, opinion
leader theory, and spiral of silence theory to deeply explore the
development process and communication characteristics of WeChat
Official Accounts in China, aiming to provide new insights and perspectives

for theoretical research and practical applications in related fields.

Research Objectives
1. Research on the Development Process of WeChat Official Accounts
2. Research on the Communication Characteristics of WeChat Official

Accounts

Theories and Methods

This paper employs qualitative research methods, including in-depth
case analysis and interviews. Through case analysis, representative WeChat
Official Accounts are selected to examine their development processes,
content strategies, user interactions, business models, and the reasons
behind their success or failure. In addition, in-depth interviews are
conducted with key individuals, including WeChat Official Account
operators, industry experts, and scholars, to understand their perspectives
on the development of WeChat Official Accounts, the challenges and

opportunities they face, and future development trends. These interviews
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provide first-hand data to support the in-depth analysis and conclusion of
the study.

This paper examines the application and embodiment of the "strong
relationship" theory in the development process of WeChat Official
Accounts. It also studies the changes in traditional communication
theories reflected in the new communication ecology of WeChat Official
Accounts. These changes are mainly manifested in the applicability and
reconstruction of the Agenda-Setting Theory in WeChat Official Account
communication, the reinforcement of the Opinion Leader Theory based
on the real-life "strong linkages" between communicators and users, and
the dissolution of the "spiral of silence" theory in the private

communication environment of WeChat Official Accounts.

Research Findings

This paper's research findings are divided into two parts, aiming to
comprehensively and deeply study the development process and
communication characteristics of WeChat Official Accounts.

4.1 Development Process and Trends of WeChat Official Accounts

4.1.1 Birth Period

On August 17, 2012, the WeChat Public Platform was officially
launched for ordinary users, marking the introduction of WeChat Official
Accounts. Subsequently, on August 23, 2012, the WeChat Public Platform
was officially launched, initially named "Official Account Platform/Media
Platform" (Wang, 2024). Relying on WeChat's nearly 600 million users, the
platform quickly rose to prominence. Moreover, the strong relationship-
based social and sharing mechanism of WeChat Moments significantly
propelled the development of the public platform. Under the "strong
relationship" theory framework, the point-to-point communication model
can effectively enhance communication effectiveness, ensuring that
information is directly and accurately delivered to the target audience
(Mao, 2017). Audiences often hold higher trust in information from
acquaintances or long-followed official accounts, making them more likely

to be persuaded and receptive. This information dissemination method,



TmIigeaaitauiuazaninems 09 s atuf 3 woumeaw - figwiou 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

based on trust and emotional bonds, makes the diffusion of information
both efficient and extensive.

At this stage, the functions of WeChat Official Accounts were relatively
simple, primarily focused on information dissemination. However, they still
attracted many content creators and enterprises to participate, forming a
preliminary content dissemination system. In November 2012, the group
push system of the WeChat Public Platform underwent a comprehensive
upgrade, adding the functions of editing graphic and text messages,
thereby enriching the content form of official accounts (Chen et al., 2023).
At the same time, official media accounts such as "CCTV News" and
"Reference News" were also born successively, injecting new vitality into
the development of official accounts.

4.1.2 Incubation Period

On August 5, 2013, WeChat launched Enterprise Accounts (later
known as Service Accounts) and Subscription Accounts, targeting different
types of users (Han et al.,, 2022). Subscription Accounts were primarily
designed for individuals and media users to disseminate information. At
the same time, Enterprise Accounts were more oriented towards
businesses, offering more commercial functions such as customer service
and payment interfaces. The messages of Subscription Accounts were
folded, marking the beginning of differentiated management of different
types of official accounts by the WeChat Public Platform. On April 15,
2014, to enhance the service capabilities of official accounts, the number
of group messages for all Service Accounts was increased from once a
month to four times a month. In July 2014, the WeChat Public Platform
first disclosed the "number of reads" and "likes" of articles, enriching the
backend data (Han et al,, 2022). This provided a measurable value
standard for the content of official accounts, allowing operators to
understand the popularity of their content more intuitively. Under the
"strong relationship" theory, in-depth communication and trust-building
are key to forming "strong relationships." With such a platform, WeChat
Official Accounts enabled audiences to express their views and opinions

through comments and messages, fostering closer and more lasting trust
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between audiences and operators. On July 7, 2014, the WeChat Public
Platform introduced a promotion function, enabling official accounts to
apply to become advertisers and traffic owners, thereby providing new
monetization methods for operators (Chen et al., 2023).

4.1.3 Growth Period

On January 22, 2015, WeChat Official Accounts introduced the Original
Statement function (Bai & Xie, 2016), safeguarding the rights of original
creators and promoting the production of high-quality content.
Subsequently, on August 11, 2015, the "Appreciation” function was invited
for internal testing (Fang et al., 2024), further upgrading the original
protection mechanism. To some extent, Tencent's daily limit on the
number of group messages for WeChat Official Accounts "forced" the
operators to produce high-quality content. Since the number of group
messages was limited, operators were compelled to select the most
suitable content from their database for dissemination (Huang, 2015).
Under the "strong relationship" theory, audiences expect valuable, in-
depth content from trusted sources. Therefore, WeChat's official accounts
motivated content creators to innovate in order to meet audience
expectations continually.

Between 2015 and 2017, WeChat's official accounts gradually
expanded their functions, including group messages, template messages,
and WeChat Pay. These functions laid the foundation for the
commercialization of the platform, transforming it from a mere
information dissemination tool to a multifunctional platform for business
marketing, social interaction, and user services (Zeng Lu, Fujian, 2024). "Ten
Points Reading," originally a personal Weibo account named "Daily Book
Recommendations" by Lin Binwei, had already accumulated two to three
hundred thousand followers by 2012. However, it struggled to establish a
matching profit model due to the lack of a sustainable monetization
model. In 2012, "Daily Book Recommendations" migrated to the WeChat
platform and was later renamed "Ten Points Reading." Compared to the
short texts on Weibo, the WeChat Official Account supports long-form

content, allowing for more in-depth articles. When the user base of the
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Ten Points Reading official account surpassed 500,000, it adhered to the
brand philosophy of "accompanying you in reading at ten o'clock at night,"
thereby creating a warm reading environment for the night. The content
focused on family emotions, career education, social hotspots, classic
interpretations, biographies, and other topics, with almost every article
achieving over 100,000 reads.

During this period, WeChat Official Accounts experienced a peak in
"content creation" and "traffic dividends." With the influx of content
creators, WeChat Official Accounts became the leading platform for self-
media, covering multiple fields such as news, entertainment, education,
and technology. The commercial value of official accounts was widely
recognized, and many enterprises began to use WeChat Official Accounts
for brand promotion, product marketing, and user retention. Social e-
commerce also began to emerge during this stage. Official accounts were
no longer limited to text-based content. However, they included various
forms of content dissemination, such as video, audio, and live streaming,
gradually forming a diversified information dissemination ecosystem.

4.1.4 Stable Period

Unlike the viral dissemination models of Weibo, Xiaohongshu, and
Douyin, WeChat Official Accounts rely on functions such as group message
push, automatic replies, and one-on-one communication (Huang, 2015).
Their dissemination mainly depends on the "strong relationship" between
information push and user interaction. This singular dissemination method
led WeChat to optimize the platform functions multiple times, introducing
more intelligent tools such as smart recommendations and personalized
pushes to enhance user experience and communication efficiency. On
May 17, 2017, WeChat added the "Look Around" function. "Look Around"
focuses more on the relevance and quality of content recommendations
based on user interest tags, encouraging high-quality original authors to
continue creating content on the WeChat platform (Chen et al., 2023). By
August 26, 2019, the WeChat Public Platform had gathered over 20 million
official accounts (Li, 2020). Many authors have established their brands



Tmsigeaaiauiuazaninems D1 s atufl 3 woumeaw - figuou 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

through original articles and videos, becoming entrepreneurs within the
WeChat ecosystem.

With  the continuous expansion of the wuser base, the
commercialization process of WeChat Official Accounts also accelerated.
Enterprises monetize through advertising, membership systems,
knowledge payment, and other methods. In addition, functions within the
WeChat ecosystem, such as "Moments Ads" and "Mini-Programs," further
enhanced the commercial value of official accounts. At this time, content
production and dissemination gradually shifted from extensive to refined
management, and competition among official accounts became
increasingly fierce. Operators of official accounts need to focus not only
on user growth, the quality of content, and user stickiness, but also on
maintaining a consistent brand identity. Community operations and
precision marketing became new operational strategies. By establishing
and maintaining "strong relationships," users were more willing to follow
and interact with official accounts in the long term, building closer and
more lasting trust relationships and enhancing brand influence. This trust
relationship attracted a broader audience, increasing user loyalty and
satisfaction with the brand.

4.1.5 Challenge Period

With the continuous advancement of technology, readers' reading
habits are characterized by a superficial depth of reading, rapid reading
speed, and recreational reading purposes. There are many reasons for
these habits, including the explosion of information in the mobile Internet
era, the diverse online choices available to users, the convenience of
mobile phones, user dependency, and even the fragmented time and
noisy environments in which users read WeChat articles (Qin, 2022).
Against this backdrop, various new content media platforms and WeChat
Official Accounts compete to capture users' attention and time in content
consumption. Against this backdrop, content information platforms such
as Toutiao, Penguin, Dayu, Baijia, and Zhihu are dividing the market share
of the content information field; video publishing platforms such as

Douyin, Kuaishou, and Bilibili have effectively diverted traffic from WeChat
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Official Accounts in the entertainment content field through video media;
at the same time, picture-based social platforms such as Weibo and
Xiaohongshu are also highly popular among users, significantly diverting
traffic from WeChat Official Accounts.

WeChat Official Accounts have undergone multiple revisions and
adjustments to cope with the traffic challenges. The platform has
enhanced support for video and graphic content. On January 22, 2020,
Tencent announced the internal testing of WeChat Video Accounts (Fang
et al,, 2024) and their deep integration, allowing users of WeChat Official
Accounts to publish video content directly. In February 2023, WeChat
Official Accounts introduced a "picture/text" publishing function, similar to
Xiaohongshu (Fang et al., 2024), which enables creators to publish picture
messages. Compared to the traditional graphic message mode, the new
picture message mode significantly enhances the value of picture media.
These changes indicate that WeChat's official accounts have gradually
evolved into a highly diversified platform for content publishing and
sharing.

In summary, WeChat official accounts have undergone multiple
development stages from their inception to the present, evolving from a
simple group messaging tool to a diversified content platform and a
pioneer in exploring business models. The "strong relationship" theory has
always been a core element throughout its development. In the future,
with continuous technological progress and market changes, WeChat
Official Accounts will continue to develop in the direction of greater
intelligence and personalization.

4.2 Communication Characteristics and Impact Analysis of WeChat
Official Accounts

4.2.1 The Applicability and Reconstruction of Agenda-Setting Theory
in WeChat Official Account Communication

Agenda-Setting Theory, proposed by McCombs and Shaw in 1972,
posits that the media influences the public's focus on issues by selecting
and emphasizing news content, thereby setting the agenda for public

discussion (Hao, 2022). In essence, the media informs the public of what
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is happening and guides them on what they should care about. This theory
emphasizes the media's role in shaping public perception and attitudes
by disseminating information.

In the context of WeChat Official Accounts, the Agenda-Setting Theory
remains highly relevant. As a novel social media platform, WeChat's official
accounts serve as a channel for disseminating information and influencing
public attention and discussion topics through selective content pushes,
well-designed articles, and interactive features. In this sense, WeChat
Official Accounts act as agenda-setters for the public. The interactive
nature of WeChat Official Accounts adds a new dimension to applying
Agenda-Setting Theory. Users are not merely recipients of information but
also active participants in its dissemination. Through interactions such as
comments, likes, and shares, account operators can gather feedback and
adjust their communication agendas accordingly. Users' participation
makes them disseminators of information and indirectly influences public
agendas. Users amplify the reach and impact of specific issues by sharing,
commenting, and reposting.

The premise of WeChat Official Account communication is the
selective subscription by WeChat users, who tend to follow accounts that
align with their values and interests. These accounts, in turn, have their
own positioning and target audiences, making the communication effects
of user-driven subscriptions even more pronounced. The WeChat Official
Accounts push mechanism enables operators to deliver personalized
content tailored to wusers' interests, behaviors, and demographic
characteristics. Operators can select and push content related to current
hot topics, social discussions, and public sentiment trends. For instance,
during certain social events, accounts may publish relevant reports,
commentaries, or analyses to influence users' attention and emphasize
the social significance of these events (Hao Qiang, Hangzhou, 2024). An
example is a report titled "Monthly Salary of 13,000! Hangzhou Man Faces
Layoff Just After Receiving Offer. A Few Months Ago, There Was a Hiring
Frenzy; Now Even HR Has to Leave Reluctantly" published by the Qianjiang
Evening News WeChat Official Account on June 15, 2021, which garnered
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over 100,000 views. Amid the ongoing public discussion on the crackdown
on online education in the second half of 2021, the Qianjiang Evening
News account leveraged its sensitivity to hot topics by featuring
perspectives from various professionals within the online education
industry. The report critically analyzed the internal mechanisms of these
institutions while also exploring the reasons behind the government's
determination to regulate the sector, concluding with exclusive
commentary from the newspaper's journalists. This selective content push
helps shape public attention to specific issues.

While Agenda-Setting Theory remains applicable in WeChat Official
Account communication, the fragmented reading habits of the new media
era somewhat dilute its traditional functions. The convenience and
immediacy of WeChat Official Accounts result in frequent and diverse
content updates. Users inundated with a large volume of information
quickly may struggle to understand and focus intensely on all issues.
Additionally, the effects of agenda-setting may be influenced by the
homogenization of content among official accounts and users' selective
attention.

4.2.2 The Reinforcement of Opinion Leader Theory in WeChat Official
Accounts

Opinion Leader Theory, proposed by social scholars Katz and
Lazarsfeld, emphasizes that specific influential individuals (opinion
leaders) significantly impact the attitudes and behaviors of others within
their social circles. Opinion leaders typically possess extensive
professional knowledge, access to valuable information resources, or
significant social influence, enabling them to make substantial
contributions to the acceptance, dissemination, and impact of information
in specific fields or groups (Rehman et al., 2023). With the evolution of the
media environment, the forms and influence of opinion leaders have also
changed. In the era of social media, ordinary users can become opinion
leaders by building personal brands. This diverse group of opinion leaders
means that information dissemination no longer relies solely on traditional

experts or authoritative figures.
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In WeChat Official Account communication, the role of opinion
leaders is crucial. Account operators, well-known bloggers, and industry
experts are all considered influential opinion leaders. They use their
authority, knowledge, or social capital to convey information and
influence users' perceptions and behaviors on the platform. For example,
the Shenzhen Health Commission's WeChat Official Account is an opinion
leader in health communication, guiding public attention to important
health issues and actively debunking false health information and rumors.
On June 19, 2021, to raise awareness of the herpes viruses, the Shenzhen
Health Commission account collaborated with Peking University Shenzhen
Hospital and other medical institutions to produce videos. These videos
covered the characteristics of herpes viruses, symptoms of infection,
treatment methods, and preventive measures, significantly reducing the
infection rate of herpes viruses. By proactively providing public health and
medical knowledge, the account enhances public awareness of health,
self-care, and disease prevention while curbing the spread of
misinformation.

WeChat Official Accounts offer a new platform and channel for
opinion leaders. Through high-quality content, opinion leaders establish
authority and trust with users, engaging in real-time interactions that form
strong linkages. Users can also interact with opinion leaders through
comments, likes, and shares, deepening their strong connections. These
relationships amplify the influence of opinion leaders, making their views
and suggestions more relatable and persuasive.

4.2.3 The Weakening of the "Spiral of Silence" and the Possibility of
Genuine Opinion Expression in WeChat Official Accounts

The "Spiral of Silence" Theory, proposed by German scholar Elisabeth
Noelle-Neumann in 1974, suggests that individuals' attitudes and
behaviors in public discussions are influenced by social pressure. Faced
with  mainstream views, individuals holding dissenting opinions may
choose silence out of fear of isolation, the gradual disappearance of

diverse opinions, and the formation of a "spiral of silence" (Sohn, 2022).
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However, with the rise of social media, especially the widespread use
of WeChat Official Accounts, the traditional "spiral of silence" effect has
gradually weakened. The mechanisms for expressing individual and group
opinions and providing feedback have evolved in WeChat Official Account
communication. Social media offers more voices and interactive channels,
breaking the traditional media's one-way communication and control over
public opinion. On the WeChat Official Account platform, individuals can
freely express their views without fear of isolation or exclusion. This
environment encourages individuals to express their genuine opinions. The
platform's anonymity also protects users who hesitate to express their
opinions.

The communication environment of WeChat Official Accounts is
relatively private and confidential. Combined with the private and
secretive nature of mobile media, individuals are more willing to express
their opinions boldly. This significantly weakens the "spiral of silence"
effect. In practice, each user's interaction with the account holder is a
unique, linear communication path unaffected by the surrounding public
opinion environment. Users can only leave private messages for the
account holder and cannot view other users' comments. In this feedback
process, users do not have to worry about being isolated by the masses
or bearing the social responsibility for their words. They also do not face
the pressure of conflict between "personal opinions" and "group opinions."
As a result, people are more willing to express their views and reveal their
authentic selves. Thus, the "spiral of silence" theory is weakened and, to

a certain extent, even dissolved in this context.

Conclusion

Since its official launch in August 2012, WeChat Official Accounts have
undergone various stages of development, including the birth period,
incubation period, growth period, stable period, and challenge period.
During the birth period, WeChat Official Accounts quickly rose to
prominence, leveraging WeChat's massive user base and primarily focusing

on information dissemination, thereby forming a preliminary content
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dissemination system. With the continuous improvement and upgrading
of functions, such as adding graphic and text message editing features and
launching Enterprise and Subscription Accounts, WeChat Official Accounts
entered the incubation period, beginning to segment and manage different
types of accounts. During the growth period, WeChat Official Accounts
welcomed a peak in "content creation" and "traffic dividends," becoming
the leading platform for self-media, covering multiple fields, and gaining
widespread commercial recognition. During the stable period, the platform
optimized its functions and introduced intelligent tools to enhance user
experience and communication efficiency further, thereby accelerating
commercialization. However, in the challenge period, facing changes in
user reading habits and competition from other new media platforms,
WeChat Official Accounts must continuously innovate and upgrade to
meet new challenges.

In terms of communication characteristics, WeChat Official Accounts
also exhibit new changes. For example, the applicability and
reconstruction of the Agenda-Setting Theory in WeChat Official Account
communication enable accounts to guide audience attention and
discussion directions through the selective distribution of content. The
reinforcement of the Opinion Leader Theory in WeChat's official accounts
suggests that account operators with influence and professional expertise
can become trusted sources of information and references for their
audiences. However, the "spiral of silence" theory is weakened in the
private communication environment of WeChat Official Accounts, where
audiences are more willing to express their views and attitudes without

the influence of social pressure.

Discussion

This study finds that the development process of WeChat Official
Accounts aligns with the development patterns of social media platforms
mentioned in previous research (Zhao, 2019). In the early stages, WeChat

Official Accounts quickly accumulated initial users by leveraging WeChat's
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massive user base and attracted more content creators and enterprises
by continuously upgrading and improving functions.

The conclusions drawn in this study regarding communication
characteristics are consistent with those of previous research. For example,
this study points out that (Ao, 2022). In essence, the media informs the
public of what is happening and guides them on what they should care
about. This theory emphasizes the media's role in shaping public
perception and attitudes by disseminating information.

In the context of WeChat Official Accounts, the Agenda-Setting Theory
remains highly relevant. As a novel social media platform, WeChat's official
accounts serve as a channel for disseminating information and influencing
public attention and discussion topics through selective content pushes,
well-designed articles, and interactive features. In this sense, WeChat
Official Accounts act as agenda-setters for the public. The interactive
nature of WeChat Official Accounts adds a new dimension to applying
Agenda-Setting Theory. Users are not merely recipients of information but
also active participants in its dissemination. Through interactions such as
comments, likes, and shares, account operators can gather feedback and
adjust their communication agendas accordingly. Users' participation
makes them disseminators of information and indirectly influences public
agendas. Users amplify the reach and impact of specific issues by sharing,
commenting, and reposting.

The premise of WeChat Official Account communication is the
selective subscription by WeChat users, who tend to follow accounts that
align with their values and interests. These accounts, in turn, have their
own positioning and target audiences, making the communication effects
of user-driven subscriptions even more pronounced. The WeChat Official
Accounts push mechanism enables operators to deliver personalized
content tailored to wusers' interests, behaviors, and demographic
characteristics. Operators can select and push content related to current
hot topics, social discussions, and public sentiment trends. For instance,
during certain social events, accounts may publish relevant reports,

commentaries, or analyses to influence users' attention and emphasize
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the social significance of these events (Hao Qiang, Hangzhou, 2024). An
example is a report titled "Monthly Salary of 13,000! Hangzhou Man Faces
Layoff Just After Receiving Offer. A Few Months Ago, There Was a Hiring
Frenzy; Now Even HR Has to Leave Reluctantly" published by the Qianjiang
Evening News WeChat Official Account on June 15, 2021, which garnered
over 100,000 views. Amid the ongoing public discussion on the crackdown
on online education in the second half of 2021, the Qianjiang Evening
News account leveraged its sensitivity to hot topics by featuring
perspectives from various professionals within the online education
industry. The report critically analyzed the internal mechanisms of these
institutions while also exploring the reasons behind the government's
determination to regulate the sector, concluding with exclusive
commentary from the newspaper's journalists. This selective content push
helps shape public attention to specific issues.

While Agenda-Setting Theory remains applicable in WeChat Official
Account communication, the fragmented reading habits of the new media
era somewhat dilute its traditional functions. The convenience and
immediacy of WeChat Official Accounts result in frequent and diverse
content updates. Users inundated with a large volume of information
quickly may struggle to understand and focus intensely on all issues.
Additionally, the effects of agenda-setting may be influenced by the
homogenization of content among official accounts and users' selective

attention.
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Abstract

Although more people are learning Chinese every day in Thailand,
there are not enough educational resources to support their progress.
Recently, however, network development has led to a new learning
model that breaks the restriction. Learning is no longer restricted to the
traditional classroom; instead, everyone can choose an online Chinese
class that offers a series of thorough lessons and sporadic real-time
sessions, which are not time- or space-bound. This is making learning easier
and more flexible. However, the requirement for a platform for learners
has also become more important. This study constructed a framework
model through literature research and explored the factors that affect
teachers' information-based teaching behavior intentions, considering both
cognitive and emotional aspects. Two types of target groups, learners and
teachers, were identified throughout the research, and the psychology of
the target users was analyzed by using the interview method. There are
four types of users using Chinese Online Learning Mobility Platforms.
Summarize the requirement by building a user model. Based on the

requirements for developing TPACK for Chinese online teachers, the
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TPACK model is constructed. When combined with the needs of Chinese
online teachers, it provides a framework for developing online teaching
platforms and enhancing the learning experience.

Keywords: Chinese Online Learning, TPACK;, learning platform

Introduction

People's methods for learning have undergone significant changes
due to the ongoing growth of the Internet and information technology.
The development of the Internet has provided a good platform for
distance education (CACHEIRO-GONZALEZ, Medina-Rivilla, Dominguez-
Garrido, & Medina-Dominguez, 2019). As a new educational model, online
classes played a significant role in promoting Chinese language classes.

In the friendly environment between China and Thailand, and within
the global context of "learning Chinese", the number of people studying
Chinese in Thailand is increasing year by year. By the end of 2021, more
than 4,000 schools in Thailand had offered Chinese courses, with a total
of over 1 million students (Caijun, 2022). Chinese teaching resources are
increasingly insufficient. Due to the impact of COVID-19, Chinese teachers
are unable to travel to Thailand, and the classroom format has primarily
shifted to online. The demand for online Chinese classes has increased. It
is more important to understand the requirements of the Thai students'
Chinese online learning mobile platform. It is a crucial factor in
determining whether a product can succeed in the market (Hassenzahl,
2013). The separation of teachers and students in online class poses a
higher challenge to teachers, not only need to have the knowledge
content that attracts online learners, but also understand how to

stimulate students' interest in learning in the online environment and
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choose appropriate information representation methods to understand
the interrelationship of technology, pedagogy and content.
Objectives

To know the requirements of Online Chinese learning on a mobile
platform in Thailand. Based on the model, combine Teacher TPACK Ability
Development in Online Education.

To study the influencing factors of teachers' information-based
teaching behavior intention from the perspective of cognition and
emotion.

Literature Review
E-learning

Thailand, from traditional classrooms to MOOCs, to flipped
classrooms. Nowadays, there are various online learning methods, and
online learning is increasingly being accepted by an increasing number of
learners (Kew & Tasir, 2022). Online learning enables learners to effectively
utilize their time and access fragmented learning opportunities using
mobile phones or other mobile devices, anytime, anywhere. This learning
mode breaks the limitations of time and space, fully saves learners' time,
and is liked by most people (Muilenburg & Berge, 2005). The conception
and suggestion of three problems that must be solved in online education
are the monitoring and certification of learning quality(Harman & Bich,
2010), the design and development of an online learning platform, and
the construction of a teaching support service system. Theoretical
research from the user's point of view emphasizes the importance of
emotion in distance education, focusing on enhancing the learner's
experience and developing the basic interactive process design for online
distance education courses. (Park & Lim, 2019). The emotional concept is

applied in the design of online courses, and the application strategies,
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principles, and processes of emotional design in online course design are
proposed from the levels of feeling, behavioral experience, and reflection.
Interaction design plays a vital role in whether learners achieve their
learning goals. Designers should take the perspective of users, guide
learners effectively, and design an emotionally engaging interface.

User Experience and E-Learning Mobility Platforms

Between 2018 and 2022, the compound annual growth rate of the
global education application market is expected to reach 27.46% (Silveus
& Ekpe, 2022). In addition to individual mobile learning applications, there
are also mobile learning applications launched by popular learning
management systems (LMS) on the market, as well as online training and
learning platforms developed by some companies, supporting both PC
and mobile (It can be integrated with Dingding, KK and other mobile APPs),
which can fully meet the needs of employees to use fragmented time for
mobile learning. As application development improves, mobile
applications can offer a better user experience, characterized by smooth,
uncluttered navigation, enhanced visual appeal, responsive design, and
more.

Miniature  Private  Online  Course  (SPOC)  (Loharungsikul,
Eumbunnapong, Nilsook, & Panjaburee, 2022) is a small-scale, restricted
online course. The emergence of this model addresses the shortcomings
of MOOC, primarily by limiting the number of students and their
characteristics. The number of students is smaller, and their characteristics
are restricted in certain aspects. Compared with MOOC, SPOC can improve
the teaching efficiency of teachers and the learning efficiency of students.
This teaching mode combines online video courses with in-person

classroom sessions to form a new hybrid teaching approach.
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Online courses based on the B2C model (Nilashi et al., 2022) refer to
a business-to-consumer (B2C) e-commerce and retail model that sells
products and services directly to consumers. Based on the above
definition, we can explain the online education model as a B2C model for
enterprises or platforms that directly provide students with learning
products and services. Online courses are one of the learning products.
Chinese online courses based on the B2C model have experienced rapid
growth in recent years. Most Chinese platforms primarily offer Chinese
online courses as learning products and services, such as the more well-
known Lingoace and Wukong Chinese.

"Experience" means to know the things around you through practice
and experience by yourself. (Spreafico & Landi, 2022). In "User Experience
and Product Innovation Design", it is mentioned that experience has four
characteristics:  situational, differentiated, persistent, unique, and
innovative. User-Centered Design is an efficient approach to user
experience that considers the user throughout the process, discovering
their needs, goals, and preferences. (Ronen, 2022). The purpose of user
experience is to meet the expectations of users and provide them with
valuable experiences. Experience value is one of the core driving factors
of customer perception value, initially, and it is the culmination of service
value, which brings spiritual satisfaction to the heart and leaves a lasting
impression and memory. The value of experience in Internet products
stems from user expectations. The higher the user's expectations are, the
higher the user experience value will be. From the user experience level
of the product, when the product is improved from a functional to a brand
level, the more experience value the user has, the higher the user
stickiness, which is the most effective way for the product to achieve its

commercial value, as shown in Figure 1.



Tmsigeaaitauiuazaninems I s adufl 3 woumew - figuiow 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

Higher user experience level, brand recognition
Users should use this product as enjoyment.

Simple and attractive operation
Users are very happy to use

like to

methods
Very convenient and applicable

easy to use
function

use

time

useful

function

User Experience Level Model

Figure 1: Learner Experience Model

Maslow creatively proposed five hierarchy theories of physiological
needs (Taormina, Gao, & Kuok, 2022), safety requirements, social
requirements, respect requirements, and self-requirements in the paper
"The Theory of Human Motivation" in 2008, in ascending order. Maslow's
Hierarchy of Needs Theory proposes that five levels of needs can be
experienced, ranging from sensory needs to self-actualization needs.
Sensory needs refer to the five senses of a product or system, such as
vision, hearing, touch, taste, and smell, which are the primary means of
experiencing a product or system. If the same product or user lacks any
prior usage experience, their interaction with the product's design
determines whether they will buy it or find it aesthetically pleasing. The
requirements for interacting with systems or products for humans are
known as interaction requirements. It includes the time and efficiency
required to complete the task, as well as whether there are errors in the

process and whether it is smooth. "Usability research of user experience,

Provide users with convenient operation

Provides an action for the user to

giser can use, but it takes a lot of

Has features that users want
It is difficult for users to
understand or find the corresponding
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that is, intrinsic usability, focuses on interaction requirements, including
learnability, efficiency, memorability, fault tolerance, and satisfaction
during operation.

Emotional demands refer to the emotions that people experience
while using a product or system. There are two kinds of emotions, positive
and negative. The designer's responsibility is to make people feel happy,
satisfied, and engaged with the product itself or during the process of using
it. (Wu, 2022)Emotional demands require products to be storytelling,
interactive, entertaining, and meaningful. User experience-oriented design
not only pays attention to the visual beauty, functionality, and
convenience of products, but also places greater emphasis on the
emotional resonance between people and products.

Society requirements. After the material is satisfied, people begin to
pursue achievement, hoping to be recognized by society. Demand is that
the product should meet the needs of self-pursuit and individuality. The
requirements at this level are high-level requirements. The higher the
level of demand is satisfied, the higher the user experience satisfaction.
Designers need to consider not only basic needs but also higher-level
needs, which make products more differentiated, personalized, and

competitive, as shown in Figure 2.
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User Experience and Product Development

(The Five Demand Levels of User Experience)

Figure 2: User Experience and Product Development Model

TPACK (Technological Pedagogical Content Knowledge) in online
learning

Proposed by Koehler, Shin, and Mishra (2012), the framework
includes three core elements: subject content knowledge, pedagogical
knowledge, and technical knowledge; and four composite elements:
subject teaching knowledge, subject content knowledge integrating
technology, pedagogical knowledge integrating technology, and subject
integrating technology.

TPACK, as a knowledge framework (Groff & Mouza, 2008), should be
combined with the actual teaching content of different disciplines to carry
out specific analysis. As far as Chinese as a foreign language is concerned,
content knowledge is the understanding and learning of the Chinese
syllabus, and an in-depth analysis of the content of each knowledge

section, to find out the important and challenging points of different
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content and the connection between different learning sections; teaching
knowledge is the teacher Whether you have a Chinese teacher
qualification certificate, the teaching methods and skills that you should
have in the process of teaching Chinese as a foreign language online;
technical knowledge, including the teacher's PPT courseware production
ability, the use of computer multimedia, etc. It requires teachers to

possess high information literacy to master a high level of technical

knowledge (Figure 3).
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Figure 3: TPACK Model
Researchers Qiao et al. (Joo et al., 2018) explored the TPACK
The influence of the whole on teachers' technology teaching
application behavior intention was found before.
Davis et al. (1989) proposed the Technology Acceptance Model (TAM)
through the relationship between belief, attitude, intention, and behavior
to illustrate the user's acceptance of technology. They believed that the

individual's intention to use technology is affected by their use attitude
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and the individual's perception of technology. The direct or indirect impact
of usability and perceived usefulness, as well as perceived ease of use,
affects perceived usefulness, which, in turn, influences users' attitudes
towards technology use. The Theory of Planned Behavior (TPB) proposed
by Ajzen (1991 believes that in addition to technology use, behavioral
attitudes, subjective norms, and perceived behavioral control are also
predictors of behavioral intentions. Taylor & Todd (1995 believed that the
technology acceptance model ignored the influence of factors other than
behavioral attitudes on individual behavioral intentions.

Proposed Decomposed Theory of Planned Behavior. This model
retains the three core concepts of the Theory of Planned Behavior model
and decomposes them into more detailed dimensions. The behavioral
attitude is decomposed into the dimensions of perceived usefulness,
perceived ease of use, and compatibility. The subjective norm is
decomposed into the dimensions of peer influence and superior
influence. The perceived behavioral control is decomposed into the
dimensions of self-efficacy, resource promotion conditions,, and
technology promotion conditions.

This study also examines the impact of teachers' knowledge and
emotions on their intention to engage in information-based teaching
behavior. Consequently, certain variables from the structural planning
behavior model are selected as predictor variables for teachers' intention
to engage in information-based teaching behavior. First, for the three core
elements affecting behavioral intention in the original model, and for the
three sub-dimensions of attitude, this study retains perceived ease of use
and perceived usefulness. Numerous international studies have found that
perceived ease of use, perceived usefulness, behavioral attitudes,

technology use self-efficacy, and perceived behavioral control variables
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are significant predictors of teachers' technology use behavior intentions.
However, the basic education culture, as well as the level and
characteristics of teachers' information-based education, are quite
different from those in Western countries. Therefore, it is necessary to test
the above five important variables, which international researchers have
proved to have an impact on teachers' technology teaching application
behavior. This study aims to explore whether these factors influence
online teachers' information-based teaching behavior intentions and
provide suggestions based on online teachers' information-based teaching
behavior intentions. Based on theory as follows:

H1: Teachers' technical knowledge (TK) has a positive impact on
teachers' information-based teaching behavior intention.

H2: Teachers' content knowledge (CK) has a positive impact on teachers'
information-based teaching behavior intention.

H3: Teachers' pedagogical knowledge (PK) has a positive impact on
teachers' information-based teaching behavior intention.

H4: Teachers' subject teaching knowledge (PCK) has a positive impact on
teachers' information-based teaching behavior intention.

H5: Teachers' subject content knowledge (TCK) of integrating technology
has a positive impact on teachers' information-based teaching behavior
intention.

H6: Teachers' pedagogical knowledge ( TPK ) of integrating technology
has a positive impact on teachers' information-based teaching behavior
intention.

H7: Technological pedagogical content knowledge ( TPCK ) has a positive
impact on teachers' information-based teaching behavior intention.

H8: The perceived usefulness of technology teaching applications has a

positive impact on teachers' information-based teaching behavior
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intention.

H9: Perceived ease of use of technology teaching application has a
positive impact on teachers' information-based teaching behavior
intention.

H10: The technology teaching application behavior and attitude have a
positive impact on teachers' intention to implement informatization
teaching behavior,;

H11: Perceived behavioral control of technology teaching application has
a positive impact on teachers' information-based teaching behavior
intention.

H12: Technology teaching application self-efficacy has a positive impact
on teachers' intention to engage in information-based teaching behavior.

The hypothesis framework is as follows:

Teachers' technical knowledge (TK)
Teachers' content knowledge (CK)

Teachers' pedagogical knowledge (PK)
Teachers' subject teaching knowledge (PCK)

Teachers' subject content knowledge (TCK)

Teachers'
information-based
Technological pedagogical content knowledge ( TPCK') é teaching behavior

Perceived usefulness intention behavior

Teachers' pedagogical knowledge ( TPK)

Perceived ease of use
Technology teaching application behavior attitude
Perceived behavioral control

Technology teaching application self-efficacy
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Research Methodology

The user interview method is one of the most commonly used
methods for user research (Cameron & Englin, 1997; Wilson, 2013). It
focuses not on sample representativeness but on the needs of the
research purpose. Interviews are typically conducted with individuals who
possess the required experience for the research and are willing to
participate in the study. The questionnaire primarily collects data on the
surface characteristics of the behavior. At the same time, in-depth
interviews enable researchers to obtain qualitative data that reveals the
phenomenon's underlying aspects, including the user's perception of the
relevant product, as well as their expectations and concerns regarding its
use.
Population and sample size

In interviews, "d4-15" respondents can achieve interview saturation
(McLafferty, 2004). Choose six students who have used mobile online
learning platforms to learn Chinese in Thailand. 6 Chinese teachers who
have used a mobile online teaching platform to teach.

Research instrument

According to the elements of user experience, the design process of
online education products is primarily divided into the requirements
research and establishment stage, the interaction design stage, the visual
design stage, and the usability testing stage.

Learning users: (Cameron & Englin, 1997) The in-depth interview
method is used in the stage of demand research and establishment, where
users are subdivided to build a model and discover user needs. For users
of online education products, conduct user-participatory research to
understand their different habits, needs, and expectations. The selection

of subjects excluded young children who could not make objective
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statements about learning strategies through introspection, and selected
students over 8 years old as the research subjects, who had studied for
more than a year.

Teacher users: Teachers who have more than one year of online
teaching experience.
Data collection

Arrange a time with the interviewee in advance (Harris & Brown, 2010),
and send the questionnaire in advance by email to inform the interviewee
of the interview's content, as formal interview notes are taken during the
call. The interview time is approximately 30-40 minutes.
Data analysis

Based on interviews with six learners who have used mobile online
learning platforms to learn Chinese in Thailand. A series of psychological
requirements for learning in the Internet environment is summarized.
Analyze the psychological characteristics of target users and find out
products that meet their psychological needs. In the traditional education
of survival psychology, there are concepts of the same table and class in
class. However, the Internet makes learners scattered in various corners,
unable to communicate directly with classmates, and puts them in an
isolated situation, causing a sense of loneliness. In the process of human
learning, one's sense of existence is essential. It enables users to actively
engage in learning and participate in challenging discussions, thereby
enhancing their learning efficiency. With the widespread use of the
Internet, it is normal for users to have doubts about things they cannot
physically see or touch. Using the Internet as a medium, courses and
teacher resources on online education products are challenging to use
without an authoritative identification. Students develop a sense of trust

and doubts about the quality of the courses they study. When people
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with a herd mentality choose a course, the teacher will not only check
whether it meets their own needs but also assess the teacher's click-
through rate and grades.

Description of the needs of target users: The first impression of the
product is fundamental to them. Clutter, information overload, and
unsightly visual design will make them want to give up immediately.
Additionally, they will consider whether the course content is relevant to
their interests and whether it is easy to find. The required courses are
critical. The learning content is fixed, and it prioritizes material with high
practical value. It needs to have a clear goal. The course content, time,
and other aspects have been thoroughly planned, and the content that
users want can be found accurately and quickly. Before the class, you can
learn about the general content and situation of the course in detail, and
you can ask questions. You can focus on or collect your favorite courses.
Users will worship teachers who teach better courses, so the attention
and collection of course teachers are also essential, which enables users
to track the teacher's dynamics more quickly. Users with low frequency
are willing to try various Chinese courses. To expand their knowledge
horizons, they have taken up learning Chinese as a hobby. Because users
are active in learning, they hope to have more popular courses
recommended to them.

Respondents in Group 2, comprising 6 Chinese teachers, use a mobile
online teaching platform to teach Thai students Chinese. The TPACK basic
abilities that Chinese teachers need to have are summarized from the
following aspects.

TK is a technical knowledge-ability structure composed of general
technical knowledge and technical knowledge that assists teaching. The

sense of efficiency for teachers is reflected in whether online teachers can
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use appropriate tools to help students grow. In the context of online
Chinese teaching, computers and networks have matured, and
technologies that are not yet widely popular will be constantly updated
as the application context evolves.

PK is a pedagogical knowledge-ability structure composed of general
teaching knowledge and subject-related teaching. The teacher's sense of
teaching is reflected in whether online Chinese teachers know how to
organize online teaching activities. Teachers can use learners' cognitive
abilities, ability levels, experience needs, learning behaviors, and other
procedural data to design online learning activities, provide personalized
teaching support services promptly, encourage participants in
collaborative learning, and stimulate online learners’ willingness to
continue learning through synchronous or asynchronous discussions.

A Chinese teacher's sense of topic is represented in the teaching
assignment, and the content-knowledge-ability (CK) structure comprises
knowledge relevant to Chinese learning, indicating that online teachers
are capable of handling any content. It must be grounded in actual
situations in the real world, in addition to paying attention to theoretical
elements such as concepts and principles, in order to address the needs
and interests of online learners. In terms of content representation,
teachers are required to provide various forms of learning resources,
update curriculum resource packages promptly, and design personalized
and interactive learning content tailored to different types of learners.

PCK refers to the ability of online teachers to transform their
understanding of specific content into knowledge that online learners
easily understand. TPK refers to the ability of teachers to utilize emerging

technologies to conduct specific online teaching activities or adjust their
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strategies. TCK is the ability of teachers to characterize specific teaching
content with the help of emerging technologies.

TPCK refers to the process by which teachers transform specific
teaching content into knowledge that is easily understood by online
learners, utilizing emerging technologies and targeted online teaching
activities.

Discussion

Online Chinese education can draw the principle of consistency from
the triangle model analysis. Feeling requirement is the lowest requirement
in the user experience requirement hierarchy, but it serves as the basis for
constructing the layer requirement. Feeling requirements necessitate that
products or systems provide users with a positive initial impression, given
the learner's fragmented learning preference. Online education products
typically include not only a web terminal but also a web client, a mobile
terminal, a tablet terminal, and more.

In the same product on different devices, consistency of visual
elements and operational methods should be maintained. In this case,
learners and teachers can use the product more quickly and proficiently.
The Convenience of the product and the overall brand image can also be
further enhanced. The interactivity of online education products includes
interface interactivity and "human" interactivity. The interaction
requirements at the level of user experience necessitate the usability of
products and systems, specifically the convenience of interface
interaction. Products provide opportunities and places for learners to
communicate and discuss with teachers and other learners. It will help
stimulate their motivation to learn Chinese.

Emotional demand is crucial for learners acquiring knowledge

through online education, as interaction is more important. Drawing on
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the traditional teaching mode, the traditional teaching links are moved
online, providing features such as downloading PPTs, watching teaching
videos, practicing tests, submitting assignments, and engaging in
discussions between teachers and students. Learners can check
assisnments, exchange questions, make friends, or ask teachers questions
in the discussion area. The settings of these functions can not only
encourage the learner's initiative in learning but also allow them to learn
from traditional interactive learning methods, which can reduce the time
required for the learner to use the product, improve efficiency, and
provide a positive experience.

Brand requirement. The teacher's photo background, along with high-
quality and transparent pictures, is accompanied by a concise text
introduction that reflects the quality of the brand and instills confidence
in the learners.

Personalization of Chinese mobile learning platforms is evolving in
today's Internet and big data technology landscape, where personalization
has a different meaning. The Chinese mobile learning application
determines the user's location using the mobile phone and displays
Chinese content relevant to the user's current location. Technology
provides the learner with a learning experience. Serve learners better
through big data. By recording the learner's behavior data, we can
understand the learner's characteristics and learning process, provide a
new teaching experience, and deliver personalized service.

Contribution

Online Chinese language learning platforms often provide a poor
experience, which can reduce the efficiency of learners or even lead them
to abandon their use. Through the experience of learners, the product can

be more competitive, and it is also a key factor for enterprise
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development. Enhance the user experience by understanding the user's
satisfaction needs and integrating the theory of user experience with
online education. TPACK model analysis can enhance the knowledge of
Chinese online teachers, thereby increasing demand. On the other hand,
it can also promote the continuous development of Chinese Language
Online Learning Mobility Platforms and contribute to the overall
improvement of the teaching quality platform.
Conclusion

Recently, learning Chinese has become more important than it
was before—many companies focusing on investing in China are making it
a more significant priority. Due to the COVID-19 pandemic from 2019 to
2022, onsite studies were restricted by Chinese government regulations.
Therefore, studying in China can be pretty challenging. To solve this issue,
the online Chinese Learning Platform is becoming popular for foreigners
whose Chinese is not their mother language. Thailand is named “China’s
Brother Country”; we have a very close relationship with China. Many
foreigners residing in Thailand want to study Chinese online. This study
aims to develop an Online Chinese Class Platform for Foreigners Residing
in Thailand, utilizing the TPACK Model. By doing this, the researchers
collect data from interviewing 12 persons, 6 of whom are international
students and the rest are Chinese Teachers. The questionnaires have been
sent to interviewees in advance by email, and the interviewer calls on the
phone to collect the data. After the data is collected, the researchers
characterize the psychological characteristics and identify products that
meet their psychological needs.

Limitations and Future Research
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Data do not support this research paper. The model's hypothesis
cannot be verified. In future research, researchers can further verify the

hypothesis through quantitative research, data collection, and analysis.
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Abstract

The purpose of this research was: 1)to study the impact of online
teaching mode on students’ academic achievement and satisfaction. 2)
To study and evaluate the success of online teaching models in promoting
student engagement, motivation, and academic achievement.3) To study
the impact of technology infrastructure on students' learning outcomes.
The sample group focuses explicitly on teachers working in secondary
schools. The sample size was determined by using Krejcie and Morgan
tables. Using purposive and simple random sampling techniques. There
are 316 samples. The tool used in this study was a 5-item scale
questionnaire with a Cronbach's alpha reliability of 0.89. The statistics used
for data analysis were frequency distribution, percentage, mean, standard

deviation, and multiple linear regression analysis.

The research findings revealed that: First, the level of student
engagement is a key factor affecting the effectiveness of the flipped
classroom model. Second, this study emphasizes the significance of

teacher support in the success of online teaching models. Teachers who
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provide clear guidance, feedback, and support are more effective in
implementing the model. Third, this study highlights the critical role of
school technology infrastructure in the effectiveness of online teaching
models. Reliable and fast Internet access, as well as access to devices
such as laptops or tablets, are essential for students to participate in the
flipped classroom. Finally, the study's results suggest that the online
classroom model can be an effective tool for improving the academic

performance of Chongging high school in China.
Keywords: online teaching model; influencing factor; teaching effect
Introduction

With the advent of the knowledge economy, students' learning mode
has been impacted in an unprecedented way, and various new learning
modes have emerged. Among all the learning modes, the most impactful
one is network-based learning, which emerged with the development of
network technology. It is a brand-new way for students to learn online by
establishing an educational platform on the Internet. This online learning
mode is a brand-new learning environment comprising multimedia
network learning resources, an online learning community, and a network
technology platform. Compared with other learning modes, it has
incomparable advantages. The education industry promoted distance
education ten years ago, realizing remote video teaching and electronic
document sharing through the Internet virtual classroom, which allowed
teachers and students to interact with each other online during the
teaching and learning process. With the advent of the 5G era, online

education can be completed not only on computers, but also on
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smartphones that are convenient to carry around. With the rapid
development of 5G networks, students can learn online more
conveniently and directly through handheld devices such as mobile
phones, and the wireless network enables more effective daily

interactions.

China, with a large population, is a vast country with a relatively well-
developed education system. However, there are still many problems in
education, and there is a strong hope for high-quality and high-level
education. With the development of the times, the traditional teaching
mode has been unable to keep pace. Although the online education
model has a long history, and some schools in certain parts of China follow
more advanced and cutting-edge educational models, there are still many
disadvantages to online education. For example, there are technical
problems in online education. Due to the limited professional level of the
Internet industry, there are technical deficiencies in overcoming the
drawbacks of the Internet, such as the disclosure of user information or
the lax review of online education content. Students' learning efficiency
and control are poor. In the traditional education mode, face-to-face
teaching between teachers and classmates can remind students on the
spot. In contrast, online education involves teachers and students at both
ends of the network, and students' learning scenes are often more casual,
which inevitably leads to many situations of low learning efficiency. The
nature of the subject imposes limitations on the subject content in online
education. Currently, most online education modes in China primarily
focus on English subjects, emphasizing memorization. Like other

experimental and professional subjects, online education has more
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obvious advantages than traditional education. Therefore, it is crucial to
investigate the impact of online teaching mode on the learning outcomes

of senior high school students in China.
Research Objective

1. Evaluate the impact of students' participation in online teaching on
the academic performance of high school students.

2. Evaluate the effectiveness of teacher-supported online teaching
models in promoting student engagement, motivation, and academic
success.

3. Investigate the influence of technological infrastructure on student
performance within the classroom environment.

Research hypothesis

H1: The higher the students' participation in online teaching mode,
the more significant the learning effect.

H2: Teachers' support for online teaching mode will have a positive
impact on students' learning.

H3: The technical infrastructure will significantly impact the
effectiveness of the online teaching mode in promoting students'

academic performance.

Literature review

1. Concept and Theory of Online Teaching

Online education, also known as distance education or online
learning, refers to the learning behavior facilitated by a network. Online
education differs significantly from traditional face-to-face teaching, which

relies on direct interpersonal interaction as its primary form. It is a media-
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based education and teaching practice that separates time and space
between teachers and students, rather than simply replicating the
traditional classroom. Teaching behavior is a continuous and direct
interaction between people, encompassing two key processes: teaching
and learning. The quality of education and teaching activities mainly
depends not on whether teachers present clearly, but on whether
teaching behavior effectively promotes learning behavior, and on the
degree and effect of interaction between teaching behavior and learning
behavior. With the separation of time and space, the key point of online
teaching is how to ensure that the teaching behavior effectively promotes

learning behavior.

2. Concept and Theory of Student Engagement

The concept of job engagement, which originates from positive
psychology and represents a broad notion, serves as the foundation for
student engagement. The concept of learning engagement emerges when
the research field of work engagement expands to include the realm of

learning.

In the 1970s and 1980s, researchers began to focus on students'
willingness to invest in their education and academic pursuits, and the
concept of student engagement started to gain traction in the academic
field. Currently, in Western countries, students' involvement in research
has become an important area of focus in pedagogy and educational
psychology, yielding remarkable results. However, in the research in this
field, the views and studies from the Western world are dominant, and

there are few studies in this area.
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Numerous studies have demonstrated that student involvement is
closely linked to students' academic achievements, and researchers
concur that student involvement can vyield positive outcomes for
students. However, due to the differing philosophical views held by
researchers, there is a problem in defining the concept of "student
involvement." Some researchers define "student engagement" as students'
behavior, such as study effort, resource utilization, and study time, while
others focus on understanding "student engagement" as something related
to social and cultural background, including emotional experiences, sense
of belonging, and respect. Furlong et al. (2003) and Jimerson, Campos, &
Greif (2003) describe "student involvement" as students' positive cognition
and emotions towards school, teachers, and peers, as well as their
participation in school-related activities and learning. Kuh (2001) defined
"student input" broadly. He believed that student input encompasses two
aspects: one is the time and energy that students invest in activities with
educational goals, and the other is the effective educational practices
adopted by schools. Fredericks et al. (2004) argue that "student
engagement” is a multi-level concept, encompassing three key
characteristics: behavioral, emotional, and cognitive. Although researchers
define students' engagement from different angles, the discussions of
various researchers essentially focus on the same aspect: studying
students' personal behavior, experiences, and engagement in the learning
process to find the relationship between students' engagement and

academic performance.

3. Concept and theory of Teacher support
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Teacher support refers to the assistance and guidance provided by
teachers during the process of students' learning and growth. Teacher
support is not only to impart knowledge, but also includes psychological,
emotional, and behavioral support to help students overcome difficulties
and improve their self-confidence and learning ability. Teacher support
also includes encouragement, guidance, evaluation, and feedback,
enabling students to make continuous progress in their studies. The
importance of teacher support lies in its ability to promote students'
interest and motivation in learning, improve learning outcomes and
grades, and also enhance students' self-awareness and development.

Therefore, teacher support is an indispensable part of education.

Qianggiang Ma (2021) believes that teachers' support for initiative is
crucial in achieving the appropriate four-point division of learning results.
It is regarded as a specific and stable support resource for learners, and
the flexible style supported by teachers has a strong predictor of

educational achievement.

Yanfei Yang (2021) and others have studied students' math scores with
the support of their teachers. The results indicate that academic self-
efficacy serves as an intermediary role between teachers' emotional
support and the math scores of male and female students in China.
Furthermore, the relationship between teachers' emotional support and
students' math performance is mediated through academic self-efficacy

and math behavior.

Marta Miklikowska (2019) studied the influence of teacher support on

Swedish youth's anti-immigrant attitudes and tested whether social trust
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could moderate these influences. The results indicate that teacher
support is associated with a limited number of prejudices, but it is also
linked to fluctuations in teenagers' emotional states. They think teachers

support their views more than their peers.
4 Concept and Theory of Technology Infrastructure

An essential component of contemporary teaching methods is the
technology infrastructure. The idea and philosophy behind technology
infrastructure in education refers to the real and virtual resources needed
to facilitate the efficient use of technology in teaching and learning. The
hardware, which includes computers, tablets, and other devices, as well
as the software and systems that facilitate communication, collaboration,
and learning management, make up the technical infrastructure in
education. Networks and Internet access are also crucial components of
the educational technology infrastructure. Reliable and secure systems
are essential, according to the theory of technology infrastructure in
education. To prevent unauthorized access to student and teacher data,
educational institutions must ensure their digital infrastructure is robust

and secure.

Online education is a new educational model that leverages the
Internet of Things, cloud computing, wireless communication, and other
emerging information technologies, connecting things, enabling
intelligence, perception, and personalization. In a broad sense, the scope
of innovative education is not limited to educational informatization itself,
but rather from the perspective of technological innovation, focusing on

how emerging technologies can promote educational equity, enhance the
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quality and effectiveness of education, and ultimately upgrade the new

ecology of innovative education.
Methodology

1. Population and sample

The population consists of 2,848 students from all senior high schools

in Chongqing, China.

The sample group is students in senior high schools in Chongging City,
China. The sample size used in this questionnaire was determined using
Krejcie and Morgan tables, which employed both purposive sampling and

simple random sampling. The sample size is 316.

2. Research instrument

During the data collection process, the questionnaire is divided into
five grades: highest, high, medium, low, and very low. The researcher
divides the questionnaire into two parts:

The first part involves setting up several choices to investigate the
quality of participants' answers.

The second part is the influence of online teaching mode on the
learning of senior high school students in Chongging. The questionnaire
survey sets the evaluation style to five levels, and mainly analyzes the
following aspects:

Student engagement

Teacher support

Technology infrastructure in the school

Online teaching model

3. Validation of the test
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To verify accuracy, the researcher will utilize these suggestions to
enhance the questionnaire, making it more comprehensive and taking into
account the language and study topic. There are three tiers of conformity
assessment criteria, which are as follows: the evaluation scores from
experts' IOC (Index of ltem-Objective Congruence) assessments are used
to analyze the index values between questions and research objectives in
order to apply the results collected to enhance the questionnaire.

+1 implies ensuring that the question relates to the study's substance

0 implies Not sure if the question relates to the study's topic.

-1 implies that the inquiry is not in line with the study's findings

The LOC findings can be summarized as follows: two standard
requirements.1) The question is legitimate by the subject examined if the
computed LOC value is more than or equal to 0.50.

2) The question is invalid by the material investigated if the computed
LOC value is less than 0.50.

Conceptual Framework

Student engagement

Teacher support

online teaching model

\
/

Fechnology mirastructure

Result

This research aims to investigate the Influence of the online teaching

model on the learning effect in senior High schools in Chongging, China.
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The researcher studied students in senior high schools, classified by

Gender, Age, Class level, and Major of education.

Part 1: Demographic Data Analysis

Gender Frequency Percent
Male 167 52.8

Female 149 a7.2

Total 316 100

Age Frequency Percent
16 years old 105 33.2

17 years old 107 33.8

18 years old 104 32.9
Total 316 100
Class level Frequency Percent
Year 1 105 33.2
Year 2 107 33.8
Year 3 104 32.9
Total 316 100
Major of course Frequency Percent
Chinese 97 30.6
Math 106 33.5
English 113 35.7
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Total 316 100

The respondents are students in senior High schools in Chongging,
China. Most are Male, 52.8 percent. The age is 17 years, which is 33.8
percent. The class level is Year 2, 33.8 percent. Moreover, the major, of

course, is English, at 35.7 percent.

Part 2: The descriptive statistics of Factors that influence the online
teaching Model on the Learning Effect of senior High schools in Chongqing,
China.

Student engagement X S.D. Significant CV%

Level

Online teaching models are an  4.21 .837 Agree 21.57
effective way to increase student
engagement

Online teaching models are 3.86 .902 Agree 2291
better than traditional classrooms in
promoting student engagement

Students who are more 4.14 1.035 Agree 23.41
engaged in the Online teaching
model perform better academically

The online teaching model 3.87 .923 Agree 23.01
provides more opportunities for
student engagement than the
traditional

The use of technology in 4.30 .892 Agree 24.63
Online teaching model classrooms
enhances student

Total 4.09 .962 Agree
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The Table shows the students' engagement influenced by the Online

Teaching Model on the learning effect in senior High schools in Chongging,

China. It is agreed, as analyzed by the level of CV, that the Online Teaching

Model provides more opportunities for student engagement than

traditional teaching. Students who are more engaged in the Online

Teaching Model perform better academically., Online Teaching Models are

better than traditional classrooms in promoting student engagement.

Online Teaching Models are an effective way to increase student

engagement, and the use of technology in flipped classrooms enhances

student engagement, respectively.

Teacher support X S.D.  Significant

CV%

Level

Teacher support is critical 4.51 936 Agree
to the success of the

Online teaching classroom

model.

Teachers who provide clear 417 .923 Agree
instructions and guidance

are more effective in

implementing the Online

teaching classroom model.

Teacher feedback and 439  1.041 Agree
support are essential for

Online teaching and

21.62

22.51

22.34



Tmsigeaaiauiuazaninems D1 s atufl 3 woumeaw - figuou 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

classroom student

engagement.

Teachers who are 4.51 903 Agree
enthusiastic about the

Online teaching classroom

model can positively

influence student

engagement.

Teacher support and 4.28 845 Agree
involvement can help

struggling students adapt to

the Online teaching model.

Total 4.39 947 Agree

18.62

20.25

5

a4

The Table shows the Teacher Support that influences the Online

Teaching Model on the learning effect in senior High schools in China. It is

agreed that, based on the level of CV, Teachers who provide clear

instructions and guidance are more effective in implementing the Online

Teaching model. Teacher feedback and support are essential for Online

Teaching student engagement. Teacher support is critical to the success

of the Online Teaching model. Teacher support and involvement can help

strugsling students adapt to the Online Teaching model. Teachers who are

enthusiastic about the Online Teaching model can positively influence

student engagement, respectively.

Technology infrastructure in X S.D.  Significant

schools

CV%

Level
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The quality and availability of q4.27
technology in the school affect

the success of the Online

classroom model.

Online classrooms require 3.05
reliable and fast internet access

to function effectively.

Access to devices like laptops 4.38
or tablets is essential for

students to participate in Online
classrooms.

Technology problems, such as 373
internet connectivity issues or

software malfunctions, can

negatively impact the

effectiveness of the Online

classroom model.

Technology infrastructure in the 4.35
school enhances the

effectiveness of Online

classrooms.

Teachers with access to quality 4.53
technology and resources can

provide a more engaging and

practical Online classroom

experience.

A lack of technology 3.99
infrastructure can hinder

teachers' ability to

implement the Online

973

.899

812

.953

1.062

981

903

Agree

Agree

Agree

Moderate

Agree

Agree

Agree

21.63

22.94

20.16

28.73

21.89

22.49

23.19
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classroom model

effectively.

The use of technology in 3.31 .823 moderate  24.68 2
Online classrooms has the

potential to improve

student engagement and

learning outcomes

Total Agree

Table 7 presents the Technology Infrastructure in Schools that
influences the Online Teaching Model on the learning effect in senior High
schools in China. It is agreed, analyzed by the level of C.V., Technology
problems, such as internet connectivity issues or software malfunctions,
can negatively impact the effectiveness of the Online Teaching Model,
The use of technology in Online Teaching Model classroom has the
potential to improve student engagement and learning outcomes, Online
Teaching Model classrooms require reliable and fast internet access to
function effectively., A well-equipped technology infrastructure in the
school can enhance the effectiveness of Online Teaching Model
classrooms., The quality and availability of technology in the school affect
the success of the flipped classroom model. A lack of technology
infrastructure can hinder the ability of teachers to implement the Online
Teaching model effectively., Teachers with access to quality technology
and resources can provide a more engaging and practical Online Teaching
Model classroom experience. Access to devices like laptops or tablets is

essential for students to participate in Online Teaching Model classrooms.
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Online Teaching Model

X

S.D.

Significant

CV%

Level

The online teaching model
has enhanced my
academic performance in
the classroom.

The Online teaching model
has enhanced my
understanding and
retention of course
material.

The Online teaching model
has improved my critical
thinking skills

| feel more engaged and
involved in the learning
process in an Online
teaching model classroom.
The Online teaching model
classroom has given me
more opportunities to ask
questions and seek
clarification.

| can learn at my own pace
in an Online teaching

model classroom.

4.07

4.63

a.27

3.97

3.27

4.37

897

824

.846

965

1.006

924

Agree

Very agree

Agree

Agree

Moderate

Very agree

21.64

17.65

22.16

26.43

32.49

21.89
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The Online teaching model 4.19 .859 Agree 21.37
has helped me take more

ownership of my learning.

The Online teaching model 3.24 937  Moderate  27.64
has better prepared me for

assessments and exams.

The Online teaching model 4.59 842 Very agree  17.56
can be a valuable tool for

improving student learning

outcomes.

Overall, | am satisfied with 4.09 .986 Agree 23.79
my experience in an Online

teaching model classroom.

Total 4.01 .983 Agree

The Table shows factors that influence the Online teaching Model
Classroom on the Learning Effect of senior High schools in China. It is
agreed, analyzed by the level of CV. The Online teaching Model
classroom model has given me more opportunities to ask questions and
seek clarification., The Online teaching Model classroom model has better
prepared me for assessments and exams., | feel more engaged and
involved in the learning process in a flipped classroom., Overall, | am
satisfied with my experience in an Online teaching Model classroom., The
Online teaching Model classroom model has improved my critical thinking
skills., Online teaching Model classrooms have improved my academic

performance., The Online teaching Model classroom model has helped
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me to take more ownership of my learning., | can learn at my own pace
in an Online teaching Model classroom., The Online teaching model can
be a valuable tool for improving student learning outcomes, and it has

enhanced my understanding. Respectively.

Part 3: The inferential statistics investigate the Influence of the Online

teaching Model on the learning effect in senior High schools in China.
The analysis of the correlation

The researcher analyzed the relationship between the respondents’
demographic information and an Online teaching Model classroom on the
learning effect in senior High schools in Chongging, China. To determine
academic achievement, the researcher used One-way ANOVA,; the findings

are presented in the Table.

3.1 Analysis of gender by One-way ANOVA

Sum of squares  df Mean F p-value
square
Between group .049 1 .034 178 473
Within group 58.986 309 165
Total 59.013 316

HO: The gender difference is no difference in the Online Teaching

Model on the Learning Effect of senior High schools in Chongging, China.

H1: The gender difference is a difference in the Online Teaching Model

on the Learning Effect of senior High schools in Chongging, China.

The Table shows that the One-Way ANOVA statistical test result

indicates no significant difference in the outcome of the online teaching
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model for genders on the Learning Effect of senior High schools in

Chongging, China. The p-value of .486 shows that the results are

insignificant, leading to the acceptance of the null hypothesis and

rejection of the alternative hypothesis.

3.2 Analysis of age by One-way ANOVA

Sum of df Mean F p-value
squares square
Between group  .021 8 .091 .049 .841
Within group 57.043 312 .169
Total 56.958 316
95% Confidence
Mean
Std. Interval
() Age (J)) Age difference Sig.
error Lower Upper
(I-))
bound bound
16 years 17 years old -.02249 .07846 .946 -.2181 1721
old
18 years old -.02371 07763 952 -.2192 1716
17 years 16 years old .02236 .07846 946 -1746 2173
old
18 years old -.00049 .05030 1.000 -.1239 .1209
18years 16 years old .02374 .07763 .952 -.1846 .2049
old
17 years old .00134 07846 1.000 -.1228 1243
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HO: The age difference is no difference in Online Teaching Model
classrooms on the Learning Effect of senior High schools in Chongging,

China.

H1: The age difference is a difference in Online Teaching Model
classrooms on the Learning Effect of senior High schools in Chongging,

China.

Part 4 Multiple regression data analysis to investigate the Influence of
the Online Teaching Model and Classroom Teaching Model on the

Learning Effect of senior High schools in Chongging, China.

In this section, the researcher examined the essential elements that
affect the investigation of the Influence of online teaching model
classrooms on the learning effect in senior High schools in Chongging,
China. These factors included family socioeconomic status. Differences in
Educational Opportunities, Pricing, Delivery, Child's Learning Behavior, and

Parents' Educational Background.

Step 1: The Value showing the relationship between independent
variables positively influenced by the Online Classroom Teaching Model

on the Learning Effect of senior High schools in Chongging, China. See the

Table.
Standard
Adjust R- Dublin-
Model R R square error in the
squared Watson
estimate
1 .796* 764 721 .98624 1.349
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Table Present Analysis of the predictive ability of the independent

variable and dependent variable as follows:

1) Able to predict the independent variables (X) from the dependent

variable (Y) by correlation coefficient (R)=.796

2) The influence of independent variables (X) on the dependent

variable (Y) by coefficient R Square (R2)=76.4 %

3) The factors of independent variables consist of 5 factors, the

analysis of factors uses Adjusted R Square =72.1%

Independent B S.E. B t p Zero-  Tolerance VIF
variable
Order

Constant 1.0316  .159 6.796  .000*
Student .147 051 .183 3.400 .000* .271 .832 1.197
engagement
Teacher support .198 024 271 2456  .000* .243 439 1.107
Technology .153 043 138 2763  .004* 216 .710 1.082

Infrastructure in the

school

a) Dependent Variable: Online Teaching Model Classroom

b) Linear Regression through the Origin
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The Table presents factors investigating the Influence of the Online
Teaching Model Classroom on the learning effect in senior High schools in

Chongging, China.
Conclusion

The study investigated the influence of the online classroom teaching
model on learning outcomes in senior high schools in Chongging, China.
The study's respondents were students enrolled in senior high schools,
the majority of whom were male and over 17 years of age. The study
examined the factors that influence the effectiveness of the Online
Teaching Model classroom, including student engagement, teacher
support, and school technology infrastructure. The study's results showed
that the Online Teaching Model Classroom had a positive impact on the
learning outcomes of students in senior high schools in Chongging, China.
Specifically, the study found that the Online Teaching Model Classroom
provided more opportunities for student engagement than traditional
classroom models. In addition, the study found that students who are
more engaged in the Online Teaching Model Classroom perform better
academically. The study also found that teacher support is a critical factor
in the success of the Online Teaching Model Classroom; teachers who
provide clear instructions and guidance are more effective in
implementing it. Additionally, teacher feedback and support are crucial
for student engagement in the Online Teaching Model Classroom. The
study also found that the technology infrastructure in schools is another
important factor affecting the effectiveness of the Online Teaching Model

Classroom. The study found that the Online Teaching Model Classroom
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requires reliable and fast internet access to function effectively. The use
of technology in the Online Teaching Model Classroom has the potential
to improve student engagement and learning outcomes. A well-equipped
technology infrastructure in the school can enhance the effectiveness of
the Online Teaching Model Classroom. The statistical analysis of the study
revealed no significant difference in the outcome of the Online Teaching
Model Classroom by gender, indicating that the effectiveness of the Online

Teaching Model Classroom is not influenced by gender.
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Abstract

Consumer behavior is a crucial aspect of marketing. Through the behavior
of consumers, companies can formulate sales strategies and, at the same
time, improve their competitiveness. This paper summarizes the related
literature on country-of-origin image, perceived value, purchase intention,
and traditional word-of-mouth, and proposes a framework model. In the
model, the independent variable is the image of the country of origin, the
mediator variable is the perceived value, the purchase intention is the
dependent variable, and traditional word-of-mouth is the moderating
variable. The research variables are specifically divided, and the
measurement scales are determined. Among them, the image of the
country of origin is divided into three dimensions: political and economic
image, product image, and consumer image; one dimension is perceived
value, and word-of-mouth is divided into two dimensions: positive word-
of-mouth and negative word-of-mouth. Hypothesized relationships
between variables are presented. Research the countries that sell the top
five brands of mobile phones in Thailand. They are the mobile phone

brands of China, the United States, and South Korea. Based on this
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hypothesis, the influence of the source country image on purchase
intention is put forward. The Influence of Country of Origin Image on
Perceived Value: The impact of perceived value on purchase intention.
Does word of mouth have a moderating effect? Perceived value has a
mediating effect. The hypothesis is established through a literature review;
however, there is a lack of quantitative data to support it. In future
research, researchers can use this model to verify whether the hypothesis
is established through qualitative and quantitative research.

Keywords: Customer behavior, Perceived value, country of origin image,

Mobile Phone in Thailand

Introduction

Nowadays, mobile phones have become an indispensable part of people's
lives. The world's leading international brands of mobile phones include
Apple's mobile phones from the United States, Samsung's mobile phones
from South Korea, and Huawei's mobile phones from China. At the same
time, these mobile phones are also popular among customers in Thailand.
There are currently more than 30 mobile phone brands entering the Thai
mobile phone market (Sun, Chen, & Pleggenkuhle-Miles. According to a
report by Statista 2022, Chinese smartphone maker Xiaomi ranked first in
Thailand last year with sales of 2.6 million units, accounting for 16% of
the market. Oppo, Vivo, Samsung, and Apple followed.

These five vendors accounted for 63% of the local smartphone market in
2021. Understanding what consumers want to buy becomes an important
part of the strategy. When consumers purchase goods, various factors
influence their purchasing decisions. In international marketing(Statista,
2022). Numerous studies by scholars have confirmed that the image of

the country of origin affects consumers' purchase intentions. When
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consumers purchase unfamiliar products (Moon, Chadee, & Tikoo, 2008),
they form their perceptions of the country of origin and make purchase
intentions based on these perceptions (Zhang, Wu, & Buhalis, 2018). At
the same time, consumers will be influenced by traditional word-of-
mouth in the purchasing process to inform their purchase decisions.

The image of the country of origin has attracted the attention of many
marketing scholars. P(Wen, Aston, Liu, & Ying, 2020) believed that the
image of the country of origin has a more significant impact on consumers’
purchasing behavior than the brand name, in addition to the influence on
consumer behavior, it also affects tourists, organizational buyers, retailers,
and foreign investors. The target market has an important influence, and
the concept of national assets and national branding is proposed. Scholars
(Wen et al., 2020)believe that brand equity can be enhanced by improving
the image of the country of origin; therefore, the image of the country of
origin is an intangible asset for both the government and the enterprise,
and can be used as a source of sustainable competitive advantage in
global marketing. Source (Khouroh, Sudiro, Rahayu, & Indrawati, 2020). For
enterprises, whether they can gain a competitive advantage through the
image of the country of origin and whether consumers accept their
products have become the focus of marketing attention.

Studying the influence of the country of origin image on consumer
behavior is necessary. In addition, with the acceleration of the
globalization process, many multinational companies are also
incorporating their consumption values and culture into their sales of
goods. Increasingly, companies are adopting cross-cultural marketing
management, and research on consumers from diverse cultural
backgrounds has become increasingly important.(Hien, Phuong, Tran, &

Thang, 2020)Whether products or brands from different countries have an
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image associated with the country of origin for consumers, and whether
consumers' purchase intentions are affected by the country of origin.
Assuming that it is affected, how does the image of the country of origin
affect product evaluation and purchase intention?(Danilwan & Pratama,
2020) The current research on the impact of the country of origin image
on consumer purchase decisions primarily focuses on Western consumers.
As one of the largest exporting and consumer countries in the world, there
is relatively little literature on the study of country-of-origin image and its
impact on consumer purchase behavior or intention within the cultural

context of Thailand.

Research objective
1. To study the effect of country-of-origin image on purchase
intention.
2. To study the effect of the country of origin image on perceived
value.
3. To study the effect of perceived value on purchase intention.

4. To study whether word of mouth has a moderating effect.

Literature review

(Danilwan & Pratama, 2020) Consumers' perception of the characteristics
of products produced in a particular country, their emotions towards a
country, and the resulting desire to buy products from that country.
(Micevski, Diamantopoulos, & Erdbrtgger, 2020) Gradually develop
consumers' stereotypes that the product is made in a particular country.
(Erisen et al., 2021) Impression or perception of a country. This national
impression or cognition is based on the country's economic conditions,

political ~ structure, culture, conflicts with other countries, and
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environmental affairs. In 1975, Fishbein first published the theory of
rational behavior. Willingness refers to the subjective probability that
individuals will perform specific actions. Chaiken (1985) defined intention
as the individual's ability to act or the tendency to plan future actions. (Li,
Li, Jin, & Wang, 2019) made a further improvement in the research. He
believed that whether buyers will take action in a particular situation is
determined by their willingness to do so. Most researchers agree that
consumer behavior is determined by willingness.

Halo effect model: There is a large amount of literature on the halo effect,
illustrating the process by which the image of the country of origin affects
consumers' purchase intentions (Nicolau, Mellinas, & Martin-Fuentes,
2020). Among these, Han's statement has far-reaching influence. He
proposed that the halo effect occurs when consumers are unfamiliar with
a country's products, causing them to use the country of origin as a "halo"
to infer the product's quality. Consequently, the image of the country of
origin directly influences consumers' preferences.

In the halo effect, the image of the country of origin is directly related to
the consumer's attitude towards the product's nature, and this attitude
will then influence their attitude towards the brand or product, which also
affects their willingness to purchase.(Von Helversen, Abramczuk, Kope¢, &
Nielek, 2018)When a customer is faced with a product or brand they are
unfamiliar with, they will prefer to use their overall understanding of the
product to evaluate it. Therefore, from this model, we can see that the
image of the source country has a positive impact on the consumer's
willingness to purchase.

The theoretical model of the halo effect is based on the early signaling

hypothesis(Rossanty & PUTRA NASUTION, 2018). Assuming that the country
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of origin is used as one of the signals, the customer evaluates the product

based on the information received.

W

Country-of-origin Belief

Evaluation/Purchase

Tablel:Halo Effect Model
Consumer Purchase Intention
Wishes are also referred to as behavioral willingness in psychology. It refers
to the preparation of an individual in the early stage of performing a
specific behavior, and it is also a trend to respond to a specific event or
thing.
DODDS, Monroe, GrewAl's research in 1991, proposed that the definition
of purchasing is to be a product, brand, or service, the probability
probability of individuals to perform this operation, so we can think from
the fact that it is said that The willingness to buy is a measurement
indicator that can make early predictions to consumers' purchase
behavior.
(Pena-Garcia, Gil-Saura, Rodriguez-Orejuela, & Siqueira-Junior, 2020)
Consumers' purchase intentions and actual purchase behavior are more
closely correlated in the following situations: existing products are more
highly valued than new products, durable products are more highly
valued than non-durable products, short-term purchases are more highly
valued than long-term purchases, and specific products are more highly
valued than product categories.
According to J. E. Lee, Goh, and Noor (2019), the cross in the minds of
customers indicates that they intend to make a purchase. Consumers will
find information about products, evaluate them, make purchases, and

provide feedback throughout the process of purchasing products.
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Therefore, they will buy the products they need after this, so that their
shopping meets their requirements for the product.

Consumers' preferences for smartphones differ.

Therefore, consumers' purchase behavior depends on their characteristics,
such as brand, price, quality, innovation awareness, and Country of origin
(J. E. Lee et al., 2019).

The Country of origin comprises three key factors: political economy,
product image, and consumer image. This study examines the impact of
consumer inventory on purchasing behavior.

Consumers' behavior refers to the choices made by consumers based on
their preferences and satisfaction when selecting, purchasing, and
consuming products and services. Different processes are involved in
consumer behavior(Panwar, Anand, Ali, & Singal, 2019). At first, consumers
tried to find products they wanted to buy, choosing those that satisfied
their practical needs. Consumers predict the amount they can bear.
Ultimately, consumers assess the price of goods and decide whether to
purchase the product.

Factors Affecting Consumers' Purchase Intention

(1) Due to individual differences and the influence of macro factors, such
as politics, economy, and culture in the host country, consumers exhibit
diverse and complex consumption behaviors. Based on existing research
results from various countries worldwide, the study on demographic
characteristics and consumer behavior reveals that the demographic
characteristics of consumers, including gender, age, occupation, income,
education level, and geographical location, are generally consistent across
different regions. Individual characteristics that will be considered include
internal clues (J. Lee, Song, & Hong, 2019), which refer to the subject’s

attributes that reflect their value. The indicators emphasized by different
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products vary accordingly. For example, mobile phone products
emphasize appearance, quality, performance, reliability indicators, and
durability.

(2) Product externalities.

(3) Externality is relative to internality. It refers to external factors
such as price, brand image, guarantee, word of mouth, and source image
that cannot alter the internal attributes of the product and have no
bearing on the product's inherent attributes.

Consumer situational effects.

(4) Research on the impact of situational factors on consumers'
purchase intentions has undergone a development process from
examining a single factor to considering the overall environment.
Individual purchasing decisions will fluctuate as circumstances change.
Philip Kotler (1973) noted in his research on the retail industry that various
shopping situations, including prices, advertisements, promotions, and
public relations, can be leveraged as powerful marketing tools that
influence the likelihood of purchase.

Situational factors affect consumers' purchasing decisions.
Socioeconomic factors. This factor encompasses a range of factors,
including political, legal, economic, cultural, population, natural
environment, technological environment, and other environmental
factors at the macro level. These factors will influence consumers'
assessment of social prospects, which will, in turn, impact their willingness
to purchase.

Research on the country-of-origin effect has long been a research
hotspot. However, research on mobile phone brands is still in its

exploratory stage. The research selects Thai consumers as the research
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object to study the country-of-origin effect on their choice of mobile
phone brands.

The country-of-origin effect was first proposed by Schooler in 1965. The
research indicates that consumers have varying evaluations of products
from different countries, and they are more inclined towards products
from economically developed countries, thus confirming the existence of
the country-of-origin effect.

Gregory (1994) found that, regardless of the type of product, the image
of the country of origin is a significant factor influencing consumers'
purchase decisions; however, the importance of this image is weaker than
that of the product's quality and price.

(Rossanty & PUTRA NASUTION, 2018) Believed that the country of origin
effect is the process of evaluating the quality of products in different
countries based on the information of the country of origin, and then
making a purchase decision. Wang (Xin & Seo, 2019)verified the
relationship between consumer purchase intention and brand by
analyzing Chinese consumer samples. The country of origin image is
significantly correlated.

(Vuong & Khanh Giao, 2020)Research has shown that when consumers
believe the quality of products produced in a particular country is reliable,
they tend to develop a positive attitude towards the country's brand.
Conversely, if political factors lead to a hostile attitude towards a
particular country, consumers will also have a negative attitude towards
the country's brand. Consumers respond differently depending on their
existing knowledge base about a country. Anderson (1995) concluded that
consumers' purchase intentions are influenced by the image of the
country of origin of the purchased brand. When consumers cannot

accurately identify the differences between brands, that is, they have
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incomplete product information, the image of the country of origin will
significantly affect their purchase intention.

Since the country-of-origin effect was proposed, numerous scholars have
examined the composition of the country-of-origin image from both macro
and micro perspectives. For example, Martin and Eroglu (1993) divided the
image of the country of origin into three dimensions: politics, economy,
and technology. Nagashima (1977) analyzed the image of the country of
origin from the dimensions of price and value, advertising and reputation,
design and style, service and craftsmanship, and consumer image.
(Rossanty & PUTRA NASUTION, 2018) pointed out that the research on the
image of the country of origin should start from consumers, not
researchers, thus developing two dimensions for consumers: product
image and consumer image.

From the perspective of the combination of macro and micro, the
research refers to the three dimensions of the image of the source country
proposed by Rossanty and Putra Nasution (2018), namely the degree of
political and economic development, product image, and consumer
image.

Based on a review of the existing literature, this study confirms that the
image of the country of origin has a significant impact on purchase
intention, as supported by both theoretical circles and practical
applications. This finding suggests that the country of origin has a positive
effect on consumers’ willingness to purchase.

For research on the purchase behavior of mobile phone brands in
Thailand, a hypothesis can be formulated.

H1la. The degree of product image development in the source country has

a positive impact on customer purchase intention.
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H1b. The political economy of the country of origin has a significant
positive impact on purchase intention.

Hlc. The consumer image of the country of origin has a positive
impact on purchase intention.
The effect of country-of-origin image on perceived value. Dzever and
Quester (1997) investigated the impact of the country-of-origin image
effect on the purchasing behavior of industrial products. The research
results indicate that the country of origin of the products directly
influences buyers’ evaluation of product quality. Additionally, it will also
influence buyers’ preferences.
Dzever (1998) noted that the quality of brand perception is influenced by
consumers' ethnocentrism and the country-of-origin effect, which primarily
refers to the positive or negative perceptions of product quality associated
with a country. Stereotype.
When Han and Quester (1988) studied the effect of country of origin on
multi-nationality or dual-nationality products, they found that both
product origin cues and brand name cues had an impact on consumers’
product quality perception, but the former’s impact on product
evaluation was greater than the latter's.
In addition, An (Islam, Attig, Hameed, Khokhar, & Sheikh, 2018)
distinguished between functional value and symbolic value when
examining the impact of the country of origin image on the purchasing
behavior of consumers who buy single-nationality products or dual-
nationality electronic products.
Based on the model proposed by Cowan and Guzman (2020), | added
the image of the country of origin as a new variable to the model. | found,
through an investigation of consumers, that the image of the country of

origin has a significant influence on both the functional evaluation and
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symbolic evaluation of products. It has a significant impact, and the image
of the source country is evaluated more favorably in terms of product
functionality than its symbolic value.
From the above literature review, it is evident that the image effect of the
country of origin has a significant impact on consumers' product evaluation
and quality perception.
Based on the above research, this study puts forward the following
hypotheses:

H2a. The degree of product image development in the country of
origin has a positive impact on perceived value.

H2b. The political economy of the country of origin has a positive
effect on perceived value.

H2c. The consumer image of the country of origin has a positive
effect on perceived value.
The impact of perceived value on purchase intention
Cattin and Jolibert (1985) highlighted the relationship between perceived
value and consumption intention in their perceived value formation
model, suggesting that consumers perceive positive perceived value as
promoting their further purchase intentions. Dodds, Monroe, and Grew
(1991) noted that consumers' willingness to buy depends on both the
value obtained from the product and the price paid when studying the
impact of price, brand, and store name on consumers' perceptions of
product quality. The relative relationship, that is, the perceived value of
the product, ultimately determines the consumer's purchase intention,
and it is positively correlated with perceived value (Anderson, 1994; Ravald
& Gronroos, 1996).
(Cowan & Guzman, 2020) Found a significant relationship between the

perceived value of services and consumer behavior. In addition, Letham
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(1988) proposed the perceived value model, which suggests that both
internal attributes and external attributes of the product will affect
perceived value, ultimately influencing product purchase intention. A large
number of studies have confirmed that the higher the perceived benefits
of a product or service, the higher the perception of value, and the higher
the perceived value, the higher the consumer's intention to purchase the
product. This study puts forward the following hypotheses:

H3 Perceived value has a positive impact on customer purchase intention.
Word of mouth influences purchase intention. Purchasing intention refers
to the likelihood of consumers’ purchasing behavior, and it can effectively
predict actual purchasing behavior. The stronger the purchasing intention,
the greater the possibility of implementing purchasing behavior (Cheung &
Thadani, 2012). Products can be categorized into promotion-oriented and
prevention-oriented products based on their distinct functional attributes.
The former is a product that increases the joy of life; the latter is a product
that ensures life safety. Product type moderates the impact of word-of-
mouth direction on persuasiveness. When evaluating promotion-targeted
products, scholars believe that positive word of mouth is more persuasive
than negative word of mouth. When evaluating preventive-targeted
products, negative word-of-mouth is more persuasive than positive word-
of-mouth. Persuasive.

Chakravarty et al. (2010) found that consumers who seldom attend movie
theaters are more likely to be persuaded by negative word of mouth,
while frequent movie theater visitors are less affected by it. The matching
of one-sided word-of-mouth and extreme ratings is more convincing
(Scholer, 2011). Sun (2012) pointed out that it is not a single rating that
affects purchase intention, but the distribution range of product ratings.

The study found that the average score and standard deviation of product
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ratings have an impact on purchase intentions, and products with low
average scores and high standard deviations increase profits. A product
with a high average score and a high standard deviation will drive away
vacillating consumers and reduce profits. The quantity of word-of-mouth
adjusts the influence of word-of-mouth direction on purchase intention.
When the number of word-of-mouth is large, the higher the word-of-
mouth score, the higher the credibility of word-of-mouth, and the stronger
the purchase intention; on the contrary, when the number of word-of-
mouth is small, the higher the word-of-mouth score, the lower the
authenticity of word-of-mouth, and the lower the purchase intention.
Based on this, this study puts forward the research hypothesis about the
moderating effect of traditional word-of-mouth as follows:

Hda Positive word-of-mouth has a moderating effect on the
relationship between country of origin, product image, and purchase
intention.

Hdb Positive word of mouth has a moderating effect on the
relationship between country of origin, political economy, and purchase
intention.

Hdc Positive word-of-mouth has a moderating effect on the
relationship between country of origin, consumer image, and purchase
intention.

H5a Negative word of mouth has a moderating effect on the
relationship between country of origin, product image, and purchase
intention.

H5b Negative word of mouth has a moderating effect on the
relationship between country of origin, political economy, and purchase

intention.
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H5c Negative word of mouth has a moderating effect on the

relationship between country of origin, consumer image, and purchase
intention.
The purpose of this research is to start from the consumer's point of view,
through a survey of Thai consumers, based on the top 5 national brands
in the research are mainly mobile phone brands in China, the United
States and South Korea, to explore the image of the country of origin The
impact on consumers' purchase intentions, the impact of country of origin
on perceived value, and the impact of consumers' perceived value on
purchase intentions, because consumers perceive the image of the
country of origin based on their perceptions, and then decide their
purchase intentions based on their perceptions. Moreover, word of mouth
has a moderating effect on the relationship between country of origin
image and purchase intention. Among them, the country of origin image
is primarily divided into three dimensions: political and economic image,
product image, and consumer image; perceived value serves as an
intermediary variable. Traditional word-of-mouth, as an adjustment
variable, is primarily categorized into positive word-of-mouth and negative
word-of-mouth. Perceived value and purchase intention are not further
divided into dimensions.

Conceptual framework
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Table2: Conceptual framework

Conclusion

This paper presents hypotheses and develops a model of the country of
origin effect, drawing on relevant theoretical and empirical research on
the country of origin effect in the literature and referencing existing
studies. In the model, the independent variable is the image of the
country of origin, the mediator variable is the perceived value, the
purchase intention is the dependent variable, and traditional word-of-
mouth is the moderating variable. Among them, the image of the source
country is divided into three dimensions: political and economic image,
product image and consumer image; one dimension is perceived value,
and traditional word-of-mouth is divided into two dimensions: positive
word-of-mouth and negative word-of-mouth and other relevant literature
are reviewed and sorted out for the following Model construction and
hypotheses lay the theoretical foundation. Firstly, the related concepts,

such as the country of origin image defined by different scholars, are
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reviewed. Based on this review, the research definition proposed in this
paper is presented, along with an analysis of the influencing factors and
formation mechanism that affect the country of origin image. Secondly,
the definition of purchase intention is reviewed, and the influencing
factors of consumers' purchase intention are analyzed; the theoretical
basis of consumers' purchase intention is expounded. Third, explain the
impact of traditional word-of-mouth on consumer behavior. Fourth, the
definition of perceived value is clarified, and its characteristics are
explained.

Future research

This paper examines the relationship between the source country,
perceived value, word of mouth, and customer purchase intention.
However, it lacks data support and does not specify the central source
countries, such as China, the United States, and South Korea. In the future,
the framework model can be further validated through both qualitative

and quantitative research methods.
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Abstract

This study aims to examine the purchase intention level of Chinese
consumers towards Thai Hom Mali rice and to analyze the factors
influencing Chinese consumers' purchase intentions for Thai Hom Mali rice.
This study employs the Stimulus-Organism-Response (SOR) Theory,
utilizing five variables to construct a theoretical model of external factors
(product, shopping experience, and cultural value factors) and their
relationship with perceived usefulness and purchase intention. The
sample of this study consists of Chinese consumers who purchase Thai
Hom Mali Rice, which is representative of an infinite population, and was
collected using a multi-stage sampling method. The instrument used in
this research is a questionnaire that has been validated (I0C=0.93). The
statistics used in this research include percentages, standard deviations,
means, and multiple regression analysis.

The data analysis yields the following research conclusions: 1. The
purchase intention level of Chinese consumers towards Thai Hom Mali

rice is uncertain (mean=3.32 and standard deviation=1.043); 2. The factors
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influencing Chinese consumers’ purchase intention of Thai Hom Mali rice
are product factors, shopping experience factors, cultural value factors,
and perceived usefulness. The influence of these factors on purchase
intention demonstrates a moderate trend, with a statistical significance
level of 0.05.

Keywords: Purchase intention, Influencing factors, SOR (Stimuli-Organism-

Response) theory, Thai Hom Mali Rice

Introduction

The trade exchanges between China and Thailand are rooted in a
profound historical context. With the acceleration of globalization and the
advancement of the "Belt and Road" Initiative, economic and trade
relations between China and Thailand have become increasingly close.
The entry into force and implementation of the Regional Comprehensive
Economic Partnership (RCEP) Agreement have further promoted economic
and trade exchanges between China and Thailand, providing both
countries with broader market prospects and more cooperation
opportunities. In this context, the bilateral trade volume between China
and Thailand has continued to grow. In 2021, the trade volume between
China and Thailand increased by 339%, reaching 131.2 billion, exceeding
the 100 billion mark for the first time in history. In 2023, the total trade
volume between China and Thailand reached $104.964 billion. China has
become Thailand's largest trading partner, while Thailand, as the second-
largest economy in Southeast Asia, is also an important source of

agricultural products and food imports for China.
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The rice trade between China and Thailand boasts a long history.
Thailand, often referred to as the "rice barn of Asia," has had a significant
impact on the global rice industry (Zheng Guofu, 2017). As early as the
Qing Dynasty, China had become a significant export market for Thai rice
(Ren Wei, 2020). Establishing the China-ASEAN Free Trade Area has
promoted rice trade between China and Thailand (Ren Wei, 2020).
Transportation networks, including land and port transportation, have
been built between northern Thailand and Yunnan, China, creating a
favorable environment for the development of rice trade between the
two countries (Ren Wei, 2020). Thai fragrant rice has always been favored
by consumers, and its total exports rank among the top in the world rice
trade. The data from the Thai Ministry of Commerce showed that Thailand
exports approximately 600,000 to 700,000 tons of rice to mainland China
annually, mainly white rice and Thai jasmine rice. Additionally, about
170,000 to 180,000 tons of rice are exported to Hong Kong, China each
year, with 70%-80% of this being Thai jasmine rice. In 2022, China was
Thailand's third-largest rice importer, importing 750,000 tons, up 18.8%
from 2021. Data released by China's General Administration of Customs
showed that in 2023, the top three countries from which China imported
rice, in order of import volume, were Thailand, Myanmar, and Vietnam,
with Thailand being China's largest rice importer.

Numerous factors influence the sales status of Thai fragrant rice in
the Chinese market. Thai fragrant rice entered the Chinese market in the
1990s and once enjoyed immense popularity due to its unique aroma and
taste. The total imports of Thai fragrant rice into China have been

increasing gradually, mainly because China is a significant grain consumer,
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and the superior quality of Thai fragrant rice aligns with the trend of rising
living standards among Chinese residents (Ren Wei, 2020). Due to the
higher production costs and lower yields of Thai rice, the Thai government
has set a higher mortgage price to incentivize more farmers to cultivate
fragrant rice. This has led to a significant increase in cultivation acreage,
resulting in a spillover effect and a continuous rise in export prices, which
has adversely affected Thai fragrant rice exports to China (Ren Wei, 2020).
Furthermore, with societal development and improving living standards,
people's pursuit of rice quality has increased day by day, with taste and
aroma being key indicators that affect the edible quality of rice (Verma DK
et al.,, 2020; Zheng ZC et al,, 2022). Due to the varying quality of Thai
fragrant rice available domestically, consumers have certain doubts about
its quality, and the entire Thai fragrant rice market is facing a crisis of trust.
It was reported that during the "3-15" consumer rights protection event in
2023, an incident involving "Thai fragrant rice adulterated with flavoring
agents" was exposed, generating negative impacts. Regarding the current
sales status of Thai fragrant rice in the Chinese market, the combination
of high quality and reasonable prices influences Chinese consumers'
attitudes towards Thai fragrant rice. To gain more recognition and win long-
term trust, it is crucial to understand Chinese consumers' needs and
experiences with Thai fragrant rice better and create a mutually beneficial

market environment.

Objectives
1. To study the purchase intention level of Chinese consumers on

Thai Hom Mali rice.
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2. To analyze the factors influencing Chinese consumers' purchase

intention of Thai Hom Mali rice.

Literature Review
Stimuli-Organism-Response (SOR) theory
1. Concept of Stimulus-Organism-Response (SOR) Theory

The SOR (Stimuli-Organism-Response) theoretical model is an
environmental psychology model designed by Mehrabian and Russell
(1974). Donovan and Rossiter (1994) adapted the SOR model to include a
range of psychological reactions encompassing changes in cognitive and
emotional states within the Organism, and they were the first to apply
SOR theory to the shopping environment. According to Donovan and
Rossiter, the retail environment elicits psychological reactions of pleasure,
arousal, and dominance, influencing consumers' behavior toward seeking
benefits or avoiding harm. The Organism variables encompass both
cognitive and affective aspects. Eroglu, Machleit, and Davis (2001)
explained that cognitive reactions are the mental processes that occur
when an individual receives external stimuli, often directed toward a
specific goal, while emotional reactions are responses to three variables:
pleasure, arousal, and dominance. The "Response" represents the ultimate
behavioral decision made by the individual after encountering external
stimuli, manifesting as either approach or avoidance behavior. SOR theory
provides an objective framework for analyzing an individual's behavior and
responses to external stimuli in specific situations.

2. Applications of Stimulus-Organism-Response (SOR) Theory



TmIigeaaitauiuazaninems 09 s atuf 3 woumeaw - figwiou 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

SOR theory was initially developed to analyze and explain human
behavior and responses to environmental influences. Over time, it has
gradually been applied to fields such as management and commerce,
becoming one of the key theories for studying how individuals' emotions
and behaviors are shaped by their environments. In 1982, scholars like
Donovan and Rossiter pioneered the application of this theory to the retail
industry, investigating the impact of external environments, products, and
subjective experiences on consumers' purchase intentions and behaviors.
Eroglu et al. (2001) introduced SOR theory into the study of online
shopping, revealing that consumers' emotions and behaviors are
influenced to a certain extent by the online shopping environment. Chen
et al. (2018) applied SOR theory to validate that online shopping can
stimulate consumers' pleasure, positively affecting their purchase
intentions.  Liu et al. (2016) utilized perceived similarity as an
environmental stimulus to explore consumers' purchase intentions. Zhang
et al. (2014) considered perceived interaction as an ecological stimulus
variable to study consumers' intention to engage in e-commerce activities.

Product Factors

1. Conceptual Definition of Product Factors

The first is the internal factors of the product, referring to the
product's own characteristics and quality features, which influence
consumers' perception and purchase decisions. Luo Cheng (2013), based
on theories related to behavioral intention, pointed out through empirical
research that consumers pay attention to product quality and analyzed
consumers' willingness to purchase products and their influencing factors.

Similar conclusions were also drawn in a study by Tao lJinguo and Zi
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Yongzhen (2017), which showed that product quality has a significant
impact on consumers' purchasing behavior. Furthermore, Sweeney and
Soutar (2001) found that product function is a vital product attribute and
a driving factor influencing consumers’ purchase choices.

The second factor is the external aspects of the product, such as
price, variety, and brand, which also influence consumers' purchase
intentions. The greater the perceived value, the more attractive the
product price becomes and the stronger the purchase intention (Monroe,
1973). According to Chevalier's sales data analysis for books on Amazon's
website, the sales of books decrease when prices increase (Chevalier J.A.,
2006). Another study, conducted by Huo lJiazhen and Ma Xiaoyi (2016),
investigated the factors influencing consumers' willingness to purchase
retailers' own-brand products. The study found that consumers'
perception of the quality of retailers' own-brand products determines their
purchase intention.

In summary, this article defines product factors as the sum of
various factors within and outside the product that directly affect the
product's value and sales, ultimately influencing consumers' purchase
intention and behavior.

2. Measurement Dimensions of Product Factors

First is the product variety. One view is that the diversity of
product categories is an essential reason consumers choose products.
Studies by Chae Minseo (2016) and Yoo Bokhee and Chae Myeongsoo
(2015) demonstrate that product diversity has a significant impact on
purchase intention in overseas direct purchases. The other view is that the

richness of product categories is a prerequisite for consumers to evaluate
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the usefulness of products. Wang Rong (2020) believes that providing more
product categories on the platform allows consumers to choose and
obtain a particular perceived utility.

The second is product quality. As found in Anna Kowalczyk's
(2018) study, high brand awareness and product quality significantly
influence consumers’ perceived utility. On the other hand, domestic
scholar Chen Meimei (2017) noted that the quality of products provided
by merchants is the most significant factor influencing consumers'
purchasing behavior.

Finally, product price. Fei L.W. (2013) pointed out that in a
dynamic pricing mechanism, consumers prefer price discounts over gifts,
and new customers are more sensitive to prices than regular customers.
Chai Yixin et al. (2019) measured product factors using the cost-
effectiveness of products and believed that specific cost-effectiveness is
a crucial factor influencing consumers' product choices. There is a positive
correlation between discounts and purchase behavior.

Based on the above analysis, this article will measure the
dimensions of product factors from three perspectives: product richness,
product quality, and product cost-effectiveness. This aligns with the

research background and objectives of this study.

Cultural Value Factors

1. Conceptual Definition of Cultural Value Factors

Foreign scholars have analyzed the concept of cultural values
from different perspectives. Representative scholars include Hofstede

(1980), who believes that cultural values are a cognitive style generated
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by an individual and differ from others. Henry pointed out in 1984 that
cultural values are the ideas that govern individual behavior within a
culture. Schwartze (2001) studied cultural values from a personal
perspective, believing that they serve as guiding principles in people's
lives. Domestic scholars have also conducted relevant research with
slightly different views. Zhao Guochun (2010) and Gan Ping (2012) regard
cultural values as a kind of "belief and attitude," believing that they are a
lasting belief formed by people towards specific behavioral patterns and
meanings of life, as well as a stable attitude held by people in dealing
with issues. Other scholars, such as Qi Xingui (2013), synthesized the views
of different scholars and proposed that cultural values form a value
system that is widely believed and accepted by most members of society.
It influences the consciousness and actions of social members by
becoming a form of social normalization.

Analyzing the above, the definition adopted in this study
encompasses the viewpoints and ideas held by individuals within specific
social relations and environmental contexts. Different individuals have
both commonalities and their characteristics.

2. Measurement Dimensions of Cultural Value Factors

Research on cultural values in Western cultural backgrounds.
There are two representative researchers in this field. The first researcher,
Hofstede (1984, 2001) divide them into six dimensions: individualism
versus collectivism, masculinity versus femininity, power distance,
uncertainty avoidance, long-term versus short-term orientation, and
indulgence versus restraint. The second researcher is Schwartz (1992), who

built a classification system of personal values, covering ten dimensions
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such as power, achievement, stimulation, and hedonism, et al. After in-
depth research, Schwartz expanded the dimensions to nineteen in 2012.

Research on cultural values under traditional Chinese culture.
Taking Hong Kong consumers as the research object and divided cultural
value dimensions into ten, including harmony between man and nature,
relationship orientation, face concept, inferiority complex and situational
orientation, man and humanity itself, time orientation, continuity in
problem-solving, individual activity orientation, the doctrine of the mean,
and maintaining harmony with others et al. (Liu Shixiong, 2005). Bond et
al. (1996) studied four dimensions: integration, Confucian work motivation,
benevolence, and moral responsibility. Domestic scholar Yang Guoshu
(2004) examined the psychological and behavioral issues of the Chinese
people. They divided them into five dimensions based on their social
orientation characteristics: face relationship, familial, perseverance,
modesty, and unity and harmony. Zhang Mengxia (2005) verified that
Confucian, Taoist, and Buddhist cultural values can explain Chinese
consumers’ purchasing behaviors more effectively. Pan Yu et al. (2014)
constructed eight dimensions: face image, practical rationality, differential
relationship, human relationships, the doctrine of the mean, striving and
progress, authority and conformity, and independence.

Considering the needs of this study, face image, practical
rationality, authority, and conformity are selected as the research
dimensions of cultural values.

2. Measurement Dimensions of Perceived Usefulness

Perceived usefulness is a vital core issue in studying purchase

intention. Foreign scholars control the number of dimensions between
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three and five. Sheth (1991, 1995) constructed five dimensions: functional
value, cognitive value, emotional value, social value, and situational value.
Based on Sheth's model, Sweeney et al. (1999, 2001) proposed that
functional value should consist of quality and price, and consumers have
different perceptions of these two parts. By eliminating functional value,
cognitive value, and situational value, they finally divided it into four
dimensions: emotional value, social value, quality value, and price value.
Kantamneni (2015) derived four dimensions of functional, economic,
market, and social value based on empirical research. Holbrook (1999)
divided it into three dimensions: profit value, social value, and
characteristic value. The division of perceived usefulness measurement
dimensions among domestic scholars is relatively simple. Liu Gang and
Gong Xiaobo (2007) proposed functional, symbolic, and experiential
values as the three measurement dimensions.

Based on the research conclusions of domestic and foreign
scholars, combined with the characteristics of this study, the following
three measurement dimensions are adopted: functional value, social

value, and emotional value.

Research Methodology

This study adopts a quantitative research method. Based on a
review of relevant theoretical and practical advancements in consumer
purchase intention, this study focuses on the current research topic of
factors influencing consumer purchase intention. Through steps such as
literature analysis, conducting surveys using a multistage sampling

approach, and statistical analysis of survey data, this study presents
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Chinese consumers' purchase intention level and the influencing factors
on Thai Hom Mail rice from three dimensions: external influencing factors
(product factors, shopping experience factors, cultural value factors),

perceived usefulness and purchase intention.

Population and Sample

The research object of this study is Chinese consumers who
purchase Thai Hom Mali rice, specifically Chinese consumers in Beijing,
China, excluding foreign consumers who purchase Thai Hom Mali rice in
Beijing, China.

Since the specific proportion of Chinese consumers in Beijing who
purchase Thai Hom Mali rice within the population is unknown (p is
unknown), this study ensures that the sample size calculation result and
the adequate sample size cover possible extreme scenarios. Therefore, p
is assumed to be 0.3. A confidence level of 95% (Z=1.96) and a margin of
error of £5% (e=0.05) are selected. Calculating the sample size for this
study: n = [1.962 x 0.3 x (1-0.3)] / 0.052=324. Conservatively estimating,

the sample size for this study is at least 324.

Research Tool

The questionnaire designed for this study on Chinese consumers'
intention to purchase Thai Hom Mali rice is divided into three parts. The
first part is the introduction, which aims to inform the respondents of the
purpose of the questionnaire survey. The second part examines the
personal background information of the questionnaire respondents,

including their gender, age, education, occupation, and monthly income.
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The third part comprises the core content of the questionnaire, consisting
of 17 items based on the measurement dimensions of various variables.
The answer options utilize a five-point Likert scale. The questionnaire was
designed with two pre-screening questions: one to terminate the survey
for consumers who have never purchased Thai Hom Mali Rice and the

other to terminate the study for non-Chinese consumers.

Data Collection

This study adopts an online format, distributing and retrieving
questionnaires for data collection. This study conducted a pre-survey and
a formal survey consecutively. Before the formal distribution of the
questionnaire, a pre-survey was conducted to assess the reliability and
validity of the questionnaire's structural design and item content,
ultimately informing the development of the formal questionnaire.
Factors such as age, occupation, income, and others were considered
when distributing the formal questionnaire, and it was distributed as
widely as possible. The distribution period lasted for two weeks. The
collected questionnaires were screened individually, excluding those with
invalid responses. The recovery rate and efficiency of the valid

questionnaires were calculated.

Data Analysis

This study primarily utilizes statistical analysis software to
conduct a statistical analysis on the collected data.

1. Descriptive Statistical Analysis: Demographic characteristics,

including gender, age, occupation, education level, income, etc., are
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analyzed. Mean values, standard deviations, and other metrics of various
variables are examined to determine the overall distribution of the
sample.

2. Reliability Test: This study employs Cronbach's O coefficient to
assess the consistency among various indicators within the scale. When
Cronbach's O coefficient exceeds 0.7, it is considered highly reliable.

3. Validity Test: This study primarily employs confirmatory factor
analysis indicators, such as the Kaiser-Meyer-Olkin (KMO) test and Bartlett's
Test, to verify whether the measurement tool aligns with the pre-set
hypotheses and theoretical models, and to evaluate its validity in
measuring concepts or variables.

4. This study primarily uses the Pearson correlation coefficient,
which ranges from -1 to 1, where -1 indicates a perfect negative
correlation, 1 indicates a perfect positive correlation, and 0 indicates no
linear correlation.

5. Regression Analysis: This study employs independent
variables to explain or predict the dependent variable, namely purchase
intention.

6. This study employs the Bootstrap method to elucidate the
relationship between the independent variable, the dependent variable,

and the mediator variable’s role.

Research Finding
For the formal survey, 400 questionnaires were distributed, and

371 were returned, resulting in a recovery rate of 92.75%. Three hundred



Tmigeaaiauiuazaninems D1 s atud 3 woumeaw - figuou 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

forty valid questionnaires were collected, representing an effective rate of
91.64%.

Sample Basic Characteristics

Table 1: Distribution of Basic Characteristics of the Sample (N=340)

Variable Option Frequency Percentage (%)
Yes 340 100
Experience
No 0 0
Chinese nationality | 340 100
Nationality
Non-Chinese nationality | O 0
Male 159 46.76
Gender
Female 181 53.24
Under 30 years old a8 14.12
30-39 years old 98 28.82
Age 40-49 years old 124 36.47
50-59 years old 70 20.59
60 years old and above | 0 0
Junior college degree or
119 35
below
Education 187 55
Bachelor's degree
level 34 10
Master's degree
0 0
Doctor's degree
Student 0 0
Private sector | 183 53.82
Occupation
employee 29 8.53

State-owned enterprise | 40 11.76
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Variable Option Frequency Percentage (%)
employee
Government/public 39 11.47
institution employee a9 14.41
Freelancer
Others
Below 3000 yuan 0 0
3000-6000 yuan 162 47.65
Monthly
6001-9000 yuan 98 28.82
income
9001-12000 yuan 56 16.47
Above 12000 yuan 24 7.06

Hypothesis Testing Results

Through empirical analysis, the strength and direction of the effects

among these variables are verified. The ten hypotheses of this study were

accepted and are presented in Figure 1.
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Figurel: Hypothesis Testing and Results of Factors Influencing Chinese

Consumers' Purchase Intention on Thai Hom Mali Rice

Discussion

1. Product Factors, Shopping Experience Factors, And Cultural
Value Factors Have A Neutral-To-Positive Impact On Purchase
Intention

In exploring the impact of external variables (product factors,
shopping experience factors, and cultural value factors) on purchase
intention, this study proposed three research hypotheses, which were all
confirmed to be valid through regression analysis. When confronted with
different types of products, consumers' consumption judgment
capabilities may vary due to their unique information backgrounds and
access to relevant information (Zhang Mo, 2006). When Thai Hom Mali
rice's quality, variety, and price cater to consumers' preferences, they can
enjoy a comfortable and satisfying shopping experience. Cultural value is
a crucial factor influencing consumer behavior and cannot be separated
from the artistic traditions of Chinese consumers (Liu Chao et al., 2007).
Therefore, it is essential to take targeted measures from the three
dimensions of product factors, shopping experience factors, and cultural
value factors to satisfy consumers' internal and external attributes and
spiritual needs related to Thai Hom Mali rice. This will enhance purchase

intention and promote purchase behavior.
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2. Product Factors, Shopping Experience Factors, And Cultural
Value Factors Have A Neutral-To-Positive Impact On Perceived
Usefulness

In investigating the impact of external variables (product factors,
shopping experience factors, and cultural value factors) on perceived
usefulness, this study formulated three research hypotheses, all of which
were confirmed through regression analysis. The richness of product
variety can measure the perceived usefulness; the more types of products
available, the more they can satisfy the diverse needs of consumers,
leading to the attainment of utility (Yin Dongmei, 2020). Zhang Yulu (2012)
found that promotional prices have a neutral impact on consumers'
perceived value. The internal attributes of Thai Hom Mali rice, such as its
types and prices, directly influence whether consumers perceive its utility.
Consumers' unique needs drive them to prefer distinctive, personalized,
and differentiated brands (Snyder, 1992). This involves enhancing the
internal attribute value of the product to create quality goods, creating a
convenient and comfortable shopping environment for consumers to
enhance their shopping experience, and emphasizing the cultural value
connotation of Thai Hom Mali rice to satisfy consumers' spiritual needs.

3. Perceived Usefulness Has a Neutral-To-Positive Impact On
Purchase Intention

In this study, a research hypothesis was proposed regarding the
influence of perceived usefulness on purchase intention, which was
subsequently confirmed through regression analysis. This study reveals
that during the process of consumers selecting Thai Hom Mali rice, both

internal and external product attributes contribute to shaping their
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perception of its usefulness. When consumers perceive a certain level of
utility, they become less hesitant in their purchasing decisions (Wu Wei,
2015). Perceived usefulness is a crucial factor influencing consumers'
purchase intention (Fei Xiaoyan, 2012). When consumers' perception of
Thai Hom Mali rice's usefulness rises, they view it as a valuable option that
can fulfill their needs. Cultural differences influence purchasing behavior
(Zhang Xuan, 2020). Therefore, in practice, to boost consumers' willingness
to purchase Thai Hom Mali rice, it is essential to comprehensively create
Thai Hom Mali rice with superior internal and external attributes through
product factors, shopping experience factors, and cultural value factors.
Actively guiding consumers to perceive the usefulness of Thai Hom Mali
rice and enhancing their perception of its usefulness are crucial steps in

this process.

4. Perceived Usefulness Plays A Mediation Role Between
Product Factors, Shopping Experience Factors, Cultural Value Factors,
And Purchase Intention

Theoretical analysis has revealed that perceived usefulness
mediates the influence of product factors, shopping experience factors,
and cultural value factors on purchase intention. Consequently, this study
proposed a research hypothesis. Based on the data results of the
mediation test, the research hypothesis is confirmed. Product quality and
service quality have a significant and positive influence on consumers'
perceived usefulness (Tu Xia, 2017). Perceived usefulness is a crucial factor
influencing purchasing behavior (He Qiguo et al., 2006). Xiao Kaihong et al.

(2021) investigated consumers' purchasing behavior using the S-O-R model
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and found that perceived value has an indirect effect on consumers'
purchase intention. The information conveyed by the internal and
external attributes of Thai Hom Mali rice enables consumers to perceive
whether it is helpful to them, which in turn enhances their purchase
intention. Therefore, this study effectively explains and analyzes the
influence mechanism of product factors, shopping experience factors, and
cultural value factors on purchase intention from the perspective of

perceived usefulness.

Conclusion

Based on the Stimulus-Organism-Response (SOR) theory and
related frameworks, this study reviews and synthesizes relevant domestic
and international literature. Building upon previous research findings, this
study selects the purchasing intention of Chinese consumers towards Thai
Hom Mali Rice as its research question. Through empirical research, it
analyzes the correlation between external variables (product factors,
shopping experience factors, cultural value factors), perceived usefulness,
and purchase intention. The results indicate that the influence of external
factors on purchase intention all demonstrate a moderate trend, and
mediator variables mediate the relationship between external variables
and purchase intention. The findings of this study can serve as a reference
for research on similar products in related fields. However, the variables
influencing purchase intention may differ for similar products in related
fields. Subsequent research can expand the scope of the study based on
this foundation, conduct more in-depth explorations, and enhance the

applicability of research conclusions.
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Suggestion

1. Emphasize product quality and Introduce High-Quality
Products

The study found that Thai Hom Mali Rice's wide variety and
excellent quality can enhance consumers' perceived usefulness,
influencing their purchase intention. As competition in the Chinese market
for Thai Hom Mali Rice intensifies, consumer demands have become more
diverse, with personalized and spiritual needs becoming increasingly
prominent. To address this, it is crucial to understand consumers' evolving
needs and preferences, and to offer a diverse range of products that satisfy

their varying demands.

2. Emphasize the Shopping Experience of Consumers
According to the study's findings, consumer shopping experience
factors can influence perceived usefulness, which in turn affects purchase
intention. Enhancing the in-store shopping environment can provide a
smooth and comfortable shopping experience, fostering consumer trust
and security. Additionally, employees’ demeanor and work efficiency and
reliable after-sales services are all areas of concern for consumers.
Therefore, businesses should consider managing and planning these
aspects to enhance consumer purchase intention.
3. Emphasize Consumers' Cultural Value Psychology and
Needs
Businesses must prioritize cultural value factors. By identifying

and targeting these consumers, companies can diversify their offerings to
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meet various needs, effectively drawing in customers, fostering a unique
Thai Hom Mali Rice identity, increasing exposure, and enhancing consumer

loyalty and retention.

4. Emphasize Consumers' Perceived Utility of the Product

Enhancing the perceived usefulness of Thai Hom Mali Rice can
stimulate the consumer group's purchase intention. To improve
consumers'  perceived  usefulness, a comprehensive  analysis,
improvement, and enhancement are required regarding Thai Hom Mali
Rice's superior quality, unique taste, cooking methods, culinary pairings,
and experience of exotic cultures, thereby boosting consumers' purchase

intention.
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Abstract

The objectives of this study were: 1) to understand the status quo of
people’s willingness to buy houses in Kunming after the COVID-19
pandemic, 2) to examine how price sensitivity influences the real estate
purchase intentions of residents in Kunming, and 3) to investigate the
impact of perceived risks on the real estate investment decisions of
Kunming residents. This research was a quantitative study. The conceptual
framework of this research was applied from the Theory of Planned
Behavior. The population consists of residents in Kunming. The sample
size was determined using convenience sampling, focusing on individuals
within  this metropolitan area. The research instrument was a
guestionnaire. Statistics used for data analysis were Pearson correlation to
explore the impact of price sensitivity, perceived risk, and attitudes on
purchase intentions.

The results of this study found that: 1) residents of Kunming show

a strong desire to invest in real estate despite the economic uncertainties
caused by the COVID-19 pandemic, 2) price sensitivity significantly
influences their purchasing decisions, and 3) perceived risks related to
economic instability and property market fluctuations reduce the
likelihood of purchasing real estate.

Keywords: Real Estate, Kunming, Purchase Intention, COVID-19, Price
Sensitivity, Perceived Risk, Chinese Consumers
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This section explores the introduction of research on the purchase
intention of real estate among Chinese individuals in Kunming during the
global Coronavirus Disease 2019 (COVID-19) crisis and subsequent policy
adjustments. This chapter presents a research statement, definitions of
key issues, study objectives, a conceptual framework, hypotheses,
benefits, scope, limitations, and suggestions for further research. The real
estate market in China has undergone significant evolution since its
nationalization in 1958. Following the economic reforms initiated in 1979,
China's real estate sector experienced rapid expansion. This growth can be
divided into three stages: Initial Stage (1979-1991): The rejuvenation and
expansion of the real estate market started in 1979. Deng Xiaoping's 1980
speech on the construction industry and subsequent reforms facilitated
changes in the urban housing system. Policies like the "temporary
regulations on the transfer and assisnment of state-owned land usage
rights to urban areas" and "temporary measures for governing foreign
investment and land operation" in 1990, along with the Pudong
development, significantly boosted the market. Growth Stage (1992-1997):
Deng Xiaoping's 1992 southern tour triggered a dramatic rise in real estate
development investment. However, by 1993, the market showed signs of
overheating, prompting the government to implement measures to curb
rapid growth. Despite a temporary slowdown, the sector continued to
grow, supported by government initiatives. Modermn Stage (1998-present):
Post-1998, the Chinese real estate market entered a new era of
development, with the government providing substantial support. This
period witnessed significant advancements in urban construction, leading
to improved living standards and enhanced economic growth. The real
estate market has emerged as one of the fastest-growing sectors in China,
with an annual growth rate of about 20%.

The Chinese government's policies have played a crucial role in
maintaining stability in the real estate market. Even with an oversupply,
housing prices have continued to rise, driven by cultural attitudes and
government interventions. Comparing this to the property bubbles in

Singapore and Japan highlights the unique characteristics of China's real



TEIigeaaiauiuazawinems I s atufl 3 woumaw - igwsw 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

estate market. The Impact of COVID-19 The COVID-19 pandemic has
exacerbated the challenges facing the Chinese real estate market. As
researchers like Parthasarathy and Vivekanandan (2020) and Chen et al.
(2020) have noted, the pandemic has had severe economic and health
impacts worldwide. In China, it has intensified the volatility of the real
estate market. Changes in income levels and economic uncertainty have
altered people's perceptions and demands for real estate. Many Chinese
people, facing financial difficulties, have reduced their real estate
investments. Real estate companies, including major players such as
Evergrande, are strugeling with financial stability, which may lead to
potential layoffs and restructuring. However, the cultural significance of
owning a home remains strong in China. Despite high prices, a majority of
Chinese individuals continue to aspire to own a home. According to
surveys, reasons include ensuring stability, facilitating children's education,
and marriage requirements. Kunming's Real Estate Market Kunming, the
capital of Yunnan province, offers a unique context for studying these
trends. Known for its pleasant climate and vibrant culture, Kunming has
seen significant real estate development. However, it also faces challenges
similar to other Chinese cities, such as fluctuating property prices and
economic uncertainty.

Research Question

1. What is the current level of willingness to purchase houses
among residents in Kunming after the COVID-19 pandemic?

2. How does price sensitivity affect the real estate purchase
intentions of residents in Kunming?

3. What is the impact of perceived risks (e.g., economic uncertainty,
health risks, market instability) on the real estate investment decisions of
Kunming residents?

Research objectives

1. To understand the status quo of people’s willingness to buy
houses in Kunming after the COVID-19 pandemic.

2. To examine how price sensitivity influences the real estate

purchase intentions of residents in Kunming.
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3. To investigate the impact of perceived risks on the real estate
investment decisions of Kunming residents.
Research Hypothesis
H1: The real estate purchase intentions of residents in Kunming.
H2: There is a significant correlation between perceived risk and purchase
intention.
H3: There is a significant correlation between attitude and purchase
intention.
Literature review

The Concept of the Study

Drawing on prior research, this section clarifies the definitions of
both independent and dependent variables. In the initial chapter, the
researcher explains the dependent variable, which pertains to the Chinese
population's inclination to purchase real estate. The independent variable
encompasses factors such as price sensitivity, perceived risk evaluation,
attitudes, demographic attributes, and the surrounding environment.

Purchase Intention

According to a literature review, numerous articles mention
purchase intention. Moreover, when it comes to real estate involving
Chinese people, many articles still do not provide a definitive definition
for these individuals, as the market changes rapidly. Therefore, we need
new research to support these viewpoints.

According to the literature review, research on purchase intention is a
common theme in various articles. Especially in the real estate industry in
China, numerous studies have not provided a precise definition for
Chinese consumers, as market changes are exceptionally rapid, requiring
us to conduct new research to support various viewpoints continually.

Price Sensitive
Some research considers price-sensitive individuals to have a
relationship with purchase intention. Some researchers (Rotz et al., 2019)
divide price-sensitive consumers into three groups. First, sales and retailers'
signs are the most direct clues to pricing. It usually appears near the

discounted goods, allowing customers to purchase at a bargain. Our tests
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have shown that a few catalogs in price used outside world "sales"(not the
actual changing price) can increase demand by more than 50%. In the
experiment, college students and retail workers also reported similar
evidence. Second, to 9 at the end of the price. The frequent use of a low
price after a cost is an oft-seen pricing strategy, leading one to assume
that consumers will disregard it. However, this should be taken into
account. Clues to the pricing of the reaction are significant. In general, you
would think that a product's demand would increase as prices rise and
decrease as prices fall. Third, road signs. For most goods, consumers are
not able to immediately recall the exact price point. However, each of us
may be familiar with some benchmark prices. We often focus on those
things or those we are interested in (collecting or searching for related
information).
Perceived risk

Researchers have posited a correlation between perceived risk and
the intention to purchase. Perceived risk refers to the subjective
expectation of harm, implying that when making a decision, consumers
may consider the potential danger. For example, consumers may consider
the safety of food when purchasing goods from supermarkets, and they
may also consider the return on investment when forming a purchase
intention (Bonnin, 2020).

They also informed us that AR reality has a positive influence on
patronage and purchase intention, affecting both hedonic and utilitarian
evaluations. This investigation aims to expand on previous research by
examining the mediating effect of perceived risk and online stores,
incorporating online stores for product purchases. Two experiments
confirmed that the perceived risk in augmented reality plays an important
role in influencing patronage intentions. In addition, the more familiar
people are with augmented reality, the more it reduces perceived risk and
increases patronage.

Attitude

Some researchers consider attitude to have a relationship with

purchase intention.
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The attitude can be shaped by a variety of elements, such as
consumer engagement, cultural influence, psychological factors,
personality, social aspects, environmental factors, and age (Ek Styvén &
Mariani, 2020). They also informed us that, for real estate and target
customers (Chinese people) in this research, they focus on cultural
influence, social aspects, and personality.

First, Consumer culture, including its beliefs, customs, and art, sets
up their way of thinking and behavior, which will affect their purchase
intention and behavior. Consumer lifestyle was found to affect the
purchase intention of buying or renting real estate.

Second, Social aspects, namely, our attitude, viewpoint, the facts
of interest, way of life, and experience, will affect our purchase intention
and consumer behavior. Dickson and Littrell (1996) studied the influence
of consumer purchase of clothing products from alternative trade
organizations on social responsibility behavior factors (ATO).

Demographic Characteristics

Some researchers consider demographic characteristics to have a
relationship with purchase intention. In this research, | identified several
sources that may influence the purchase intention of Chinese people to
buy real estate. They are education, income, and occupation.

The quality of teachers and educational facilities in public schools
is usually superior to that in private schools, mainly due to the
government's more generous policies and resources. Moreover, Chinese
people believe that knowledge can change one's life (JiaCheng, Li, Richest
man in Hong Kong) because of their experience with Chinese history, so
that the higher the education a person receives, the deeper they believe
this truth. Therefore, having real estate with a good location near a high-
quality school becomes a characteristic for purchase intention. Income, as
a physical condition, also becomes a primary consideration when
researching the relationship between demographics and purchase
intention. Occupation may also be a factor influencing purchase intention.

However, the supporting evidence is limited, as the phenomenon of
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Chinese people living in separate places has increased dramatically in
recent years. Therefore, some of them may choose to rent first.
Theories of the Study

In the second section of this chapter, researchers will analyze the
Chinese propensity to purchase real estate, including their price sensitivity,
risk perception, assessment, and attitude, as well as the correlation
between population traits and environmental factors. All of these are
based on the previous research. The following is detailed information.

According to Juha Munnukka (2008), Price sensitivity can serve as a
mediating factor between perceived risk and purchase intention. This will
increase sensitivity to the risk of a transaction and induce avoidance
reactions as they become accustomed to the new price scale. According
to the literature, perceived risk is categorized into financial and
psychological risk, indicating a strong relationship between price sensitivity
and the perception of risk. When people form a perception of finance,
they gather information from the market and the newspaper. Based on
the information they receive and the knowledge they have learned about
finance, they will judge whether the price is undervalued or overvalued,
which leads to price sensitivity and perceived financial risk. On the other
hand, when people perceive psychological risk, they may compare the
price they paid with that of others; the value of the product depends on
their feelings, not its objective market value.

The Empirical Studies

According to Alok Gupta, Su Pak Chuan, and Walter Shiping. They
conducted a study to analyze demographics, attitudes, evaluations, and
the relationship between purchase intention.

Consumers' buying behavior is influenced by the operating
characteristics, as well as the relationship between their willingness to
channel transformation and the theme of buying or leasing real estate,
which affects their purchase intention. A total of 337 samples of real
consumers are utilized to construct and evaluate a theoretical model that
aims to clarify the intentions behind consumer channel switching. Analysis

indicates that the overall transformation trend is shifting from offline to
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online channels, with a trend of approximately 52%. This is similar to the
trend from traditional buyers who buy a house to rent. The construction
of the questionnaire utilizes a five-point Likert scale, ranging from "strongly
disagree" to "strongly agree." The findings indicate a noteworthy positive
association between demographic attributes and purchase intention, as
well as a substantial positive correlation between evaluation and purchase
intention. Moreover, a noticeable negative correlation is observed
between attitude and purchase intention.

According to Tanja Lautiainen (thesis 2015), Factors affecting
consumers’ buying decisions. The reply questionnaire yielded a total of
86 responses. From questionnaires on consumer background and the
status of fundamental problems, 57 respondents were women and 29
were men. Age is divided into three grades: 17-27 years old (40.7%), 28-45
years old (46.5%), and 45 years old or above (12.8%). 44.7% of the
respondents have a relationship, but are not married. 32.9% of people are
married, and 22.4% of people are single. Fourteen respondents were from
Helsinki, while 37 chose to live in other places.

The results of an empirical study demonstrate a correlation
between social, personal, and psychological elements, as well as the
selection of coffee brands; however, they lack credibility. It can be said
that these factors affect consumers' purchase decisions. This means that
when people do not care to buy, these factors will not be affected. The
findings suggest that family, friends, and neighbors primarily influence the
choice of coffee brands.

Conceptual Framework

Independent Variables: Price Sensitivity: Denotes the extent to
which fluctuations in real estate prices influence citizens' propensity to
acquire property. Elevated price sensitivity suggests that small price
fluctuations will significantly impact purchasing decisions. Perceived Risk:
Pertains to citizens' assessment of hazards associated with real estate
investment. This includes economic risks (e.g., market volatility, possible
depreciation of property values), health concerns (e.g., residual effects of

the pandemic), or other uncertainties that may deter buying or investing
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in real estate. Attitude: Refers to a person's general disposition regarding
real estate acquisition. This may include their sentiments, convictions, and
perspectives toward homeownership, property investing, and the real
estate market in Kunming.

Dependent Variable: Purchase Intention: Indicates the probability
or propensity of Kunming inhabitants to acquire real estate. This reflects
the ambition to invest in or acquire a residence, shaped by elements such
as price sensitivity, perceived risk, and general disposition.

These variables will be used to examine the correlations between
citizens' opinions and attitudes toward real estate and their genuine

intentions to acquire property in Kunming.

Price
sensitive

Perceived Purchase
risk Intention

Attitude

Figure 1: Conceptual Framework

Methodology

1 Population and sample

According to Zikmund (1997), a population can be a group of people or
organizations that share common characteristics and provide data for

researchers. This study aims to explore the factors influencing the
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purchase intention of real estate among residents of Kunming, focusing on
their price sensitivity, perceived risk, attitude, demographic characteristics,
and the environment. The target population for this study is residents of
Kunming aged 18-34.

A sample, as defined by numerous researchers, is a portion of the
overall population or a collection of individuals that can accurately
represent the traits of the population (Panneerselvam & Zikmund, 2004).
To survey the data, the researchers chose some locations that were easier
to find, such as wedding photography studios, kindergartens, and home
sales centers. On the other hand, the researchers will also administer the
questionnaire on the Internet, focusing as much as possible on the target
respondents. The cost will be reduced if an online questionnaire is used,
and it can also save time in recording data. Researchers can create an
online survey on Baidu Drive; there is a significant number of people in
China who could help distribute the questionnaire. Due to the limitation,
the respondents must be Chinese in China. This means that all
questionnaires should be completed in China.

According to Zikmund (1997), sample size is defined by the
significance level, and the significance level is lower than 0.05, to support
the null hypothesis:

n = Number of items in the sample

Z2 = the square of the confidence interval in standard error units

p = Estimated proportion of success

g = (1-p) or estimated proportion of failures

E2 = the square of the maximum allowance for error, which is 0.05
or 5% here

According to Malhotra (2004), the sample size can be referenced
for related research. Therefore, as described in Chapter 2, other
researchers have used questionnaires ranging from 90 to 300 for individual
studies.

According to the Vanichabancha formula (2002), n represents the
number of samples in the project, and z2 is a unit of standard error of the

square of the confidence interval. According to the Z-value choice,
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researchers often use 1.96 as the Z-value, corresponding to a 95%
confidence level. Therefore, the sampling error is 0.05. Overall, that is,
95% of the total sample was authentic.
2 Research instrument
The approach employed for this research involved conducting a
guestionnaire survey to obtain firsthand data from residents of China. The
questionnaire is divided into three parts, comprising a total of 28
questions. This questionnaire consists of three parts: the first part
addresses the selection problem, the second part examines the
relationship between each independent variable and dependent variable,
and the third part collects demographic information. Researchers began
administering online questionnaires on September 22 and completed the
survey on October 23 after a month of investigation. The investigation
period is one month. The survey is created explicitly for Chinese
participants and is provided in the Chinese language. However, in
individual research projects, it is translated into English as the researchers
assume that not everyone in the country is proficient in English. As a result,
an online and offline questionnaire is available in both Chinese and
English. The researchers can refer to the table below for instructions on
distributing the questionnaire.
3 Data Collection

The researchers gathered data from both data information and
manual labor. For the original data, the researchers adopt the method of
collecting questionnaires. The main purpose of utilizing primary data is to
examine the connection between individual factors and the dependent
variable, which includes variables such as price sensitivity, perceived risk,
evaluation, attitudes, demographic characteristics, and environmental
factors. The ultimate dependent variable assessed in this analysis is the
intention to make a purchase. As mentioned earlier, the questionnaire was
distributed in Beijing, Shanghai, Hangzhou, and Chengdu, four major cities.
Finally, the researchers obtained 400 useful questionnaires.

An examination of the supplementary information from the

website, books, periodicals, articles, and papers was conducted. Based on
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previous studies, this theory enables researchers to construct conceptual
frameworks and formulate hypotheses.
4 Data analysis

Using the social science (SPSS) statistical package, research data can
be transformed into tables and charts to apply statistical analysis. By
utilizing SPSS, the relationship between each independent variable and

overall job satisfaction can be
Gender visually presented.

H Male

H Female

Results
Descriptive Analysis

In the following section, we will focus on descriptive analysis,
which consists of two parts. The initial part examines the descriptive
analysis of demographic factors. Population factors are gender, education,
income, and occupation. The next one is about the descriptive analysis of
four variables. The analysis of four variables—price sensitivity, perceived
risk, attitudes, and purchase intention—uwiill reveal the standard deviation's
meaning for each query.
Demographic Factors

In this part, the researchers show the relationship between each
demographic factor and the analysis of questionnaires from 400
respondents. When analyzing demographic factors, such as gender,

education level, income, and occupation.

Based on the picture, the figure shows that the main gender is

male, accounting for 63%, and female, accounting for 37%. There are 252
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males and 148 females. Hence, the majority of people are men, and less
than 50% are women.

According to the figure, the majority of people with a bachelor's
degree are men, comprising 212 individuals, which is 53%. The second
group, comprising individuals with a bachelor's degree, is relatively high,
with 136 people, or 34%. The last group with a bachelor's degree is
relatively small, comprising 52 people, which accounts for 13%. As a
result, most respondents with a bachelor's degree are more than 50%.

According to the data, the leading income group is individuals who
earn between 140001-210000 yuan; they comprise 188 people, which
accounts for 47%. The second group is earning $70,000-$ 140,000; they
have 148 people, which is 37%. The third type of income is earned by
people who earn less than 70,000 yuan, with 32 people, accounting for
8%. The last class of income earners is those who earn more than $
210,000; they have 32 people, accounting for 8%. As a result, the annual

. revenue of most people is
Education between 140001-210000 RMB,

B Lowariims accounting for almost 50% of
Bachelor's the total respondents.
34% Degree

Bachelor's
0,

nferential analysis

This section presents seven assumptions about the test. Details of
each assessment assumption are shown below.

H10: Price sensitivity has no statistically significant relationship
with purchase intention

Hla: Price sensitivity has a statistically significant relationship

with purchase intention.

Table Correlation Matrix between Price Sensitivity and Purchase Intention
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Correlations
Price sensitive purchase intention

Price sensitive  pearson Correlation 1 0.77
Sig. (2-tailed) 0

N 400 400
purchase intention  pearson Correlation 0.77 1

Sig. (2-tailed) 0
N 400 400

According to the table above, the results indicate that the p-value
is less than 0.05, which rejects the original hypothesis. As a result, there is
a statistically significant relationship between price sensitivity and
purchase intention.

Pearson correlation is 0.77. This indicates a strong correlation
between price sensitivity and willingness to purchase.

H20: Perceived risk has no statistically significant relationship with
purchase intention.
H2a: Perceived risk has a statistically significant relationship with

purchase intention

Table 2: Correlation Matrix between Perceived Risk and Purchase Intention

Correlations

Perceived risk  purchase intention

Perceived risk Pearson Correlation 1 0.14
Sig. (2-tailed) 0.06
N 400 400
purchase intention Pearson Correlation 0.14 1
Sig. (2-tailed) 0.06

N 400 400
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As can be seen from the chart, the result shows that the p-value is
greater than 0.05, showing that the null hypothesis is not rejected.
Therefore, there is no statistically significant difference between perceived
risk and the intention to purchase.

The Pearson correlation value is 0.14. This implies a weak relationship
between perceived risk and willingness to buy.

H40:  Attitude has no statistically significant relationship with customer
purchase intention.

Hda:  Attitude has a statistically significant relationship with purchase

intention.

Table 3: Correlation Matrix between Attitude and Purchase Intention

Correlations
Attitude purchase
intention
Attitude Pearson Correlation 1 0.82
Sig. (2-tailed) 0
N 400 400
purchase intention Pearson Correlation 0.82 1
Sig. (2-tailed) 0
N 400 400

The table above shows that the p-value is less than 0.05, which rejects
the original hypothesis. Therefore, a significant statistical relationship exists
between attitude and purchase intention.

The value for Pearson’s Correlation is 0.82. This indicates a strong
correlation between attitude and purchase intention.
Conclusion and Implications

This study examines the correlation between purchase intention and
three other independent variables: sensitivity to price, perceived risk, and
attitudes, using questionnaires from 400 Chinese respondents in China.
The conclusions for each hypothesis are shown below.

Hypothesis one
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Considering the price-sensitive statistical significance and its
correlation with purchase intention, Table 15 reveals that values below
0.05 are considered statistically significant, thus rejecting the null
hypothesis. Pearson's correlation coefficient is then calculated at a rate of
0.77. A strong connection exists between price sensitivity and the desire
to purchase.

Hypothesis two

A noteworthy correlation existed between perceived risk and the
intention to buy. As shown in Table 16, the p-value is equal to 0.06, which
is greater than 0.05 but less than 0.1, indicating that the null hypothesis is
rejected. Consequently, there is a statistically significant association
between perceived risk and purchase intention. The Pearson correlation
coefficient is 0.14, indicating a weak correlation between perceived risk
and propensity to make a purchase.

Hypothesis three

Researchers believe that attitude and purchase intention have a
statistically significant relationship. The p-value is 0.01, which is less than
0.05, and the null hypothesis is rejected. The Pearson correlation of 0.82
indicates a powerful connection between attitude and willingness to buy,
thus demonstrating the statistical significance of attitude and purchase
intention.

Continued Demand for Real Estate: Despite the economic
challenges posed by the COVID-19 pandemic, the demand for real estate
in Kunming remains robust. Cultural and social factors continue to drive
the desire for home ownership. The Influence of Price Sensitivity: Price
remains a crucial factor in influencing real estate purchase intentions.
Policies aimed at stabilizing or reducing property prices could positively
impact purchase decisions. Managing Perceived Risks: Addressing
perceived risks through transparent communication and robust economic
policies can mitigate concerns and encourage investment in real estate.
The Role of Attitudes: Positive attitudes towards real estate investment
need to be nurtured through education and awareness programs that

highlicht the long-term benefits of property ownership.Targeted
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Demographic Strategies: Tailored strategies addressing the specific needs
and preferences of different demographic groups can enhance the
effectiveness of real estate policies and marketing efforts.

Policy Effectiveness: Government interventions have played a crucial
role in maintaining market stability. Continued support through favorable
policies and incentives is essential to sustain the growth of the real estate
market.

Recommendation

All hypotheses were reached while the researchers analyzed the
questionnaire data. The researchers hope to provide real estate
companies with some Suggestions.

First suggestion: the real estate company should improve the
introduction for Chinese people about the value, future value, and trend
of prices, so that they can be sure whether to buy or prepare to buy real
estate in the future.

Moreover, to better align with the evolving lifestyle of the Chinese
population, the real estate company should consider transitioning a
specific percentage of its sales to rental properties as part of its business
transformation.

The third suggestion is for Chinese people; they can choose to rent
if they live in a Tier 1 city due to the very high price of real estate, and

those living in a Tier 2 city can consider buying real estate earlier.
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Abstract

The Daur people are an ethnic minority in northern China, traditionally
residing in cold, high-latitude regions where winter temperatures often
drop to 40 °C or lower. Under such long and harsh winter conditions, the
Daur people have developed a unique set of traditional building
techniques for surviving in the cold weather. These techniques entirely
use natural resources, adapting to frigid environments through site
selection, materials, structural design, and internal layout. For example,
houses are built on sheltered terrain facing south to utilize solar heat;
walls are constructed with local wood and earth; straw covers the roofs
to enhance insulation; the indoor heated brick system provides warmth
and optimizes heat distribution. These cold-resistant techniques not only
meet the living needs of the Daur people but also carry rich cultural
significance, reflecting their wisdom in adapting to nature, their core values
of family harmony, and the symbolic identity of the ethnic group.
However, as modernization accelerates, these traditional buildings are
gradually being replaced by modern structures, posing a risk of losing their
cold-resistant techniques and cultural significance. This article

systematically analyzes the cold-resistant techniques and cultural
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significance of Daur traditional architecture, proposing specific
recommendations for protection and inheritance and providing insights for

cultural heritage preservation and modern architectural design.

Keywords: Daur nationality, traditional architecture, cold resistance

technology, heated bed design, cultural inheritance

Introduce

The Daur people are one of the smaller ethnic groups in China, with a
total population of about 130,000. They are mainly distributed in the
Morin Dawa region of Hulunbuir City and the Meilis region of Qigihar City
in Inner Mongolia Province, as well as in the Ili and Tacheng regions of
Xinjiang Province in the northwest. The rest live scattered across the
country, forming a pattern of large mixed settlements and small
concentrated communities. According to statistics, there are 469 main
villages, including 281 in Heilongjiang Province, 177 in Inner Mongolia, and
11 in Xinjiang (QMCLH & MDABCLH, 1993). They have lived under icy
climatic conditions for a long time, with winter temperatures often
dropping to 40 °C or even lower. The Daur people have developed a
unique traditional building technology system through rich life practices
and accumulated wisdom in such a natural environment. These
techniques cover site selection, materials, structural design, and internal
layout, demonstrating excellent environmental adaptability and
embodying the harmonious coexistence between humans and nature.
The traditional Daur architecture employs cold-resistant techniques that
fully utilize local resources, such as wood, earth, and straw for insulation;
houses are located in sheltered areas facing south to capture more
sunlight and heat; the ingenious design of heated brick beds provides a
heat source and optimizes indoor heat distribution. These techniques not
only meet survival needs but also carry rich cultural significance. The
heated brick bed, the core device in living spaces, serves as a winter

heating tool and a venue for family activities, reflecting the Daur people's
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emphasis on family harmony and social cohesion. Moreover, these
buildings' unique designs and styles have become important symbols of
ethnic identity, documenting Daur culture's distinctiveness and heritage

value.

However, the advancement of modernization is accelerating the
disappearance of traditional Daur architecture. While modern buildings
offer greater convenience, they fall short in adapting to extreme cold
environments and reflecting cultural significance. Therefore, researching
and protecting the cold-resistant techniques of Daur traditional
architecture is not only a respect for historical heritage but also provides
new ideas and inspiration for modern architectural design. This paper will
systematically explore the unique cold-resistant building system and
cultural connotations of the Daur people through literature review, oral
interviews, and field investigations, focusing on two aspects: first,
summarizing its functional applications and overall design characteristics
under icy conditions; second, examining the materials used (such as wood,
earth, and straw) and their insulation mechanisms and modern application
values. By analyzing its design features, cultural value, and conservation
challenges, this paper will propose feasible pathways for inheritance and
protection, providing references for the continuation of ethnic culture and

the optimization of modern architectural design in cold regions.
Literature review

1. Cold resistance technology of traditional Daur architecture

1.1 Site selection and orientation of buildings

The architectural site selection of the Daur people in Northeast China is
characterized by distinct ecological wisdom and adaptability, typically
choosing to build on sheltered mountain slopes or river valleys. This site
selection strategy takes into account local climatic conditions, particularly

the impact of cold winter winds. The region falls under Category | severe
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cold zones, with an annual average temperature of relatively low, ranging
from-1.1°C to 2.1°C (see Table 1). The temperature distribution exhibits
significant regional variation, decreasing gradually from south to northwest.
In terms of interannual variations, temperatures are relatively stable, with
the highest annual temperature usually between 18.2°C and 22°C, and
extreme highs reaching up to 39.5°C; the lowest annual temperature is
approximately between-24.4°C and and-20°C, with extreme lows
dropping as low as-45°C (Xue, B, & Qi, Z., 2018).

Table 1 Climatological table of three Daur ethnic regions in northeast
China

Inner Mongolia
AutonomousRegion

Helongiang Province Helongiang Province

Main populated areas

Moridawa Autonomous Banner Meris Daur Ethnic Township Longjiang County

South foot of Daxinganling

Geographical location

Climatecharacteristics.
Average annualtemperature
Minimum temperature
Max imum temperature
Annual amount ofprecipitation
Rizhao hours
frost-free period
Freezing period

Averageannual relative humidity

Average windspeed

Southern Daxinganling and Pine
The Middle Section oftheEastern

Daxinganling andtheRight Bank X
of the Nenjiang River With the right benk of the midde reache Tiansiticn some of Nei Rlai

s ofthe Nenjang River

Temperate continental climate, four seasons, Rizhao foot, moderate rainfallwindy spring rain, wet summer short,

autumn sunny frost, cold dry and long winter

1.3C 3.2C 46°C
-45°C -42°C -41°C
39.5C 39C 229°C
450 mm 415mm 469.8mm
2530-2875hours 2861.9 hours 2661.1 hours
115 days 136 days 148 days
5 months 5 months 5 months
60% 63% 55%
3.5m/s 3.2m/s 2.9m/s
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By utilizing the barrier effect of natural terrain, the invasion of cold winds
into living environments is effectively reduced, enhancing winter comfort.
Using natural barriers reduces heat loss from building exteriors and
significantly decreases energy consumption for heating, demonstrating
exceptional environmental adaptability. Buildings on sunny slopes receive
more sunlight and have temperatures about 10°C higher than those on
shaded slopes (see Figure 1). In cold regions during winter, solar radiation
serves as a natural heat source; therefore, building sites should be chosen
to maximize sun absorption with a slight angle of inclination, considering

topographical features to optimize the local climate environment.

Figure 1: Schematic diagram of solar radiation and ground temperature

distribution

In the Daur dwellings of Northeast China, the orientation of the main
house is typically aligned with that of the entire building (see Figure 2). As
shown in the figure, by marking the solar altitude angles and duration of
sunlight during winter and summer, it can be seen that a north-facing
south-tilted layout maximizes winter sunlight while reducing solar
radiation in summer, thus achieving warmth in winter and coolness in
summer. At the same time, to address winter's cold climate and lighting
needs, the building's long axis should be as perpendicular as possible to

the prevailing winter winds to enhance wind resistance and reduce heat
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loss. Since north-facing rooms receive little sunlight in winter and are easily

affected by cold air, they are typically unused.

& ; 9, y=00°—h,
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Figure 2 Schematic diagram of solar radiation and building sunshine

Angle in Daur dwellings
1.2 Building material selection

The Daur people select building materials according to local conditions,
reflecting a distinct local style.

Wall Material Selection: In the early days of the Heilongjiang River Basin,
the Daur people mostly used large logs or all-wood structures; after
relocating to the Nenjiang River Basin, they gradually adopted a
combination of earth and wood. According to oral accounts from elderly
Daur people, the Daur would cut tower heads (a mixture of soil and grass)
into blocks, pound them with a large hammer, and build walls using these
blocks. The grassroots in the tower head grip the soil tightly, making the
wall solid once it dries. After the wall is built, sheepgrass is applied inside
and out along with mud to smooth the surface, and fine sand is used
internally for a smooth finish. Wooden poles are inserted at both ends of
the house pillars, integrating the wall with the wooden structure and
enhancing stability and durability (see Figure 3). Whether on plains or in

mountainous areas, the Daur people skillfully utilize local materials to
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construct sturdy and warm walls, showcasing the unique characteristics of
earthen dwellings.

Roof Material Selection: Material selection involves multiple layers of
craftsmanship. First, a layer of willow mats woven from willow branches
is laid on the roof. Then, sheep grass and mud are applied to level it out.
Next, thatch, reeds, or wheat straw is spread over the mat. Finally, a
saddle-shaped wooden frame is used to press down the thatch (Xu, R. Y.,
& Wang, X. L., 2000). During construction, willow-woven thatch is first laid
on the rafters, followed by a leveling layer of about 3.3 centimeters thick
made of sheep grass and mud. Subsequently, thatch is layered from the
eaves to the ridge, each layer approximately 0.6 to 0.7 meters thick. Each
layer is secured with mud, and a saddle-shaped wooden frame presses
down the thatch to the ridge (see Figure 4). This "earth-and-thatch house"
uses simple and primitive materials and techniques, respecting the natural
texture and color of earth, wood, and grass, thus exuding a strong sense

of rural charm.

Figure 3 Material selection of Figure 4 Material selection of
walls in Daur dwellings roofs in Daur dwellings

1.3 Structure and design

Daur settlements typically extend east-west, with households arranged in
a linear row. Due to the prevailing northwest winds during winter in this

region, buildings that are wind-blocked and oriented perpendicular to or
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at an angle greater than 45° relative to the dominant winter winds can
achieve larger wind shadow areas (Hu, Y. D., & Qi, X. Y., 2018).

The horse frame house is a mature type of residential architecture
developed by the Daur people after they migrated to the Nen River Basin.
It not only adapts to the cold climate of Northeast China but also carries
strong ethnic and cultural characteristics. In the 1650s, when the Daur
people moved to the Nen River Basin, they introduced the grass hut and
courtyard culture from the Heilongjiang River Basin into their new
homeland. After a century of improvement, it gradually formed a

complete system of residential architecture.
1.3.1 Appearance design

The courtyard is a space without a roof and is enclosed on all sides. It is
an essential component of residential architecture, typically consisting of
two parts: the internal space refers to the living area and its enclosing
structures. In contrast, the external space encompasses the area between
the house and the wall (Yan, Y., 2000). The traditional Daur main house
has an ancient and rough "Jie" character shape, with walls made of light
yellow primitive rammed earth. A row of large windows and a front door
are set on the south facade, and there is a west window in the middle of
the west facade; other facades generally have no windows. The roof
features a double-slope roof covered with thatched grass, presenting a
primitive and straightforward "thatched mud steps" appearance (see Figure

5).
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Figure 5: The century-old dwellings of Hala New Village, Daur Ethnic

Group (Image source: self-photographed by the author)
1.3.2 Structure of Stables

According to historical records, the Daur people originated from the Khitan
clan of the Great Hei in ancient China. Since prehistoric times, their living
forms have evolved from "nest dwellings" and "cave dwellings" to felt
tents, "cuoluozi" (a simple cone-shaped tent made of tree branches),
"majiazi" (@ simple wooden house), and finally to the "shangdongxiayu"
style (Wu, B. A. (1983)). The layout of a ma jiazi is horizontally rectangular,
typically with two or three bays, featuring a fire pit on two or three sides,
making the space compact. Its structure utilizes traditional timber frame
systems, consisting of columns, beams, purlins, and rafters; walls are
constructed using tower heads or reed mats, as appropriate. The overall
shape is a "Jie" character with double-sloped ridges, and the thatched roof
and earthen walls retain an ancient appearance reminiscent of "thatched
cottages and earthen steps." The design features multiple windows, an
independent chimney, and western-facing windows, creating a unique

residential style (see Figure 6).
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Figure 7 External form and internal structure of the stables (Image
source: self-photographed by the author and the Daur residential

museum in Woniutu Town)

The Daur architecture faces south and is oriented north, designed to
minimize heat loss. The layout is a regular rectangle with a compact
structure, typically featuring two bays (Fig. 8 for the double-bay plan) or
three bays (as shown in Fig. 9), while five-bay layouts are relatively rare
(as shown in Fig. 10). In the two-bay layout, the eastern bay serves as the
entrance hall and kitchen, where the stove is located on the west side of
the entrance and the east side of the north wall. On the west side of the
north wall, there is a pit hearth (storage hearth) connected to the stove
for drying grain, while water jars and pickled vegetable jars are placed on
the east wall for daily use. The western bay is the bedroom, with a "wrist
hearth" connecting the south, north, and west walls. The indoor hearth is
linked to the kitchen's stove through a hole in the hearth, and the outdoor
part is connected to an independent tall chimney via a flue. A horizontal
beam is reserved above the bedroom for hanging cradles and other items

(as shown in Fig. 11).
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Figure 8, 9, 10: Two-door plan (drawn by the author), Three-room plan,

Five-room plan

Figure 11 Internal structure of Daur dwellings (photographed by the

author in the Daur dwellings exhibition hall, Ermenggin Village)

2.4 Unique heating method

2.4.1 Warm bed and stove

The heated brick bed in Daur dwellings is an essential part of the building,
favored for its scientific design, comfortable insulation, and aesthetic
durability, possessing high architectural and artistic value (Na, R. S. 2008).
The design of the heated brick bed emphasizes practicality and
ergonomics, typically with equal length and width, ranging from 1.8 to 2.2
meters in width and about 0.6 meters in height. The edge of the bed is
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made of wooden or bamboo strips, while the three sides of the bed walls
are carved wooden boards, combining both beauty and decorative
functions. Inside is a strip-shaped heated bed constructed of adobe or
bricks, which heats the bed surface through circulating hot smoke. To
enhance comfort and insulation, the bed surface is covered with bricks,
adobe, or stone slabs, pressed flat with mud and lime, and finally lined
with a mat. This design ensures excellent heating effects and a

comfortable winter living environment (as shown in Figure 12)

-

Figsure 12 Daur U-shaped Heated Bed (Daur Museum,2023)

The heated bed in Daur dwellings has a southern stove outside the wall
opposite the heated bed, with smoke expelled through the flue inside the
heated bed. The smoke from the northern stove is also discharged via the
flue to the chimney outside the west wall. The heated bed surface
naturally heats up during cooking without requiring additional fuel, thus
conserving resources. The kitchen is separated from the living quarters to
maintain warmth and cleanliness indoors. The flue extends nearly 2
meters along the outer wall, connecting to the chimney to prevent fires
(see Figure 13). There are three windows on the south wall and two on
the west wall, making the interior spacious and bright. In summer, windows
can be opened for ventilation, and sometimes, a stove is set up outside
the kitchen window, but the heated bed still needs to be burned once
daily to prevent dampness. Daur dwellings typically have three connected

heated bedrooms; a narrow heated bed called "Grain-drying heated bed"
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is set up north of the kitchen to dry grain, with the flue connected to the
northern heated bed, reflecting the Daur people's agricultural culture and
social values. The heated bed's construction methods and related

customs have become part of intangible cultural heritage.

@] /L/[ Cold air
TE"”%\? J@L@rgﬂ x%Uﬂ \ |

Slate

Figure 13 Diagram of heat transfer and ventilation of Daur fire bed

The stove platform is essential to Daur dwellings, reflecting their wealthy
lifestyle and culinary culture. The design of the stove platform is closely
linked to that of the heated bed, usually featuring two or more square
stove platforms, approximately 1.2 meters in length, 0.5 meters in width,
and slightly lower than the heated bed in height. These platforms utilize
the residual heat from the heated bed for cooking. This design saves space
and reflects the Daur people's emphasis on practicality and functionality

in their traditional dwellings (see Figure 14).
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Figure 14 Daur residential stove
1.4.2 Characteristic Doors and Windows

Windows are the most common part of residential art decoration, serving
as ventilation and lighting and enriching the facade. Traditional Daur
dwellings are renowned for their numerous windows. If the main house
has two bays, there will be three windows on the south side of the west
room, two windows on the west side, and one window on each side of
the door, totaling seven windows; if the main house has three bays, the
number of windows can reach up to 9, with a maximum of 13 (Ni, C,,
2005).

1.4.2.1 Large Windows and many of them

The traditional main house of the Daur people usually has large windows
to increase natural light. For example, on the south facade with three
bays, there are three large windows on each side, one above and two
below (see Figure 15). The entrance door is in the middle, with a "horse
window" on each side. The south windows help improve indoor lighting
and thermal environment, reflecting the architectural features adapted to
the climate. Windows are not only decorative elements but also serve
ventilation and lighting functions. Traditional Daur dwellings typically have

multiple windows; a two-bedroom main house has seven windows, while
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a three-bedroom house can have nine to thirteen windows, with larger

south windows to enhance sunlight penetration.

Support window shaft guard plat31 H E oo E“

238

889

Window removal fixing plate ( w ‘ 260 T

Figure 15 Daur Windows CAD diagram
2.4.2.2 West window

The Daur people's dwellings feature a sizable square skylight window in
the center of the west wall (as shown in Figure 16), which facilitates
ventilation and increases winter daylisht. The Western window not only
meets the physical needs of the interior but also carries forward traditional
ethnic culture. Due to the influence of the Daur ancestors, the Khitan
people built their buildings with a west-facing orientation and large
windows in the center of the south wall. After migrating to the Heilongjiang
River basin and being influenced by the Manchu, their buildings shifted to
a north-facing orientation, with the south wall becoming the west wall.
The original large window on the south wall evolved into the western
window, becoming a prominent symbol and cultural emblem of Daur

architecture.
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Figure 16 Traditional window decoration of Daur dwellings (Image source:

self-photographed by the author).
2. Cultural significance of traditional Daur architecture
2.1 The wisdom of environmental adaptation

The traditional architecture of the Daur people demonstrates their
profound wisdom in adapting to harsh environments. By fully utilizing local
natural resources, they ingeniously constructed "earth and grass houses"
with excellent thermal insulation properties. This architectural design
reflects the practical experience of the Daur people in their struggle
against nature. It embodies their survival philosophy, which respects
natural laws and adapts to local conditions. The integration of terrain and
orientation in building designs, such as north-facing south layouts and
wind-protected, sun-facing site selection strategies, highlights their high
adaptability to climate conditions. This technique and philosophy have
transcended mere architectural function, symbolizing ethnic survival
wisdom and conveying the cultural value of harmony between the Daur

people and nature.
2.2 Cohesion of social culture

The heated brick bed is an indispensable part of traditional Daur

architecture, serving as an efficient heating facility and a core space for
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family life. On the heated brick bed, one can warm up and rest, while it
also plays a crucial role in family activities, communication, and emotional
exchange. In the cold winter, family members gather around the heated
brick bed to chat, keep warm, dry grain, and prepare delicious food,
creating a unique family cultural atmosphere. As the central space of Daur
families, the heated brick bed profoundly reflects the artistic value of the
Daur people's emphasis on family harmony and collective living. This
architectural layout emphasizes intimate interactions between individuals,
serving as a significant manifestation of cohesion in Daur social culture,

fully demonstrating the concept of family unity and shared life.
2.3 Symbol of national identity

The traditional architecture of the Daur people serves practical purposes
and carries significant symbolic meanings for their ethnic identity. Its
unique architectural styles, such as the "Jie" character-shaped roof
structure, double-pitched roofs covered with thatch, and window door
decorations symbolizing family happiness, all represent the cultural
symbols of the Daur people. These designs meet the practical needs of
cold regions while reflecting the Daur people's deep historical memory
and cultural traditions. Every detail in traditional buildings, like the design
of west windows, the structure of independent chimneys, and the
symbolism of carved patterns, is an essential expression of the uniqueness
of the Daur people. These cultural elements make traditional buildings
functional structures and crucial carriers for transmitting the national spirit,

serving as key ties that maintain ethnic identity and cultural continuity.
3. Lessons for protection and inheritance

As modernization accelerates, traditional Daur architecture is gradually
being replaced by modern buildings due to its complex structure and high
construction costs. This change brings about a shift in lifestyle and poses

a risk of losing the cold-resistant techniques and rich cultural connotations
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embedded in traditional Daur architecture. To protect this valuable
cultural heritage and rejuvenate it, the following measures need to be

taken:
3.1 Records and research

Due to the lack of a written language, the Daur people rely solely on their
spoken language for cultural transmission. Coupled with the acceleration
of modernization and intermarriage with the Han people, the traditional
living environment is gradually disappearing, putting many ancient ethnic
cultures at risk of being lost. Therefore, comprehensive documentation
and in-depth research have become fundamental to protecting Daur's
traditional architecture. This should be achieved through text, images, and
digital modeling, systematically recording buildings' structure, materials,
construction techniques, and decorative features, and forming detailed
archives and databases. These records serve as evidence for cultural
inheritance and essential resources for subsequent restoration and
innovation. Using digital technology, virtual models can be created to
reproduce the spatial layout and details of traditional buildings vividly.
Combining historical documents and oral histories, we can uncover the
cultural stories and social significance embedded within them, providing a

deeper interpretation of their value in national history.
3.2 Education and Communication

Education and communication are crucial means to enhance public
cultural identity. Promoting the traditional architectural culture of the Daur
people in communities and schools can help more people understand
the unique charm of Daur architecture through cultural exhibitions,
curriculum design, and thematic lectures. Schools can incorporate Daur
traditional architectural culture into local cultural courses to foster
cultural pride and conservation awareness among young people.

Meanwhile, communities can organize traditional building experience



TEIigeaaiauiuazawinems I s atufl 3 woumaw - igwsw 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

activities, such as making tower wall models or constructing thatched
roofs, allowing participants to personally experience the wisdom and
appeal of Daur's architectural skills. Additionally, modern media platforms
should be utilized to expand the social influence of Daur traditional
architecture through documentaries, short videos, and interactive displays,

making this cultural treasure widely known.
3.3 Modernization application

Combining the cold-resistant techniques of traditional Daur architecture
with modern building design is a crucial direction for protection and
inheritance. Introducing traditional eco-friendly materials into modern
buildings can reduce the environmental burden of construction materials;
integrating traditional orientation design with modern lighting technology
further optimizes energy efficiency, drawing on the heat circulation
principle of heated brick beds and developing efficient and energy-saving
indoor heating systems. Additionally, exploring integrating traditional
architectural aesthetics with modern functions can create culturally
creative buildings that combine regional characteristics with practicality.
For example, constructing eco-friendly Daur-style buildings in tourist
attractions or cultural exhibition centers can meet contemporary needs
while showcasing the beauty of traditional culture, thus achieving unity of

protection and inheritance (as shown in Figure 17).
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Figure 17 Design effect of Daur residential buildings combined with

modern technology (drawn by the author)
Conclusions

In summary, the site selection and orientation, material choice, structural
design, and fire pit system of traditional Daur architecture, formed under
icy conditions, reflect the Daur people's survival wisdom adapted to local
conditions and carry profound social and cultural significance. Through
comprehensive research involving literature review, oral interviews, and
field investigations, several key points can be identified (see Table 2 Table:

Daur House Thermal Factors vs. Cultural Value):

Table 2: Daur House Thermal Factors vs. Cultural Value)

staple Warmth cultural operability | remarks
effect significance

Site selection | VvV % % It is sheltered

and from the wind

orientation and sunny, with
significant
benefits in
winter.

Wood, earth, | VvV v v It is easy to

and grass obtain
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building materials, but
materials construction
combination requires
experience.
Thick  walls | vvv % v The traditional
and grass roof approach is
structure slightly  more
expensive.
Fire bed | VvV A v It saves energy
system and has social
functions.
Multi-window | v v VA% Good  lighting
design and ventilation;
(including pay attention
west window) to insulation.
Cooking stove | Vv % % Energy  saving
and flue and efficient,
layout integrated
design
Courtyard v v W Promote
and community
neighborhood communication
space and emotional
maintenance.

When the above elements are implemented and inherited at multiple
levels in the design and construction, the cold resistance performance
and cultural connotation of Daur dwellings will be more effectively
preserved and developed, providing reference and inspiration for the
architectural practice and national cultural continuation in cold regions in

contemporary times.
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Abstract

This research aims to present people's acceptance and use patterns of
digital currencies in Bangkok. The qualitative study used in-depth
interviews with the population and critical informants, namely 18
executives of digital finance in both the public and private sectors, who
were purposively selected and assigned a semi-structured interview form.
The data were analyzed and triangulated before being summarized as
research issues. The research results found that the acceptance patterns
of digital currencies by people in Bangkok are related to several important
factors that directly affect users' intentions to use them, including 1)
Perceived Ease of Use; 2) Perceived Benefits, which are factors that directly
affect the decision to accept and use them; 3) Perceived Trustworthiness,
which is an essential factor because users must be confident that the
system has suitable security measures and can prevent the risk of
cyberattacks or fraud; and 4) Social Influence. Therefore, creating
complete and adequate awareness, presenting clear and transparent
information, creating reliable security measures, and making the platform
user-friendly will promote the widespread use of digital currencies.
Developing an easy-to-use platform, communicating clear benefits, and
building trust in the system will help people in Bangkok to be more
confident and ready to accept digital currencies.

Keywords: Cryptocurrency adoption, awareness, perceived usefulness,

perceived ease of use
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MIIFBUAINAINAREN “5U1A1T” Fuilvludagduiinisiinnswaun
waluladfifaududounnd udmiunsdisesulatiuasnsuanden

aa o

AuA1 U301 wardnsUIRsTuUN15T1ERuAIENISAnT LYY “anaiunava

aa o

(Digital Currency)” anafiuddsiaifusuuuuresanaiuifiamsluguuuuiiia
n30dLannIeund Sendned19313uUAING (Digital money) [udiannseing
(Electronic Money) @nadudianvnsating (Electronic Currency) #3ai3uanvig
dumasiiin (Cybercash) (Data Reportal, 2022)

Pnyaamannindaunamainvesniviniaesisugniyanuniaia

Y
=

Uszinalnedalainiseannguuiesassuiiansulnaesisudlawn wsesy
AmunnsUsEnoUgIAe AundndAdva n.a 2561 ieffuguanisuszney
gsfaduningadian 1ferduasulniaesisuduainiauAdvaniunsyiny
AMUANITUTENOUTINY AUNSNEATNoa W.A.2561 11A1 3 wavdalin1seen
wszmwivuauAlufisidy Ussnaiuning @Uufl 19) wa.2561 uiludiais
Uszanaduninsiinendes fuaulnaesisuduaginiaudivanuunns 40 (4)
(@), (a) waza1ns1 50 (2) (@) de axvieuliiiuismnuiuiivesUsamelngly
nssesfundnniaides Aunindadvalilungmineegradususssn Jagiu
dinauAnenIsunsmau ndnninduazaaanannsngdlamuamiiedeya
didnnselindduidziugiiuaivlneedisudly 7 anaiudedu diiniu
AENIIUNISAIIRUNENNINGLazAaIavaNNSNgimun (2561) 1) Bitcoin (BTC)
2) Bitcoin Cash (BCH) 3) Ethereum (ETH) 4) Ethereum Classic (ETC) 5)
Litecoin (LTC) 6) Ripple (XRP) 7) Stellar (XLM) (Gold Price, 2022)
anuddnestiafeiiinadelenianisléifuanadda Tnsianglunsd
vosUszmAlvefidanuing msldlunsiidrineg lnedeyaannuiseansald
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iWomsimunarduaiumslduanaddvialy ulunuinguszasdiuiate
yesanaliufdvianulaniAfatvessruunisiulan fusdazdivssmaiioonun
Usemavudeueduanafiva winaneussmafeuiulildanaiiuAinaoeig
annguang 1w Tudsemadu waunn Wy @uas s, 2561) dwy
Uspinalnetunissensuuarldanaduitviadiliiduiivensu uiinssuanin
fevluanaduidviasvaadusgiaunn winsunsuisUsenalnedilisessu
nstereviensamuluanaiiundvauasdiudui ldannsodrsenisldnm
npmanelne ((uns1 1Wesn, 2561)

Pnfiuazauddveatym Q’%é’ﬂﬁaaﬂaﬁﬂmﬁ'aq nsEaNTULAY
THanaiuidvavesuszrviluanganmamnuas ietsansideAlalul4ls
Juvsglovifumionuiiinades viedfiaulalubesanaiufdiasield lne
UUUIANINLULIIa9NsEaNTUN1sItmalulal (Technology Acceptance
Model w30 TAM2) Venkatesh La Davis (2000) fifleldiusgraunsivane
dioansnsatienensaingfnssunsldsruuansaumalddaaud i
IngUsTaeAn1sIY

iievnausguuuunssensuuaslfanaiufivavesuszavuluiun
NAVNUNIUAT

Uszlgainaininazlasu

1. wan193deiaglansuiegluuunisgensusagldanadundviaves
Uszrvuluwaniamnaviuas dgdwaliianisfinulugadyinis
wazidaulouigluyuininedu wuaunsaluduswimnddunisasng

[ = [y =

wingnsnsAnunlusyiuiu wislusedugaudnula

v

2. fanlguigaganuisadilafsdadeniinaseniseeusunayldanatiu

&

AdviavesUsrIvuluansnauAsEIauleuevI o usng
mmiaﬁ”]Naﬁiﬁmﬂﬂwﬁé’aﬂﬂﬁwuwgﬂLLU‘umiﬁTwLﬁummﬁamau
Tanglumslidnsgsiaifsanuanaduidsiasely

3. telwldgunvuniseonsuuazlfanaiiufdavesuszuivuluin
nyammvuag fildideiiduguuuuiiidnvasamslasrause

YLAUDBUINIIUNTWAIUINITIAUS AT
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NUNIUITTUNTTY

dnalkumAia

[Fuanafdsia w3e Cryptocurrency 91ntBNaN3 LagunALTLALITes
fun1sRuananidvia TAumuIeuas Cryptocurrency AUNLIEANLUNN VLY
lny enunsesrvinuan1sUsenaussiadunsndadsia w.a. 2561 ladin1s
JeyelAnnumanevesdin Cryptocurrency wisedeudulnegin asulnaesisud
Snins asUlnpesisuddilagnimvuabidudunindfdialaeinisUyaflii
13991 3 Tunszmaiinund “e3ulnnesisud” mneauii misdeya
Bidnmseinddugnadstuuuszuuvdordedns Bilnnsedndlasdannudsvasd
faglfifudenandlumsnanidsuiieliliindedud vinimviedns sula viie
wand susgninedunsndadvia wazlvnuneaiiusiudmulsdeya
Sidnvseinddulanui anznssuns nan. Ussmadinue

Aunsndadvia vaneaudl AsUlneesisuduariniAuAIna

(s19R99 MUY, 2561: . 49) UTEMuonyTunfifinis $1in 1dlHTemvesd
11 Ruosulat] mnefs msunuudidnnsednd (e-Money) Aeyar1vesiui
gnduiinludedidnnsetind Geeraunannisld srszArdudin nmsleulu 3o
530398 UY n3on3vseiusun1dedidnnsednd unuliuan 1wy sruy
Sumedidn ueundnduluamdvlviu fviliamisaynisdiszauing ie
MFINTTUNINTEIUAN 9 19 (U LLaumﬁm%Lﬁméq 91in, 2560) agnuudion
wuladinisesureiisAmannnaluues Cryptocurrency 1371 Cryptocurrency
visamsoyaiulnaesisud uwladulvede “anaiufignidrsa” Sadunis
LEUARDIAT D cryptography Wag currency L8y sﬁwmsjmmdﬂ Bitcoin,
Ethereum, Litecoin fie Rufdvianseidumisyaiulnmesisud lngaiuisany
weldludumediindy Fadudailiddmuuazusedalld udannsouandden
Hudunslé (Beam, 2561) Cryptocurrency Tnesialunai analusagy
wlanswi Crypto Ae $1uru $1in Currency fe analiudazFondudie 4 lu
adfpiiife anaiuiiildunudifin axiudeanaduiadidwaudiin fazshls
\Aneugeans iansifeinls wazai1dlvilyadigs mevaneaudivigsnssy
poulatiaruesriduanaddvaiidenseseguraziiyanifintu (nasussansnig
gonilid, 2561)

LUIRALNYINUBNSIWANIIHIAN
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Svdwaniadany wunedia nsnseidseng 9 wionseanaAuAniud
danannUsznsludiny dwalvitinnsadesniu ey uaziinadenisdnaula
d21 Venkatesh, et al. (2003) ll#aumangdn Svdwanisdsny nuneds fs
fnaviliiuslangndngsandadouenliuasuntasinuad 1wy dainden
dnuwaizians yara mInsyanyanalayana nilwsenatsey tieiazyih
nswasundasnnudn Anuidn niewgingsy vesdu lasuszneusie 1)
n3dngala (Persuasion) iuismsdeansiitedsula Wasuanudn Ao
sullufangingsy FafgslavedoviliAnteAnviedeldudeiiausluiinm
UPeiiefian Lwiﬁm]zezf'aummhiﬂﬂé’awwasm waztindnineladnwIsnis
%ﬂmmimwaama flosAuszneuiiddy 2 Usznns Ao Aaidnwazvesingdla
LazLd omvesdaLaue 2) N13AReYR1U (Conformity) Lﬂuamumimmuma
wenewfivzidsungAnssuvesnuesliidifuinasguvienide Thidud
gousuiuly TastladondniviliiAnnisadosnia fe usenaduanngs way
Fefitladndu q AviliiAnnisadosnnu Ifun nqusneds vurnveangy s
wanUd suniedann saudeTausssy 3) nisgeuriaiy (Compliance) 1Ju
ngAnssufiAntudosinmslasudiomenngBulinssvhimilsdda fila
leennvihuslianunsauiasld azdemnunsdanieddndegnaoniiafiniy
vionanudlusuhednaliidndafld 4) msideils (Obedience) unginssu
fiind uannisfiyarageuriiaiued swo s d fe1unamieniinuies
fregradu dnissudedlang gnideilioustuazgnieadeiiadiuy iusu
Tneilugfioenddsionduddoglusumisinidendt ansaniuaums
nsgvesfiassuddld wasdeanmdsiasannsamisfviliedaiuds
Aanaluneufuala (indad aiu, 2551)

wurAALazNnuiNeafunseaniulaznslfinalulad (Unified
Theory of acceptance and use of technology: UTAUT )

N8 391V0IN1T80UT UkaENISITInalulad (Unified Theory of
Acceptance and Use of Technology #30UTAUT) iiauslng Venkatesh wag
Anig (2003) iumsimuuuuiaeadieldesuienssensunisldiveluladves
wiazyaraneldmnuisi (Unified theory) flandeugiuauduiusfidude
vosiladesing q 910 8 nquiivsznoude 1) nquinisnszyidemgaa (The
theory of reasoned action: TRA) 2) NgufngfAnIsunIuLNY (The theory of
planned behavior: TPB) 3) 3 Ukuuni1sgausuinalulad (A technology
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acceptance model: TAM) 4) 3UWUUYDINGANTTUNTIYADUN MBS (The
model of PC utilization: MPCU) 5) N n15unsnsza18uinnssy (The
diffusion of innovation theory: DO 6) §UlLUUN15a3 19599919 (The
motivational model: MM) 7) nguf] Ueyey1m1edemu (The social cognitive
theory: SCT) 8) 1guf)N155UAUVBINGANTTUMLULNL/NTEaNTUMALULAE (A
model combining the technology acceptance model and the theory of
planned behavior: C-TAM-TPB) uazgnilld (Fwme adaw uag aduni 196
3403, 2555) ndnnsveangud] UTAUT AnwmgdAnssunisladladuunss
Fuindouananudslanananginssy lneiadefiiavsnadonnusdlanans
ngfnssu Usznaumeladendn 3 Usznas lon 1) annuaiawislulszaniain
(Performance expectancy) 2) A2 1uA1IART sluAd uNe 1814 (Effort
expectancy) Uar 3) Bn3navesdens (Social influence) dauanng81ule
Auazanlunsldauiinuduiusineasesonginssunisly dusudinds
T/ FiunUsETuaY 4 fuds Taun 1) e 2) 81y 3) Uszaunisal uag 4)
anuataslalunisléan Faimnuddnlunsvwiidenles (Conjunction)
RITRCONCE: ngud] idungufsin anuduiusseninsdadendnuazdunds
WS/l UInung g UTAUT

ABATUNTINY

dmsumsiieseiteyan IdesaunmeIdelinsinsen lneda
wdnmuuudanguidunseulunsiinmet laesudunsieielud

1) n1saszidayasuuadiedaasy (Conclusion Interpreting) Ao
n1sduunviintoya wazn1sileuiioudeya idevzdosluioninie 1d
anufdnvesiaeadnluiiu damsirsssideyauuvainadeasull 3 suuuy
#9il (Denzin. 1970 $n9fislu gassd laledns. 2549: 49-50)

1.1 M3IATIekuugUle (Analytic Inductive) Lunsliaszvidaya
Tnsmsieuiliivgua afradudoasy esnndeyaiawizdidudoyaids
Aun I ludasondanishiautie

1.2 Mmyhnszilaenisduunyiavesteya (Typlogical Analysis) 1Uu
msduundeyaesnduyiag fseiioiy

1.3 msnseilaenaiuieuiivudeya (Constant Comparison) 18
nslifsmsiseuiiou Tevundieududnngnisaifiudunusssanniy

2) messition (content analysis)
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MBNn157 3 818na15 (Documentary Research) B 33 87 A314
(Interpretation) afaLiemansey (Content Message) PINNMSAAUMINEVDY
AW oyaan19nsa (Manifested) wagn1adau (Latent) laidagiduryn
Foifou wilsdefiunt uadens 1no13 Unmudetiumnas Taan1Tnaan
(Verbal) wag 71919119119 (Non-Verbal) (If1 waeyle. 2548: 202-203) lag
Fflsfisudun (Context) vi3oanm windexmesdeyatenansiithuiinsest il
mswasuuvadluegisls

3) NINTIREHBUANNTDAATDIYRITBYA

iielvdeyainnuuwsiugr yndede uavtestuaiuianain 34
nsI9ERUANARRRdBIwBITeya slunsideilanunmienldnsnsiaaey
wWuvauLEn (Triangulation)

3.1 MInsiaaeuadnuteya (Data Triangulate)

yinnsfigadaugndesues dayad lduranuvasfiniig q Tng
ANTANUMENNIAT WANENILT uazumaIyARaTLANG1eTY

3.2 MIATIRABUANILEINUEITY (Investigation Triangulate)

Jumsesiaeudn fIdeusazauszlidoyauniunisli uazedidls
TneldATonasaulunmssiunudeya s fiuntvainionisduns

3.3 NMIATIRADUANLEUNGuE (Theory Triangulate)
dunsaseaeuindiiselduunfenquiiivicluanifa azvinlinnsiaan
Joyaunndaiuanntesiiiesls

NaN1538

PNMIFUNMYRlFENAU s IINaInvatgeTn loua Usssvu
yilu $1519113 nilnewuien dnawu waztind@nw wudh nMssensulazns
T¥anatuadvialungaummumunasssegluszeyiudu wasduuldunmaaulaly
nauauiifianuiuseanuaulalusunisasmuminninssavuiald analiy

[

9
Advadinsgnuerinduiniediodmsunisamu winnimsldiienisdeuns
wevhgsnssuluddnuseiniu

< v

UsziudafunudAgy

1. MInsEniing (Awareness)
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mMsmszniinifenfuanaiuadviadugasusuiiddylunisdaaiuns
a0 Widoyaddamasauindsmnudidyvonisidoyainsudrunazgnios
Aearunslduvesanaiudda Tnsemglusunsamu msthsziu vie
nsifusnwiyadt Jennunsevinditalauazdisanaundnasdorsaly
nslden iesandafiaudununnibiduinenisidlaludednifeaiu
waluladil feifu aumenenlunsweunsaiud arudlafide uaznsli

[J

AUsnuwgadnaztistasuauiulalidiudldonule 4 antu wu naseus
a = s A & o o A | v
Wedn wazn1sineusuluyusunazesdnsioldunagnsdiAynaunsayqely
Aausaniulalunisldnuanatufdviauinauy

2. m33uianuitglunisldan (Perceived Ease of Use)

! 14 A <) U o o dAa ! v a £ 4

anudirglunsidnutedutteddyiidnadenisandulavewly
TayadiAynatgaunaIIIMInLNaarlasuvIesruuMsidnuanaltuaIviall
Anudutou avisanlidulavseliesnldemn msldanuie ligen wu

= VY] o v v A

n1sameidon n1sududinuy wagn1svigsnssudnlaladne dedungus
o o A | g 1 Y % = A vl
dfavdrensedulinudng ssuunsidauundy seuuniiguuuunislen
Judinsiugldem (User-Friendly Interface) uaginsatuayusumaiinegns
satllasagiiuAnuazaIntunsldany
3. N335U3Uselevil (Perceived Benefits)

a aa v a Y

Alidayaddgyaaiuiein anadufivialidefivaieusznis wu ns

=

ganssunsImss Asssullens wagnisdnfiamainnisaswulng o viduuay

C 1

! & a aa & Aa - \ '
ANUTTNA UBNANY ﬁqaL\‘iuwf\]%aﬂx‘igﬂmaﬂ’]LiJ“lJ“UENVI’NVISJﬂ’J’]SJEJW%QULLavall

'
a =

Juogffuszuusuimauuuiaiy Selildouianudassaniulunsdnnig
fumsiu msfudtssgloviidaieu wu msasaldaisuasnaiaznseduly
fauailauazsialaldnuuniy

4. Ms¥uiAnnaidetie (Perceived Trustworthiness)

m'mu"lL%aﬁamaqaqaﬁuﬁ%ﬁatﬂuﬁﬁaﬁﬁﬁ@ IdoyadiAnyvaiuau
nansmuinaisafutgmanuvasasdts wu nsdelns nislasnssudeya
yiomsgavevesiuyu uendini msfilifingsudevaiunuluuisaauhl
Adanuuisauddnliitule mslvanudiduszuunsinumaudasadoves

wielulagudonisu nsnsiadeya waznsiiuinsnisaauauiidaauauise
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Preandafrawaiila N3l 1msn1seuaLYaendy warn135UTe9RIN
mhsnuingtenstieEsuanuveiulunisidau

5. BnaWaaINTaUL1e (Social Influence)

NTNAIINTOUTIUYY LitoU ATBUATY V3 ouiluid odanaaulall 4
unumddgdonisindulavesdidau lnsamenqueldaulnindalidula

Yo o o g va A & 1% - o & 4

nslasumuusihnauiinadavsemiunsldeuissavanudniannaudu
1 A iinANuweiuinnIu nsasi dnueeulatvieyuvuiaduayuns
Tdnuanaluadavia sseduasunisidanunaznissensuluiniig

6. n13nslaldauanaliudania (Intention to Use Digital Currency)

nsaslaldauanaduadviavedideyadidndnlasudnsnaandade
VMUANNAIINTAU ANNEEAIN Anuaensdy Ussloguidnau wagdnine
nauseudne aududadeidrdalunisasrsanuaslaniagldau vareauly
nsdunwalseyvndnissuuseiusesnnudasasewazanudrslunisly
11 wnzduwliungsuldnuanaduaidvianniu anudlaldanuay
2 X A« ) v oA v 1 )
dinawdledl auula Tuladenifeides lnsameauanudasnieiazaiy
Uene

Y v 1 o/ L4

dadunulvdainnisdunival

Indeyadidgrargauduia anudensiunisiinnusiiiedn eaiu
msldnuanaiuddia Farlinuinanudlussauiuguddideme asiinng
Ineusuldniarnsiiteyasgresieliaaiioaianuniediu

nsiasEuLnidnune livgawasiiunisamedounagingsnssy

@

Wi s lvssuuanunsausuiladeseldaunliduasiumalulag

Y

A

=)

ANA19UIRTNITAIUAINUUADAN YN LTUIIAN LAZAITTNUIYITUN

NetadlunIngivaeuIrYIsdLasuANLTRlUdRANAR LAY
MMsazUnITImsIziaInnsdunvalidadngidedahumvuedu

Aaluszeze10
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sULuunseeNsunsidnuanatuAdvia fanmi 1
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mMssuiau

918

BNsWan
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nsaslaldanaiu

aa o

AINE

ANTATENN

nssuiau
Wveiie

A 1 sUiuunisgausumsldnuanatuaivia lulwansannamiuns
NMTFUNBaINInUAaInsaazuladn nisldnulazniseeusvana

[y

RufdavesUssrvulunnsunnumuasianufgitesiuratedadedfey

o

v

Fedamalnonssonusislaldaureslfon Tnetafomdrdsuds sl
Aoty Anudnglunsldan (Perceived Ease of Use) evanefanisfiszuy
wazunaspsuvasAnaiuAdTatulirmaranlumehgsnssy msamadou
warn1sudiudmuiiligeenn shligllisEntnalunsdunldou venand
n5¥uiUselevd (Perceived Benefits) AsimudrAsduiu nedldanudes
annsaiuisdeAfitaauvensldanaiuiiva wu nsandisssuden A
sdalunsvhganssy viemadhdenmanisasmul q Fufomeiibudate
fidwmalnonssiensdndulalunseeniunaglinuaie

Tunu m’i’ifjufmmu'%;ﬁ'aﬁa (Perceived Trustworthiness) A114
Uaenssuazamnindedevesanaiuadviaifudladoiddgann fldaudes
flatnszuuiinasmstdestufifuazanansadestumimidssinnslaufnisle

A U

wasnien1sdelnild Jeasyrelidldauidndulavasniouiiavidingssuy

aa o
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Snuiladasefifunumdfafe Svswasinseudns (Social Influence)
Lidasduiien aseunsa nieyanaludodeaussulatl Aarunsanseduls
el 1 dunfduinluanaiuadfalduniu madtuiedisiivsyay
awddevsenslasuduuzthangneldnuinteuaansoaiaussgslali
Anennasidlaldnuetnousiass

fadu msada anumsemiing fnsudunasiiuszansnin mathiaue
Toyaitaaunazluida udsnsafranesnsmunasadefuniede was
vibiunannesuidufinssodldau asdunguadidgylunisduasunisldau
analuAdvialuaaniie maiannunanrlesuildaudey msdeansisusslowin
Falau wagnisiaiuadnenud esfudoszuy azdaelsiuszavuluie

v
aa o =

nyunnavuasiiaudulanasnSeunazyeusuanaluAI ANy

LY

NHan15ITe ITela sUkuun1seausukasldanaliuadviaves
Uszmvuluuangannuviuas lnedadeaunisasening dewaidauinde ns
fudnnudrelumsldon wagnmsiuiusslond wilidmade nisdlaldauana
Fufdvia drutladefudvinamsdsay uaznssuinuindedevesanaliu
AdvadenaiBsuansie nisrslaldauanaiiuAdvia fifeasuiduummunmuans
WA 1 naRe annuduiusstinetladesng 4 idwarnennusalald
analiufdiavesUszuvdluuansaunnumuns lnetadendn q Adunum
dfnyUszneuse msfuiruielumsldan feheanmnuinalunsFusu
IYanalduadnia, n1ssuiusslond Tuulmiiudeniilasuainnslaau wu
ANUALAINLALAINUTINNGA, ma%’u%’mmﬂ%;ﬁ'@ﬁa AgdesiunuUasnde
Y9935V uay Bvdnaainsoudne iy aneseunivdeifion vanuaiiinade
arwalalianaiuiiva Seldsumsduaiuriu manseving Tnssauuds ns
a¥femnuidesiunarlideyaiifismea futiaduddnlumsnsedunseousu
waznsldauluianing

aAUsENa
NNaN15IeNUIT Jadeaunisnseniniddninaldauinlagnsese
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a aa o A

n1ssuianudglunsldnuvesanaliunidvia iwesnnglddeasuannisinly

Y

lunsldaunaznissuiieden waztdaidevesanaliunmduvisuluainiiy
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A9AAARINUINUIIBUDY Akther wag Nur (2022) AvinnnsAnw Jadeudrfanil

o

vnasieniseeniuinTu COVID-19 uasimunguuuuidsmamguiniansesi
ffmaua mnudelunquianavda anuaseniing Usslewinsug uazay
avmnlunisliouiisug vsdhaudelunguiauaufevidlfmssensuiadu
COVID-19 anas denaliiviaund Ussvinguednide wagniseousuveduay
yaralasunansenudisay lumanduiu anunssvtinivesusazyanaddnsnag
Weuinegraunnden1seeNsuindu COVID-19 Jaderunsaseniniiianina
Bsunlagaseie MsiuiUselevivesnsldanuiuanaddsia esinnin
nszviingIBnsldanuetned szdwalvliizuiianuaulanagnenem@nm
Feswesessavszlovifiazldsuveenisldam aeandosiu 2din Usziues uay
a1 d3efina (2564) nuinsustunianisatlugaddva gusenaun1s SMEs
Fedlvimuddnsenisiunaluladidunussyndldlunsduiug s ols
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Abstract

A study of approaches to promoting political participation among
Thai youth following democratic principles includes: 1) Youth's
understanding of citizenship under a democratic regime, using the basic
principles of citizenship, exercising freedom along with responsibility,
respecting the freedom of others, respecting differences, respecting the
principle of equality, respecting the rules, not solving problems with
violence, realizing that they are part of society, sharing responsibility for
society, having public consciousness and must be based on self-
responsibility and self-reliance, respecting the rights of others, respecting
differences, respecting the principle of equality, respecting the rules, and
being responsible for society and the public. 2) The elements of youth
political participation include membership in social organizations, political
awareness, and a consciousness of political news. Engage in political
ideology and participation in a manner suitable for young people, promote
youth community democracy, and cultivate awareness and recognition of
their role. Appropriate political expression; and 3) The guiding principle for
promoting political participation among Thai youth through democratic
means is to encourage political participation among Thai youth. It lays an
important foundation for understanding true democracy, enabling us to
work together in development and address genuine needs. Another
important issue is that political communication in the era of globalization

focuses on media literacy that is suitable for the social context.
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Abstract

This study aims to analyze the factors influencing the use of
financial technology for electricity bill payments via the PEA Smart Plus
application among customers of the Provincial Electricity Authority in
Ayutthaya Province. It is quantitative research. The sample consisted of
160 PEA Smart Plus application wusers in Ayutthaya Province. The
researcher used a stratified sampling method by dividing the groups
according to the districts and then proceeded with simple random
sampling. We used a questionnaire as the research instrument. We
analyzed the data using frequency, percentage, mean, standard deviation,
and multiple regression analysis.

The results indicated that perceived ease of use, perceived
usefulness, and social influence significantly affected the use of financial
technology for electricity bill payments via the PEA Smart Plus application,
at a significance level of 0.05. These independent variables explained 59%

of the variance in financial technology usage, as reflected by an adjusted
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R? value of 0.59. These findings recommend that the PEA Smart Plus
application developers enhance usability by providing clear instructions,
introducing a notification feature for payment deadlines, supporting
multiple payment channels, and offering incentives or promotions to
encourage usage. Additionally, the developers should boost user
confidence by ensuring application security, providing user-friendly
manuals, and offering support channels like live chat or hotlines to
enhance convenience and user satisfaction.

Keywords: paying electricity bills, financial technology, the pea smart plus

application, the provincial electricity authority
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du3agumaadia Taefidr VIF deafiaqlsiiAn 10 uazan Tolerance msilaneg
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157 1 Hamsliangidadeifidninadensldnumaluladnis
n1sulunstrseA b uLeUNGATY PEA Smart Plus vaelduinisns
Infhdrugdnaludmiansyuasaioysen wudn msfuianudglunisldau
n133uiUselevdannisldau uazdninanisdinuddninaniwmsadauinse
nsldnumalulagniinisdulunistriseanlniiuieUndiady PEA Smart
Plus wesgfldusnsnislaindrugfinaludwmianssuasaiegsen Msedu
ded1Aty 0.05 lnwsuusdaszsuiuneinsainisidnumalulagnienistulu
n13grseAlniE UL UnEATU PEA Smart Plus ¥a3s Musn1snstnilndu



TEIigeaaiauiuazawinems I s atufl 3 woumaw - igwsw 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

gimaludmianszuasaiogsenldovay 59 Fafiansanainan Adjusted R
wWinfu 0.59 TurmgiAsadu wudn Weuadnianisidu wazanudeduly
wialulagnanisiulifidnswanenisldanumalulagnisnistulunisdiseen
I nuwaUnaLaty PEA Smart Plus veelduinisnistniaiuginialy
Jianszuaseiegsen Faainnansiduannsaasunanimaaouanuzle
1 veuduaNufs i 2 seuuaunigiui 3 wazsonfuaLuRg LT 5

LAZINRASNNAN beta (B) Fauansmdulszansnisanassluuuy
ArLULIATEIU 1neen beta (B) vesiuusdaselafidauin dslydndads
3oy wansinfiudsdassduariisnsnadeduusnuuinnda Taele
WA1TUNINNANITILATIZH WU TadeBnSnanisdenuiidnsnananisldau
wialulagnianisdulunisdisealiiiiuweundiadyu PEA Smart Plus 989
Jldusnsmsiaihdugiineludmianszuaseiegsonnniian lneile beta
(B) wiriu 0.35 sesaanAe nsfuiussleriannnisldau Jan beta (B) wirdu
0.26 uaznssuimnuinglunisldau fidn beta (B) windu 0.16 muddu G
anunsadsaunswennsalugUazuuusnsg Wil

Zy = 0.16(ms3uianudielunisldanu) + 0.26 (Msfuiusslenian
n15l69) + 0.35 (Bngwan1sdeny)

aAUT8Na

nansiaTgitadefidsvinadensdnduleamuluanaiiuiivaves
tinasulne aunsnefumenanetiadeld il

1. vimuafinansiuliiisninasenisldnumalulagninisiulunis
P15zl UL UNGATY PEA Smart Plus 909 1dusnsnisininau
pinalufwianszuasadoysen sefidesanenadifadonisuendiddy wu
awazmntunstsziulaztessidifsldieninfiinaunninviruaidiu
yana wennimutnaiefuaruaenstlunshsnsseoulayd enav
Tgldnanidosnslduevuoundindu ulfaziivimuadia Tuvnsifodfuaimg

[

wavinwrlunsltimaluladvesdldfdudaniatadendday mnglduinniag
Tun1slreuneunantu nIouszautgmimiavaiea 1ty woUndiagull
Tounnies (Bug) vieldianlunsisendeya (Download) wiu e1avilimnin
ngaldanld venaindamasutuisnsdssdunuudadufvi il lisEn

= o 1< d' P2 =1 a =3 d'd 1 a v @
29I TulunIsUAsULUAY BII19EANUAAIUT ARDLIUNALATUNANL



TEIigeaaiauiuazaninems I 8 atufl 3 woumaw - dgwew 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

uedslsfinunanisifeaiadildenndesiunuiseves Usunad Shuins wae
aen UTSBngus (2566) Anwies adefidnasdonisdnduladiszanluiis
szuveauladveuldlniinisluirdiugiinig e 1 (anald) wudn viauads
anuduiusiunsaadulaniseausuinalulagnistiseanluisiuszuy
soulall

2. Yadeaumissuimnudiglunislidan Daviwaniansadauinsenis
Tduwmalulagnanisiulunisiseanliiauweundiadu PEA Smart Plus
voflFuinansluiharuglinielutanianszunsaieysen viedilosnnmsd
Fldanulifianudnalafordunistrszanliiriiuueundindy PEA Smart
Plus dsnaliiAnausulalunsldinaluladvnainisdumndu ifosinaany
Jesiulumnuvasads amnuazain uaganuundedevesounaiatu nsi
AlFuddndanisviganssuktuueutudteuagUsaainanudes azgae
aduayun A suRug 51 UUNI9 58 uR Iva uazadieddenislda
waluladvensfuludinusedrfuegedsdu Teaenndostunuidoves 1q
Sp1 3euud (2562) Anwisesdninavesnisvensumaluladfifsengingsy
nslduimsgnssumensiuruteUndnduuulnsdmsiiadeud wuin ns
Fustsanuirglumsldauddnsnanengingsunisidusnisgsnssunanistiy
inuneUndinduuulnsdniindoud uardenadasdunuidoves Syaadd el
59U (2564) Anwai3es Tadefidenasionissensunislduimsdissiiuniy
aunsalnwvasusiaalulansammaviuas wuin Jadeauaiudelunisly
NudwanaNIseaNTuN1TIduIn1sTIssiuruannsalnuvasius Al
NTUNNUTUAT

3. Aun1ssuiUseledannisldnuiddnsnanamsadeuinsenisly
uwmalulagnianisiulunisdrseanluieuieUndady PEA Smart Plus
voufliuinismsliihdugfinialudminnssuasaiogse fadidesainnng
Frszanluiiviuueundiadi PEA Smart Plus fimnugniesuazusiuguilesain
szuuideusielnenssfugiudeyavesmsliidiuniinnm (PEA) vinlideyanis
Seniuldunazeentissiiududagiuuazysmanndeianainainnisteu
foyadedle uonani woundiadudsiflifuiismisauaran Wy msuds
\outunsuivuntiseiiu MsqusziAanslding wazdeamnstissiiud
sannviany Freanaazaugsnluniniumslutissiudenuies Snvs
Fafiuanuuasnsouazazmnauglugaiavainnegisieimsaiusaiuay
wiuggean dsaenndestunuidovesUsumed fnuins warden usningns



TEIigeaaiauiuazawinems I s atufl 3 woumaw - igwsw 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

(2566) Anwies Uadeiiiinasionisdadulathszalufiniuszuueeulaves
A bglnsindrugiaie e 1 (a1ale) wudn mssuiuasidnlayselewd
nnstdnudiaudunusiunisdnaulalunisdissanlnfmitussuvesulal
LagaonAdoItUNUITeTeNAEA YIAuud (2562) Anwi3eadninavesnis
goufumaluladifdengAnssunslduinmsgsnssumunisGusiruueundiadu
vilnsiwsiipdeud wuin mesuiusslevilunsldauiidvinasonginssunis
I%U%ﬂW'ﬁﬁq'ﬁﬂ'iiim’l\im'ﬁﬁw\i’]ml,aﬂwaLﬂsﬁ'uquVliﬁwﬁLﬂgauﬁ

4. mdesiusiemaluladhifidnswaiensldanunaluladnisnisiu
TunstrseArlnihsukeUndiadu PEA Smart Plus 2alduinisnisindindu
pinaluTmiansruasAsogsen ﬁqﬁLﬁaqa']ﬂ{]aé’ﬂmeﬁwgﬁa wu g
nsdunserlddnedu q a1yl ldlallianuddyiunisldueundindy wl
wdosiulumeluladinm uenandmngliineussautygmviernugseinlu
mslfauneundiatuluefin aruideiuonvanas vililind ldufazdnig
Usuugeludagdu ?J'ﬂﬁgqmmf‘ﬁ’maé’mmmﬂaamﬁaLﬁ'mﬁusﬁagamuqﬂﬂal,l,az
myvigsnssuosulat Aoredswaliglinanidesnisidueundindy ulfazdiam
Fostulumeluladioy venanidléfdune funistrssSunuudaiuoall
Sanfemnudndulunsiasuutas Tusagidgmmanada wu enulsiados
vouaorny forviligldliamsaldaldedesuiu vl liaenndosiu
mATevesAnims atd (2565) AnviFes msAnuiiadeiidaasionisseniy
wialulagn1ensduvesaunBnannsaloaunsng XYZ 9199 wuin ZAA1UNI3
Sudmnuidesiuiivsnaseniseensumaluladmsnisituvesaundnannsaloay
N3NG XYZ 1in

5. Yadusnudninanedeanddnsnan1smsudauansanisldaru
wialulagnienisdulunisdrszarlnil i iuweundiadu PEA Smart Plus v99
Aldusnsnislatiivduginaludmianszunsaiogsen adidosannis
Usgyduiusvemuisnuidnnasgrsuinsenisiduaunaiatu PEA Smart
Plus Tumsthszanliii Gaastisainsnssuiuazanudlalunmuusslovives
wounatadunngldan iudevarnvatsguuuy wu dedsausoulayl (Social
Media) lawann wiefanssudaaiunisldau dasadsmnuindodonay
amdnuaifiddeueundiady venaininsussrduiusidmanadvinanis
e zdlolnsmeunsteyalurnine fldnuimidudsinesdnsuugi
wsedwalszaunsallydiauseudns duasulininnisyeausuuaznisldauly
naudannniiety iunsadruseglasinunsaduayuangusuosulatuas



TEIigeaaiauiuazaninems I 8 atufl 3 woumaw - dgwew 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

yurugliauads Jadendnduliueunaindunaeidumadenvdnlunisdiss
ﬁwiWﬂﬂuﬂaqﬁ’uasﬁw&iaLﬁm FeaonndaaiunuIAnUas Hoang Ba Huyen
(2019) fiszyin yaraiAanisiuiuazasldszuusunmsuuiiefiondldsuanina
othannnyaralnddaiiegseudne uenanidiaenadosiunuidbvasiio
w3 qunBes (2562) Anwuies Sndwantsdenunsiuiuazsimuainnglday
unilénfiidenginssunisldmaluladuislénlugramnssutudiueusudiag
guamnssudaisuduesaTminsseas wudn dnSnanednuiinasiongAnssy
nsldmalulaBunsldlugraminssududiususuiiaugnamnssudadisud
UaIndTaninTzeas

29AnN 5l

Social Influence
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Adoption of Financial Technology
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-

Perceived Benefits Perceived Ease of Use
 Reduces complexity « Simple design
* Increases convenience « Simple design
« Saves time « Builds confidence
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Abstract

This research article aims to: 1) study the motivational factors
affecting the work performance efficiency of accounting executives in the
Treasury Department and 2) examine the internal control factors affecting
the work performance efficiency of accounting executives in the Treasury
Department. The population for this study consisted of 106 accounting
executives in the Treasury Department. This study employed a
quantitative  research  methodology, collecting data  through
questionnaires approved for human ethics compliance. The statistical
methods used for data analysis included mean, standard deviation,
multiple correlation analysis, and multiple regression analysis.

The research findings revealed that 1) motivational factors related
to task achievement, recognition, responsibility, and career advancement
significantly influenced the work performance efficiency of accounting
executives in the Treasury Department at a significance level of 0.05; and
2) internal control factors, including the control environment, risk
assessment, control activities, and information and communication,
significantly affected the work performance efficiency of accounting
executives in the Treasury Department at a statistical significance level of
0.01.

Keywords: Motivation to work, internal control, work efficiency, Treasury

Department
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(Multicollinearity) @ 78n15%1A 1 Variance Inflation Factor (VIF) Lag @
Tolerance Tngldlusunsudsagumaaia Taefian VIF diosfianlsiiAu 10 uas
A1 Tolerance AslAN@E5EMIN 0.10 - 1.00 (faen MNHvdaywn, 2560) Tuns
n519aauUly Multicollinearity

NAN1IASITEDU WU AduUsEans anduiusvenfiosduvesianys
SaszilAnszing 0.46 — 0.59 asielsliiu 0.80 (Steven, 1996) ilA1 Tolerance
98531119 0.54 - 0.66 F30¢333319 0.10 — 1.00 Uazdla1 VIF agseming 1.51 -
1.84 FefianliiiAu 10 wanainauduiusvesinusdasylinoliiiatym
Multicollinearity (faen 1ndaddywn, 2560) Jsamnsatliiasigvinisanase
\Wanaad (Multiple Regression Analysis) lAegramnzay
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dl a L3 L2 a wa dl 1 ! a a
M19197 1 wanman1siiesendadousagdlalumsujiinundmanelsyans
lun1sufuRnuveadusmsaudad dinansususng

Uadpusegelalumsujuieny  UszBnSamlunisufuseu t p-value

JuUszans AIUARA

N130000Y \naau

INIFIY
(b) B S.E.

Al (a) 0.511 - 0.324 1577 0.118
FUAMUANTIVDINU 0.749 0.562 0.145 5.180 0.000**
FunIseaNsUtule 0.295  -0.236 0.109 -2.718  0.008*
éfmé’ﬂwmwamuﬁﬁw 0.117 0.094 0.141 0.833 0.407
FUANUSURATOUABIY 0.455 0.352 0.110 4.117 0.000**
pruANuAINENlUAISYY 0198 0.182 0.070 2.8300  0.006*

R = 0.875, R = 0.766, Adjusted R? = 0.754, Estimated S.E. = 0.40185

[y

*SEAUtdEIADY p < 0.05, **szeutludngy p < 0.01

2119797 1 wamFAeszsinmannosidany wuln Jadeussgslaly
MsUfURsiidmasouszanslunmnsufoRauvesuimssudad dafn
nsusUISNY laun auaud5998991U(Sig=0.000%) sinunseeusutiuiie
(Sig=0.008**) ATUAINTURABDUADIU(SIg=0.000**) Laza1uauAIImLly
1M991971(Sig=0.006**) aehfitudfayiiseiunisadaniszsiu 0.01 Turaefigu
Fnuniz0391uT ¥(Sig=0.407) i dawasd auszanslunimn1sufuAauves
AuSsaulyd deiansusunsny st aivuddfiseRunsada Tnefuus
daszsuiuneinsaluszanslunmnisuiRnuvesiuimsaudad duin
AsuswIdng Seay 76.60 Jsia1sananan Adjusted R? Wiy 0.766

waNfasanaInel beta (B) Faansedulszdninisanoesluwuy

AZUULLIATEIL LABA1 beta (B) vosiudsdaszlaifiaunn dalaidndds
\Fosming wansiiiulsdasyiuazdsvsnadediuusauminndi Tneidle
flnnsanannamsitasest wuin JadeussgslalunsufoRauidamanouss
avdlunmnsuftRnuvesiuImssutyd dinnsusunintinniign fe sy
ANNALTIVRIU TnefiA beta (B) winiu 0.562 wandliiiuii dunudisa

a

YBINY WNTY 1 Uy dzdatilsednslunimnisufdRauiudy 0.562

=

1 )~ d' a o & v v a
KUY IﬂﬁllﬂqilfdaEJULLU@QIUIUVWW]'NL@EJ'JﬂU IDINNUIAD ANUAITUIUNAYDU
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A91u $A1 beta (B) W1 0.352 wanglifiudn arunusulnreUs I
ity 1 wie azdwaliussanslunmmsufoinufiatu 0.352 wiw laed
msdsuuadiulufiamafondty duniseensuiuie den beta (B) Wiy
0.236 wandlimiiuin Aunsseusuluiie anas 1 wule zdwaliuszdnslu
AmnsUfTRUAnas 0.236 wihe Tasfinsuasundadlulufiemnn st
wazsuauA1Indlun13Yinau a1 beta (B) windu 0.182 uanslimiuin
Fruaudndlunsie Wutu 1 mise avdewaliussansluninnis
Ugummmwmu 0.182 whe lnsfimsdsuudaslulufiemadeniu s
FsannsaaieannisneinsallusUazuunnnsgIu il

Z = 0.562 ((umN@N5999997U) + 0.352 (FUuANTURATEUR DY)
- 0.236 (Punslaniseansuiiuiio) + 0.182 (AuANUAIMTNTUNTYINNI)

M15197 2 uanawamnsendatenismivguniglundmasesyseanslunm
nsUJURMUYREUIMINIAWTRY ddansusunsny

Tadenisatuaunigly Uszansnnlunisufinenuy t p-value
SuUszans AUARA
1500008 \naeu
NI
(b) B S.E.
AAsil (a) 2.974 - 0.401 7408 0.000%
AUANTNLINABUNITAIUAY 1.155 1.021 0.169 6.831  0.000%*
FrunsUssiunudes -0.848 -0.805 0.201 -4.216  0.000%*
AUAINTIUNTAIUAN 0.593 0.509 0.171 3.457  0.001**
é’mmiaummmzmi?{ami -0.401 -0.395 0.149 -2.693 0.008**
AUNIARAULATUSTIUNS 0.226 0.216 0.169 1.364 0.176

R = 0.692, R* = 0.479, Adjusted R* = 0.453, Estimated S.E. = 0.59919

*syAUtUEIADY p < 0.05, *seautludAgy p < 0.01

9137 1 HamFiaTzsinuoanesidmy wuii dadenismiuau
aeluiidsnasieuszanslunmnnsy foRauvesuimsiudad dsiansusun
$nd loun fuanImwIndeunisAuAu(Sig=0.000%) funisussiliunudes
(Sig=0.000**) ﬁmﬁf\miimmimuqm(Sigzo.om**) LaEAUETAUNALAZNT
A0a13(Sig=0.008**) aehfitudfyiiseiunisadnvisesiu 0.01 Twuaefidunis
AanunazUsziiiuna(Sig=0.176) ludwanauszanslunimnnisugdhauves
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v

Juimsiudad dafnnsusuning egrsildoddnyiiseduneaia Inoduys
daszuiunensalyszanslunmnisuuRnuvesduimsaudad duin
AsuswIdng seway 45.30 JsRa1sanainan Adjusted R? Wiy 0.453

wamNfiansanaInel beta (B) Faansedulszdninisanoesluwuy
AxUUUNINTEIU LgAn beta (B) vosdauusdasglafifidunn §aladdafs
13 pavane wansinulsBasziuasi vinadediuusmuunnii Tneiile
9319 nHaNTIATIE nud Jademsmuaunelufidsmadouszanslu
AnsUFTRNuYesiUTMIA Uty Fadansusursnvuiniian fe Ay
anmuandeunismivau taedian beta (B) windu 1.012 wansliiiuii a1
ANINLINGRUNNTAIUAY i 1 wie ygdmaliuseanslunmnisugonau
diudu 1.01 wie Tnefimadsuuladiulufianafieontu semenfo duns
Uszidiuaudes 41 beta (B) wiriu 0.805 uandlidiudn dunisuseidiu
Auidssanas 1 vy azdenalilszanslunmnisujofauanas -0.805
i nefinsidsuuvasiluiiananssiudu sufanssunisaiuau den
beta (B) winfu 0.509 uandliifiuin duanmuindeunisnunu sty 1
i azdenaliuszanslunmnisufuRanuiuty 0.509 wiae laeiinis
WasuwladlUlufiamafionty wagduansaumeuagnisdeans die beta (B)
Wiy 0.395 wandliliiudn Fuasaumanaznisdoans anad 1 iy avdaua
TiszanslunmnisufiRsuanas -0.395 nie Taefimsudsuudasidludie
mensainufunuddiy dsanmnsaaisaunisnensaflusUazuuusnasgi 16
il

Z = 1.021 (MUgn1mMINdauNITAIuAL) - 0.805 (AuN15UsEITiuAIY
o) + 0,509 (MuRINTIUNITAIVAY) - 0.395 (FruansaumALay AN TARANT)

aAUT1ENAN1IIY
nnsAned eslfadeiidsnaneuszansanlunisufufauves
UFTRUUIIS Fudyd diansusuisng annsaefusenansivelarail
1.997us99alalun1sufiRnuiuaudisareu d1uniseeusy
UUHD AUAMUTURAYRUABIY LazAIuAINN1IMTITUNTTT9Y danasie
seAnsamlumsujdanuuesfuimsaudyd dafansusuning fiszdu
tfudhdoymeadfil 0.05 muaufgiunside fail

eX2p
D
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Uaduusagelalunisufjifauduanudisalunudmadouszdnsnm
TunsuFURanu esannsusurindannsauimsnunelussdnsliagia
UsgAnBamdwaliuinisuaznovaussanudeanisveaszmvulasiag g
afnuidedusaranufisnelaluuinig arwdifadasioufsnisdnnis
niweInsuarnIUFURUMNLNLT fvua uFansiauinusuas
ALANNTIvaIyAaINInIAs gl u lknrsviheuiivssdnsainuas
aunsasulieduanuimglugalagdulas wasdssnglunanisfinyivesss
Wa NIYIUINIA wazANE (2566) WUl wsegabalumsuuRnudiumiudnse
YoM LdNanoUsEAVS AT elited AyvnsadAiseau 0.05.

Uadousepdlalunisufdfauniunseeusutiuiodwmasouss@nsam
TumsudRan uidmaluiienisay doswnBeiinspeusutuiennnty agvh
TusgansnnlunsufiRanuguimsanudndanas inseguimsnudndens
MamMsInsaiuazteiausuus s nduanglédeiudam vildusmsiudad
Pnyuuesinanuaresnarlidangulunisdadule denalvnisviraoulidy
UsyAnEnn Yssduildvliwutunanisfinues Wanind giwunded wasans
(2565) wuiMsueumnenliypaInsiauilagaanIdssaliay
fuszAns annazasanandvanevesesdns delsiifioausvinliesdnsuszay
Arwdnse uadeiliyeainslésunisseusuieneluasneuonasdng

Uaduusepalalunmsufiinuauanuiuiinvey Tdwmasreuseaniam
TumsUftRnu esnyrainsvensusuninuianuiuiiaseusoniing il
msffunuduluegnanuiulagiiuszansnm msiiyaainsanunsayineld
i mneuasdatmuaiidslidsaunnuiidefionnuszeivu Tneshls
Uszmnwuiulalummilusslauazanuiuiiaveureansusuning aenndesiuna
MsAnwIveNgdl qMBUas wavnaun diving (2566) wuin nsgUFTROULY
finvzuazauilunsinuegiadud Tnedanuddlawaziolaldluynaud
lsuneunune swudeeudsaaziaandiudilunisvinauliiadanuiivue
dwalinudiusyansnmgstu

Jadeusegalalunisuguaauniuainuniminluaigaudnass
UszAnsamlunsufUaeu iesmnnsusundndfissuunisid oudumsd
Faaunaziiusssy Inefin1sanainmany anuaunsa waraudsalunis
v sdimsiineusuuagnisfnuide yaansfidnanulaaiuuasinugd
wnzanagld Sulanialunisid suuvisniud uneudidvua deaoiwun
yaainsuazidunssgelaliyaurinsuegeadszansaon wuldeaduna
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N13ANYIVDINFITIN WITUN wavamy (2566) WU N15USEEUNANITTNY
PunasIazamsgUTiTalauLarRisTTl duadumiufinelauazanufndly
BIANT

2. Jadunsmivauniely duanimwingeunisaiual un1sUseLiiy
ANLABS FUAINTINNITAIUAN WaTANUANTAUMALAZNNTA AT Tidanasie

UsganSamlunisuuaauvesduinmsaudyd deinnsusuisng sedu

1%
LY v S

foddnymeadin 0.05 aonadesivaufgiindly i
esannsusudnddanimwindeunisaiunui s 4sdaelinig
UitReuduluaussdeudededu Sumsnsidaaulunisesivaeuuas
Usziluna ibiesdnsaliunislaeg1efivsedniaim wasssuunisaiuay
meluiiftganaudssannisyaiaionisadunsilimangan nsidy
auasd1slnddadwmaliiinanusuinveuuwazlusslalunisinau dawalinig
uluesdnsiimnudussidouiseusesuazaunsaussqdmunelaagned
UsyAnBnm Ussduidamulunuidovesating wanuinw wasansdl ovuy
30 (2564) Andnin anedeunisauaNiintglnsUfTRNU uATRY
warUnBgnaewussilsuuagnaninasinigluesdns
Hadunismuaunelusunisssdunnudes fdwadeUszansam
TunsuoRanu uidwmaluiiamsay iesainisiinnsauauaisludiunis
UszifiumnudssnniuluasvinliussansamlunsufoRauvesfuimsey
Jnyanas msrwerariliiannududeulunsindulasazifivduneudides
ALtiuns i linisyiheudiasageiaaueassfatuntsaniivaeg ldusng
Tunsfinuivesaning wivusnu uavansdl Bovuedn (2564) find12d1 N3
Usziiumnudsstnsliesdnsuimsdansldedsiiuseaviam anuansgny
MnANAes wagiaduaiisanundeslumsduiuau
Jadenismuaunislunufanssunsauay Tdananeusednsainly
nsUfURU desnnsusnsnslidasmisnuisuiaveulunisasiaaeu
Al Welinsdudunuaenadesiung seilou uazinnsgiuinmun ms
Anadeuiiasnaneasnsnsrydoianarslunszuiunsviaulazgaouily
JaumnoudivziAnnansenusoaednsbdog 199uvaed §ailinisyieud
UsgAnsnmundetu denndasiunanisinuives In1ses iasdlrens (2565)
lunsfnwinsau COSO 2013 wudn AnssuAIsAtuANY e linIsUURNU
aonndostuulyuigiagismevirnuiidmun lnsmssuidunisdeaduliaga



TEIigeaaiauiuazaninems I 8 atufl 3 woumaw - dgwew 2568

Journal of Wisdom the Political Science and Multi-Disciplinary Sciences, Vol. 8, No. 3, May — June 2025

ondesuarlunanfungan WevssgTnqusvasuasiimuneidely Sedanals
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HademsmugunelusuamsaumataznsdoasdmaneUszdnsnm
FLumaﬂﬁﬁ’ﬁam widsnalufiansay esainmsemuauniglusuasaune
wagmsdearsnniiuluagilivse gansnmlunsuufinuvesiuimiiu
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Abstract

The objectives of this research paper are 1) to study the problems
in the payment of living allowance for the elderly in Saladangng
Municipality, Mueang Ang Thong District, Ang Thong Province and 2) to
present guidelines for the payment of living allowance for the elderly in
Saladang Municipality, Mueang Ang Thong District, Ang Thong Province
using a qualitative education model. The sample group used in this study
consisted of 17 individuals. The research tools included in-depth
interviews.

The results of the research found that: 1) The problem in the
payment of the elderly subsistence allowance of Saladang Sub-district
Municipality, Mueang Ang Thong District, Ang Thong Province is that the
elderly who are not in good health, have difficulty moving, and find it
inconvenient to receive the subsistence allowance on their own. The
staff receive too little subsistence allowance. The subsistence allowance
received by the elderly is insufficient for their daily living needs. There
are few automatic teller machines (ATMs), so some communities have to
travel to the city to withdraw money. The elderly do not use smartphones
and banking applications, and the public relations on the call has a
problem of not being able to hear the public relations voice. 2) There
should be more staff working on the payment of living allowance. The
subsistence allowance should be increased sufficiently to cover essential
expenses and living costs. Additionally, there should be more automated
teller machines (ATMs) and training on the use of smartphones and

banking applications for the elderly. Improving voice publicity and
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transferring money to accounts for the elderly by the Comptroller
General's Department will minimize problems and errors. Suggestions
from research
Keywords: Payment, living allowance, elderly
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Abstract

This research article presents a study of the methods for obtaining,
roles, duties, and powers of the Senate, as outlined in the Constitution of
the Kingdom of Thailand, B.E. 2017. It compares them with those of
England and the United States. Its purpose is to 1) Study methods for
obtaining, roles, duties, and powers of senators. 2) Study guidelines for
development and improvement, methods for acquiring, roles, duties, and
powers of senators, and 3) Present the Senate model. Appropriate for
Thailand. It is a qualitative research using content analysis methods.
Moreover, structured interviews were used, employing the IOC formula, to
assess the quality of the research tools. Interview key informants. Utilizing
specific selection is a member of the Senate, a Former senator, a Former
member of the House of Representatives, an Expert in political science,
an Expert in the field of law, a Member of the National Legislative

Assembly, and People and those involved. Number of people: 23 people
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The results of the research found that 1) The 2017 Constitution
stipulates that the Thai Senate is based on appointment and selection. Its
role is to be an inspection and screening council. It has legislative power
and the authority to oversee the executive branch's administration.
Including judicial power and appointing people to hold various important
positions. 2) The Thai Senate has similar origins to the British Senate,
namely by appointment, but! It has many powers and duties, such as
those of the directly elected United States Senate. Therefore, no country
model is currently suitable for Thailand. Moreover, 3) Senate format is
suitable for Thailand. That is, there is an indirect election by using a
"recruitment model" and requiring a “Senator Selection Committee” that
comes from the direct election of the people, but! Shall not have judicial

duties because a central organization explicitly performs this duty.

Keywords: Origin, role, powers and duties, Senate, Constitution
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Abstract

Traditional Chinese culture is the cultural foundation and origin of the
Chinese nation. Inheriting and promoting the excellent traditional Chinese
culture is important to China's modernization and national prosperity.
Guangxi is renowned for its rich ethnic minority resources, which have
given birth to many excellent festival cultures. In the context of the new
era, the vitality of traditional culture faces severe challenges, including a
lack of cultural innovation, outdated communication methods, and
insufficient social attention. The Pumiao Huapo Festival of the Zhuang
ethnic group in Guangxi, as an autonomous regional-level intangible
cultural heritage and a significant, representative folk festival of the
Zhuang ethnic, carries rich regional culture and national emotions. Cultural
innovation, inheritance, and promotion are significant. In the context of
the new era, the Pumiao Huapo Festival of the Guangxi Zhuang ethnic
group has realized cultural innovation and communication innovation. By
using creative information communication, it activates its core cultural
values, promotes cultural regeneration, and thereby expands the

influence of the Pumiao Huapo Festival of the Guangxi Zhuang ethnic
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group. This also better inherits and promotes the value of intangible

cultural heritage.

Keywords: Guangxi Zhuang Pumiao Huapo Festival; Cultural Situation;

Cultural Innovation; Dissemination Innovation
Introduction

The importance of culture to a nation is self-evident. Chinese culture
has a rich history, and its intangible cultural heritage (hereinafter referred
to as "ICH") is a vital component of the country's excellent traditional
culture (Zhang, 2023). As a vital source of traditional Chinese culture, the
rich folk culture embodied in festivals is significant for preserving
traditional culture and fostering cultural confidence (Chen, 2022). The rich
philosophical thoughts, humanistic spirit, educational ideas, and moral
concepts of excellent traditional Chinese culture can provide beneficial
enlightenment for people to understand and transform the world, offer
valuable insights for governance, and inspire moral construction (Xi, 2014).
Excellent traditional Chinese culture is the cultural source and origin of
the Chinese nation. The ideological concepts, humanistic spirit, and moral
norms it contains are not only the core of the thoughts and spirit of
Chinese people but also great value in solving global problems (Xi, 2018).
In the context of the new era, it is essential to excel at excavating and
refining the essence of excellent traditional culture and to integrate more
cultural forces into the development journey of the new era. The Pumiao
Huapo Festival of the Zhuang ethnic group in Guangxi was successfully
included in the list of representative municipal-level intangible cultural
heritage projects in Nanning in November 2017. In December 2018, the
People's Government of Guangxi Zhuang Autonomous Region issued the
"Notice on the Publication of the Seventh Batch of Autonomous Regional-
level Intangible Cultural Heritage Representative Project Catalogue," which
clearly stated that the "Pumiao Huapo Festival" was included in the
seventh batch of autonomous regional-level intangible cultural heritage

representative project catalogue (Mo & Liang, 2024).
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The Pumiao Huapo Festival of the Zhuang ethnic group in Guangxi is
not only recognized and celebrated locally but also in the broader region,
becoming a comprehensive festival that integrates religious, cultural, and
commercial elements. According to the detailed survey report on the
Huapo Festival in 2023, the unique cultural value and aesthetic functions
of the festival were thoroughly explored, encompassing blessings and
prayers for children, gratitude to nature, the display of ethnic folk culture,
social structure, and spiritual beliefs. The significance of these cultural
values in enhancing national confidence and cultural identity in the
context of the new era was emphasized (Xiao & Li, 2024). The cultural
identity of contemporary young people presents a complex and diverse
situation. The wave of globalization and the information age allow young
people to come into contact with cultural elements from all over the
world. Their horizons are broader and their thinking more active, which, to
some extent, leads to confusion and bewilderment in cultural choices (Yu,
2020).

Following the introduction of the national policy on inheriting and
promoting excellent traditional Chinese culture, an increasing number of
scholars have begun to focus on the impact of new media on the
preservation and development of national culture. From the perspective
of design research on regional cultural dissemination, existing cultural and
creative products are mostly homogeneous, lacking experiential appeal,
three-dimensional visual effects, and innovation. As a result, the cultural
dissemination strategies lack consistency, continuity, and sustainability
(Nong & Song, 2023). By using the myth and legend of the Pumiao Huapo
Festival as a blueprint and conducting theoretical research and practical
exploration in the form of picture books, the myth and legend of the
Huapo Festival can be recreated in the form of story picture books. This
enables more people to pay attention to and read about it, promoting
the inheritance and development of the Huapo Festival myth and legend
among the Zhuang ethnic group (Zhu, 2021). Therefore, in response to the

impact of the global cultural wave, the cultural innovation and
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dissemination innovation of the "Pumiao Huapo Festival," an autonomous

regional-level intangible cultural heritage of Guangxi, is significant.

"Epoch” typically refers to a historical stage or period, characterized
by specific manifestations in politics, economy, culture, and other aspects.
In this paper, the "context of the new era" is a relative concept of time
and space, specifically referring to the present and the future. It is also a
historical responsibility and mission, characterized by a strong sense of
historical mission and a practical spirit (Deng, 2019). At the same time, with
the rapid development of Al technology, social structures and people's
lifestyles are undergoing profound changes, which in turn reflect
improvements in production efficiency, the diversification of lifestyles, the
pluralization of people's values, and the discussion of technological ethics.
The Al era represents a pivotal stage in the evolution of science and
technology, ushering in unprecedented technological advancements and
innovations. Therefore, in the context of the new era, it is of great
importance to promote the cultural dissemination of the Pumiao Huapo

Festival of the Zhuang ethnic in Guangxi.

In summary, based on the theoretical perspective of cultural
inheritance and innovation, this paper provides an in-depth discussion on
the importance and dissemination strategies of the Pumiao Huapo Festival
among the Zhuang ethnic group in Guangxi within the context of the new
era. The research reveals that the Huapo Festival is not only an integral
part of the rich traditional culture of the Chinese nation but also embodies
profound spiritual beliefs and holds immeasurable value in enhancing
national confidence and cultural identity. It has been widely recognized
and celebrated locally and in the broader area, fully demonstrating its

unique cultural charm and aesthetic functions.

In terms of research status, although some scholars have conducted
in-depth analyses of the cultural value of the Huapo Festival, the
discussion on its dissemination methods and innovative paths in the
context of the new era remains insufficient. With the advancement of

globalization and the arrival of the information age, the cultural identity
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of young people presents a complex and diverse situation. The rapid
development of Al technology has brought new challenges. How to utilize
new media and technological means to promote the widespread
dissemination and continuous innovation of Huapo Festival culture has

become an urgent problem to be addressed.

Therefore, this research has important theoretical and practical
significance. From a theoretical perspective, an in-depth exploration of the
cultural connotations of the Huapo Festival will further enrich and
enhance the theoretical framework for protecting and inheriting intangible
cultural heritage. From a practical perspective, exploring the dissemination
strategies and innovative paths of the Huapo Festival in the context of the
new era will provide valuable insights for the revitalization and utilization

of intangible cultural heritage.

In response to the above research deficiencies, this paper will carry
out the following three aspects of work: First, combining the cultural
dissemination theory of the new era, a comprehensive analysis of the
cultural connotations and dissemination status of the Huapo Festival will
be conducted; second, actively explore practical ways to use new media
and technological means to promote the dissemination and innovation of
the Huapo Festival culture; third, through practical exploration, verify and
promote new models and methods of cultural dissemination of the Huapo
Festival. This research aims to provide solid support for the protection,
preservation, and innovative development of the Pumiao Huapo Festival
of the Zhuang ethnic group in Guangxi and other intangible cultural

heritages.

Research Objectives

1. To investigate the cultural situation of the Pumiao Huapo Festival

of the Zhuang ethnic in Guangxi.
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2. To explore the cultural innovation of the Pumiao Huapo Festival of

the Zhuang ethnic in Guangxi.

3. To study the dissemination of innovation of the Pumiao Huapo

Festival of the Zhuang ethnic in Guangxi.

Research Methods

This paper employs qualitative research methods, specifically
observation and in-depth interviews, to thoroughly explore the cultural
situation, cultural innovation strategies, and dissemination innovation
pathways of the Pumiao Huapo Festival among the Zhuang ethnic group
in Guangxi. Through observation, the researchers will participate in the
festival activities to gain an intuitive understanding of the atmosphere and
conduct a deep analysis of the connotations and dissemination of cultural
practices. In addition, in-depth interviews will be conducted with teachers
and students from universities in Nanning, as well as personnel from
organizations related to the Huapo Festival, to obtain first-hand
information on the design, dissemination strategies, and implementation
effects of the festival activities. This approach will provide a
comprehensive and in-depth understanding of the cultural value and

dissemination mechanisms of this Zhuang intangible cultural heritage.

Research Findings

The research findings of this paper are divided into three parts, aiming
to provide a comprehensive study of the cultural situation, cultural
innovation, and dissemination innovation of the Pumiao Huapo Festival

among the Zhuang ethnic group in Guangxi.

4.1 The Cultural Situation of the Pumiao Huapo Festival of the Zhuang

ethnic in Guangxi
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The Pumiao Huapo Festival of the Zhuang ethnic group in Guangxi is
a historically significant folk cultural activity that carries rich cultural
connotations and profound symbolic meanings. Through generations of
inheritance and evolution, this unique festival has become a characteristic
intangible cultural heritage festival in Pumiao Town, Yongning District,
Nanning City, Guangxi Zhuang Autonomous Region. To fully understand
the cultural context of the Pumiao Huapo Festival among the Zhuang
ethnic group in Guangxi, we employed observation and in-depth
interviews to systematically analyze the cultural aspects of the festival (as

shown in the table below).

Table 1: The Innovation and Diffusion Development Course of the

Pumiao Huapo Festival of the Zhuang ethnic in Guangxi

Core
Time Characte
Content Participants Cultural
Node ristics
Elements
An important folk Held on The Huapo
Befor festival for the 12th Residents of belief, the
e worshipping the day of the Pumiao porridge
2011 "Huapo Goddess" third lunar Town distribution
locally month tradition
Zhang Yue Zhen,
president of the Retained
Pumiao Chamber of traditional
Commerce, and customs
Guangxi Master of such as
Arts and Crafts Liang porridge .
Residents
Hong named the distributio
and a small Benevolence
2011 festival the "Huapo n and i
X ] ] number of and virtue
Festival." Liang Hong blessing, X
tourists
designed the Huapo gradually
image based on the enriching
legend and the
composed the lyrics content of
for the Huapo activities.

Porridge Song; the



Time
Node

2017

2018

2019-
2023
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Content

first Huapo Festival

was held.

Included in the
intangible cultural

heritage list

Listed in the

Intangible Cultural

Heritage list

Activity innovation

and diffusion

Characte

ristics

Pumiao
Huapo
Festival
was
included
in the list
of
municipal-
level
intangible
cultural
heritage in

Nanning

Pumiao
Huapo
Festival
was
included
in the list
of
autonomo
us
regional-
level
intangible
cultural

heritage.

Introduce
d new
elements
such as
folk
customs
parade,
hundred-
family
banquets,
and Qiang
Hua Pao

Participants

Local
government,
cultural
departments,

and residents

Local
government,
cultural
departments,
and residents

Citizens,
tourists, a
few
university
teachers and
students,
and
organizationa

L personnel

Core
Cultural
Elements

Protection
and
inheritance
of traditional

culture

Protection
and
inheritance
of traditional

culture

Display of
folk culture,
interactive
experience,
and cultural
disseminatio

n
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. Core
Time Characte -
Content . Participants Cultural
Node ristics
Elements
Huapo
porridge
distributio
n, eating
. Citizens, .
Rice ) Display of
. . tourists, a
Vermicelli folk culture,
L few
competiti . . interactive
X university X
Pumiao Huapo on, folk experience,
2024 . o teachers and
Festival activities customs cultural
students,
parade, disseminatio
. and
Qiang Hua o n, food
organizationa X
Pao, experience
 personnel
hundred-
family
banquet,

etc.

Source: Authors

According to reports from the official media of Nanning, Guangxi, the
Pumiao Huapo Festival of the Zhuang ethnic in Guangxi has a history of
293 years. It is a traditional festival in Pumiao Town, Yongning District,
Nanning City, Guangxi Zhuang Autonomous Region. The origin of this
festival is closely connected with a legend about a benevolent older
woman. It is said that this older woman made a living by selling porridge
and generously gave alms to people experiencing poverty and passers-by
during her lifetime. Her kindness became a local legend. After her death,
people built a temple in the place where she used to sell porridge, calling
it the "Huapo Temple." Every year on the 12th day of the third lunar
month, residents hold memorial activities that have gradually evolved into
the distinctive Huapo Festival, characterized by strong local traditions
(Xiao & Li, 2024).

Around 2010, Zhang Yue Zhen, president of the Pumiao Chamber of

Commerce and Guangxi Master of Arts and Crafts, Liang Hong, keenly
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perceived the cultural value and development potential of the Huapo
Festival. They attempted to re-operate the founding day of the market
and the memorial day of Huapo based on the legend of "Huapo porridge
distribution." After in-depth research and discussion, Zhang Yue Zhen and
Liang Hong decided to rename the "founding day of the market" as the
"Huapo Festival" and take the "Huapo porridge distribution" as the core of
the festival (Zhang, 2020). In 2011, a significant milestone in the
development of the Pumiao Huapo Festival of the Zhuang ethnic group
in Guangxi, Liang Hong designed the Huapo image based on the legend
and composed the lyrics for the Huapo Porridge Song. This image design
not only made the history of Pumiao and the good deeds of Huapo more
deeply rooted in people's hearts but also added new elements and
highlights to the festival activities. In the same year, in order to promote
excellent national traditional culture, the Pumiao government organized
programs and held the first Huapo Festival. The successful holding of this
festival not only enabled more people to understand the cultural
connotations and symbolic significance of the Huapo Festival, but also laid
a solid foundation for its subsequent development. Zhang Yue Zhen, as
the inheritor, deeply understood that the activities of the Pumiao Huapo
Festival of the Zhuang ethnic in Guangxi should not be limited to the
distribution of porridge. She believed that the folk culture of Pumiao and
the spiritual connotations of Huapo should be reasonably integrated into
the memorial activities of Huapo, thereby making the festival more
colorful and attractive. Therefore, under the strong promotion of Zhang
Yue Zhen, the content of the Pumiao Huapo Festival of the Zhuang ethnic
in Guangxi gradually became richer and more perfect. Embedding local
elements of Pumiao into the characters and activities of the Huapo
Festival is a crucial step in strengthening the "sense of place" of folk
festivals (Luo, 2023). This not only publicizes the Pumiao Huapo Festival
of the Zhuang ethnic group in Guangxi, enhancing the festival's recognition
and influence, but also expands the scale of festival activities and attracts

more tourists and citizens to participate.
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In November 2017, the Pumiao Huapo Festival of the Zhuang ethnic
group in Guangxi was successfully added to the list of municipal-level
intangible cultural heritage in Nanning. In December 2018, the People's
Government of Guangxi Zhuang Autonomous Region issued the "Notice on
the Publication of the Seventh Batch of Autonomous Regional-level
Intangible Cultural Heritage Representative Project Catalogue," which
clearly stated that the "Pumiao Huapo Festival" was included in the
seventh batch of autonomous regional-level intangible cultural heritage
representative project catalogue. This news undoubtedly injected new
momentum into the development of the Huapo Festival (Mo & Liang,
2024).

Over time, the content of the Pumiao Huapo Festival among the
Zhuang ethnic group in Guangxi has been continuously innovated and
enriched. From the initial porridge distribution and blessing to the
introduction of new elements, such as folk parades, hundred-family
banquets, and Qiang Hua Pao, the Pumiao Huapo Festival has gradually
developed into a comprehensive festival that integrates the display of folk
culture, interactive experiences, and cultural dissemination. Every year on
the 12th day of the third lunar month, citizens, tourists, university teachers
and students, and organizational personnel gather in Pumiao Town to

celebrate this joyful and harmonious festival together.

At the Pumiao Huapo Festival site of the Zhuang ethnic group in
Guangxi, a variety of unique folk performances and cultural displays can
be observed. The Huapo porridge distribution and blessing not only inherit
the spirit of Huapo's benevolence but also allow tourists and citizens to
feel the warmth and care of the festival. The Eating Rice Vermicelli
competition is a fun and challenging activity that allows participants to
enjoy the food while also experiencing the joy and liveliness of the
festival. The folk customs parade and Qiang Hua Pao activities display the

rich folk culture and unique local characteristics of Pumiao Town.

In summary, the Pumiao Huapo Festival of the Zhuang ethnic group

in Guangxi, with a history spanning 293 years, has evolved from a simple
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memorial activity to a comprehensive festival that integrates the display
of folk culture, interactive experiences, and cultural dissemination. Thanks
to its profound cultural connotations and unique legends, as well as the
efforts of cultural inheritors and local governments, the festival has
become an important carrier for spreading Guangxi's folk culture and
promoting the spirit of benevolence. It is expected to continue
rejuvenating and becoming an important force in promoting local cultural

prosperity and tourism development.

4.2 Cultural Innovation of the Pumiao Huapo Festival of the Zhuang

ethnic in Guangxi

4.2.1 The Government-led and Social Participation Model under the

Opinion Leader Theory

“Opinion leaders,” also known as public opinion leaders, possess a
certain degree of authority and representativeness among the general
public. They are the first to come into contact with mass communication
media and integrate media information with their insights before sharing it
with the people around them, thereby exerting a significant influence on
the group. This process, known as the “two-step flow of communication”
(mass communication media — opinion leaders — general audience), is
at the core of the opinion leader theory. With the continuous evolution
of the media ecology, the forms of existence and ways of influence of

opinion leaders are also constantly changing.

In the broad realm of cultural dissemination, the government, as a
key promoter, plays an indispensable role. Cultural dissemination is of
great significance for building local images, enhancing cultural identity, and
national cohesion, and the smooth progress of this process cannot be
separated from the support of the government and the active
participation of the public (Shao, 2021). In the process of cultural
innovation and development of the Pumiao Huapo Festival among the
Zhuang ethnic group in Guangxi, the government's leading role is

particularly prominent.
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As the policymaker and resource allocator, the government has
unique advantages in promoting cultural innovation and development.
Inspired by the opinion leader theory, the government can play the role
of a “cultural opinion leader,” leading social forces and the public to
jointly participate in the inheritance and innovation of the Huapo Festival.
Specifically, the government can formulate detailed plans to clarify the
direction and strategies for the cultural innovation of the Huapo Festival.
By establishing special funds and implementing tax incentives, the
government provides strong policy support and financial guarantees for
enterprises, social organizations, and individuals to engage in the
protection and inheritance of the Huapo Festival. These measures not
only stimulate the enthusiasm of social forces to participate but also inject

new vitality into the innovative development of the Huapo Festival.

In terms of innovative activity projects, cooperation between the
government and social forces is key to promoting the cultural innovation
of the Huapo Festival. Together, they have planned a series of colorful
festival activities, such as the Huapo Culture Exhibition, which aims to
display the historical background, folk culture, and cultural essence of the
Huapo Festival, allowing more people to understand and appreciate this
traditional festival. Folk experiences activities allow tourists to personally
experience the unique charm of Zhuang traditional customs, enhancing
their sense of identity and belonging to Zhuang culture. In addition, theme
design competitions, such as “Tide Rising on March 3rd,” also encourage
people to inherit and creatively promote the Zhuang intangible cultural
heritage. At the same time, to further expand the festival's audience, the
government actively encourages social forces to participate in its publicity
and promotion. Through media and social media channels, the
government conveys the charm of the Huapo Festival to a broader
audience, attracting their attention and participation in this traditional
festival. This “government-led, social participation” model not only helps

the public regain cultural confidence but also deepens their sense of
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identity and pride in local culture by participating in traditional activities

and experiencing the charm of folk culture (Wang, 2015).

Therefore, under the guidance of the opinion leader theory, the
government-led and social participation model has injected new vitality
into the cultural innovation of the Pumiao Huapo Festival of the Zhuang

ethnic in Guangxi.

4.2.2 Strengthening the Agenda-setting Function to Enhance Social
Attention

Maxwell McCombs and Donald Shaw emphasized that mass
communication has the function of setting the “agenda” for the public.
The news reporting and information dissemination activities of the media
influence people’s judgments on the significant events around them and
their importance by giving different degrees of salience to various “issues”
(Guo, 2011). This theory emphasizes that the more the mass media
emphasize something, the more the public will pay attention to and value
it (Shao, 2021). In the new media environment, the “agenda-setting”
theory has evolved to encompass both “personal issues” and “media
issues.” However, there is no doubt that “media issues” still occupy a
prominent position on the agenda-setting agenda (Tang, 2016). This
position is highlishted in the cultural dissemination practices of the
Pumiao Huapo Festival of the Zhuang ethnic group in Guangxi and exhibits
new characteristics. Therefore, it is necessary to play the “agenda-setting”
function of mass communication media, use the progress of media
technology in the all-media era, integrate resources from the government,
market, media, enterprises, and audiences, and select appropriate topics
for the relevant cultural and social practices of the Pumiao Huapo Festival.
By planning a series of exclusive publicity and reporting activities, pre-
festival news reporting to warm up for the Huapo Festival activities, paying
attention to new media interaction and publicity reporting, innovatively
integrating multimedia elements such as short videos and animations, and
innovating the content and methods of publicity reporting, “blockbuster

news” can be produced. This highligshts the unique folk cultural
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characteristics of the Pumiao Huapo Festival of the Zhuang ethnic in
Guangxi. At the cognitive level, it guides the public to focus their attention
and concern on the intangible cultural heritage issues of the Pumiao
Huapo Festival, stimulating widespread social discussion and attention,

and achieving maximum communication effects.

4.2.3 Media Convergence Theory Promotes Media Resource

Integration and Assists in the Digital Dissemination of Cultural Innovation

Media convergence theory predicts an inevitable trend in which
various media forms will integrate and permeate one another under the
impetus of digital and network technologies, ultimately forming an
integrated multimedia communication form. With the continuous
innovation and development of information technology, media
convergence theory has gradually become an important research topic in
the field of communication, providing theoretical support for the

transformation of modern information dissemination methods.

Under the sweeping tide of digital and network technologies,
television, newspapers, radio, the Internet, and social media have
emerged like mushrooms after rain, filling people's daily lives. The
channels for people to receive information have therefore become
increasingly smooth and diversified, and the ways of obtaining information
have become more convenient and efficient (Shao, 2021). This change has
provided unprecedented opportunities for cultural dissemination and
innovation, opening new paths for the inheritance and development of
traditional cultures, such as the Pumiao Huapo Festival of the Zhuang

ethnic group in Guangxi.

In the process of cultural dissemination of the Pumiao Huapo Festival
of the Zhuang ethnic in Guangxi, media convergence theory has been fully
reflected and applied. The festival activities have not only been widely
reported in traditional media such as television news channels, WeChat
public accounts, and newspapers but also, with the help of modemn

technology and virtual techniques, achieved a “liquid” display of stage
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settings. The traditional “proscenium” stage structure has been broken,
and audiences are no longer confined to watching performances from a
single vantage point. Instead, they can enjoy a “surrounding visual”
experience. This stage space, extended infinitely by technology, allows
the audience to freely expand their sensory experience from all directions
of the stage, achieving a 360-degree unobstructed viewing experience, full
of freedom and immersion (Liu, 2022). Media convergence has not only
changed the presentation of stage performances but also played a
significant role in the digital dissemination of content. The Pumiao Huapo
Festival of the Zhuang ethnic group in Guangxi actively utilizes the Internet
and social media platforms, transmitting the joy of the festival and the
unique charm of Zhuang traditional culture to a broader audience through
live broadcasts and short videos. Even those who are far away can feel
the thick festive atmosphere and the flavor of national culture through

their mobile phone screens.

It is worth mentioning that the application of virtual reality (VR)
technology has brought about revolutionary changes to the cultural
dissemination of the Pumiao Huapo Festival among the Zhuang ethnic
group in Guangxi. Guo Ping once pointed out that virtual reality technology
will lead society into the era of immersive experiences by enhancing
people’s audio-visual senses and breaking through the limitations of flat
vision in the future (Cui, 2012). Now, this prophecy has come true. Through
VR technology, audiences can feel as if they are on the spot, experiencing
the ritual process of the Pumiao Huapo Festival and feeling the charm of

every detail.

In summary, the cultural innovation of the Pumiao Huapo Festival of
the Zhuang ethnic in Guangxi has achieved remarkable results under the
guidance of multiple theories. Inspired by the opinion leader theory, the
government has fully exerted its leading role, working hand in hand with
social forces to jointly participate in the inheritance and innovation of the
Huapo Festival. At the same time, the government has also strengthened

the agenda-setting function, using the “agenda-setting” capability of mass
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communication media to guide public attention to the intangible cultural
heritage issues of the Pumiao Huapo Festival, sparking widespread social
discussion and attention. In addition, the application of media
convergence theory has created new pathways for the digital
dissemination of the Pumiao Huapo Festival culture. The deep integration
of traditional and new media, along with the application of modern
technologies such as virtual reality, has not only changed the way stage
performances are presented but also allowed audiences to immerse
themselves in the unique charm of Zhuang traditional culture, significantly

enhancing the dissemination effect of the Pumiao Huapo Festival culture.

4.3 Dissemination Innovation of the Pumiao Huapo Festival of the

Zhuang ethnic in Guangxi

4.3.1 Integrated Marketing Communications Theory to Aid Cultural

Dissemination

Integrated Marketing  Communications (IMC) theory has brought
significant innovation to the field of marketing. Its core idea is to unify all
communication activities related to a company’s marketing, ensuring that
a consistent message is conveyed to consumers, namely “speaking with

one voice.”

During the Pumiao Huapo Festival, this theory has been skillfully
applied. To promote the widespread dissemination of culture, it is
necessary to create characteristic cultural fairs and creative experience
activities. By producing and displaying cultural and creative products on-
site, visitors can experience the charm of the culture. Additionally,
interesting QR code collection zones are set up in Guangxi’s intangible
cultural heritage experience halls and exhibition halls, combining
traditional culture with modern technology to provide a novel interactive

experience for visitors.

Furthermore, after creating characteristic cultural fairs and creative
experience activities, it is essential to establish cooperation with cultural

and creative stores, featuring Pumiao Huapo Festival cultural and creative
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products as special items for sale. A dedicated QR code collection area
for electronic bookmarks is set up in the stores, allowing customers to
enjoy the fun of collecting bookmarks while shopping. In addition,
collaborating with tourist attractions to establish QR code collection
points within scenic areas enables visitors to collect cultural and creative
bookmarks representing various attractions, thereby promoting the
dissemination of Pumiao Huapo Festival culture and successfully applying

the Integrated Marketing Communications theory in cultural dissemination.

4.3.2 Innovation Diffusion Theory to Boost Short-Video ICH
Dissemination

The core of Innovation Diffusion Theory lies in leveraging media power
to persuade the public to accept new concepts, things, or products, and
exploring the extensive role of mass communication in culture and
society. The theory posits that when new ideas or methods emerge and
are gradually recognized and accepted by society, this marks the beginning
of an era of innovation. Diffusion refers to the process by which this
innovation spreads within a specific group through certain channels over
a period. Rogers further refines the public’s perception of innovation into
five factors: relative advantage, compatibility, complexity, trialability, and
observability, and divides the entire innovation process into five stages:

awareness, persuasion, decision, implementation, and confirmation.

In the dissemination of the intangible cultural heritage (ICH) of the
Pumiao Huapo Festival in Guangxi, Innovation Diffusion Theory has been
vividly applied. To build a vibrant and creative short-video ecosystem,
multiple forces, including local government departments, educational
institutions, and women’s federations, have been mobilized for
meticulous planning and layout. The government and relevant
departments take the lead in playing a guiding role, strengthening top-
level design, and formulating special revitalization plans for local ICH.
Concurrently, a series of incentive measures for short-video dissemination

have been introduced to encourage major short-video platforms, such as
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Douyin, Kuaishou, and YouTube, to participate deeply in the dissemination

of the Pumiao Huapo Festival’s ICH.

In terms of specific implementation strategies, an “expert + local
representative inheritor + school” ICH dissemination model has been
proposed. In interviews, representatives of the Pumiao Huapo Festival’s
inheritors stated that this innovative cooperation model for ICH
dissemination through short videos is very ingenious. It fully utilizes the
resources of experts, local representative inheritors, and schools. Experts,
with their profound professional backgrounds and keen cultural insights,
lend authority and depth to the content of short videos, thereby
endowing them with academic value. As local representative inheritors,
they are responsible for ensuring the authenticity and vividness of the
content, which incorporates the rich cultural connotations and exquisite
skills of the Pumiao Huapo Festival, allowing viewers to experience the
unique charm of this ICH truly. Additionally, schools’ influence and
innovation capacity have successfully broadened the dissemination
channels, attracting more young audiences to pay attention to and
participate in the cultural inheritance of the Pumiao Huapo Festival
(Zhang, 2024).

The combination of “experts + schools” not only enhances the
educational significance of short videos but also leverages the platform
advantages of schools to disseminate ICH more widely among the younger
generation. Through this model, the enthusiasm of short-video creators
and operators is stimulated, driving the continuous enrichment and
innovation of ICH short-video content. Moreover, it helps to identify
suitable inheritors for the Pumiao Huapo Festival’s ICH, providing them
with systematic training and injecting new vitality and momentum into the

inheritance and development of ICH.

4.3.3 Application of Participatory Communication Theory in Cultural

Education and Experiential Inheritance
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Participatory Communication Theory originates from observations of
interactive phenomena in media culture, emphasizing the active
participation and creation of audiences. It posits that audiences are not
only consumers of information but also producers and disseminators of it.
This concept has gradually evolved into Participatory Communication
Theory, which advocates that audiences should actively participate and

interact with communicators to create and share meanings jointly.

In deepening the public’s understanding and appreciation of the
Pumiao Huapo Festival, an intangible cultural heritage, Participatory
Communication Theory provides a strong theoretical basis. In an interview,
Professor Deng, a university teacher, stated that their school places great
emphasis on traditional cultural education, integrating this concept into
every aspect of school education. Teachers use vivid storytelling to help
students experience the unique charm of traditional culture. The school
also designs immersive VR interactive classrooms, enabling teachers and
students to participate and experience the cultural essence personally.
Additionally, regular field trips are organized to historical sites, allowing
students to directly experience the profound cultural heritage (Deng,
2024).

To further explore the cultural value and social significance of the
Pumiao Huapo Festival, it is essential to promote relevant academic
research. By organizing thematic seminars, funding research projects, and
establishing academic exchange platforms, collective wisdom can be
pooled to jointly explore the protection and inheritance of this intangible
cultural heritage. At the same time, the Pumiao Huapo Festival should
also focus on strengthening its educational functions. Through cultural
classes, parent-child activities, and other forms, the history, legends, and
customs of the Huapo Festival can be popularized among tourists and
residents. Such activities not only deepen people’s understanding and
respect for traditional culture but also cultivate children’s interest and
love for it, effectively demonstrating the application of Participatory

Communication Theory in cultural education and experiential inheritance.
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Conclusion

The Pumiao Huapo Festival of the Zhuang ethnic, as an important
intangible cultural heritage, holds significant importance for cultural
dissemination and innovation in the context of the new era. Through in-
depth research on the cultural situation, cultural innovation strategies, and
dissemination innovation pathways of the Pumiao Huapo Festival, this
paper has achieved remarkable results. Under the model of government-
led and social participation, the cultural innovation of the Pumiao Huapo
Festival has been continuously advanced. By strengthening the agenda-
setting function, social attention has been enhanced. Meanwhile, the
application of media convergence theory has created new pathways for
the digital dissemination of the Huapo Festival culture, allowing more
people to immerse themselves in the unique charm of Zhuang traditional
culture. In terms of dissemination innovation, the application of Integrated
Marketing  Communications Theory, Innovation Diffusion Theory, and
Participatory Communication Theory has jointly promoted the widespread
dissemination and in-depth inheritance of the Pumiao Huapo Festival
culture. The application of these theories has not only enriched the
cultural connotations of the Huapo Festival but also enhanced its
recognition and influence, providing valuable references for the

dissemination and innovation of other traditional cultures.

Discussion

This paper thoroughly incorporates the research findings of
predecessors and proposes several innovations in exploring the cultural
dissemination and innovation of the Pumiao Huapo Festival among the

Zhuang ethnic group.

Firstly, this paper innovates in the construction of the theoretical

framework. Unlike previous studies that focused solely on cultural or
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communication perspectives, this paper integrates multiple fields of
knowledge, including culture, communication, society, and technology, to
form a comprehensive research framework. Particularly in the cultural
innovation section, the introduction of Opinion Leader Theory, Agenda-
Setting Theory, and Media Convergence Theory has enriched the research
content and provided strong theoretical support for the cultural

innovation of the Pumiao Huapo Festival.

Secondly, in terms of research methods, this paper adopts qualitative
research methods, specifically combining observation and in-depth
interviews. This in-depth field research approach enables us to gain a
comprehensive understanding of the cultural situation, innovative cultural
strategies, and dissemination pathways of the Pumiao Huapo Festival.
Additionally, this paper uses charts to systematically organize the
development course and cultural innovation practices of the Pumiao
Huapo Festival, making the research results more intuitive and easier to

understand.

Thirdly, in terms of research findings, this paper proposes several
innovative viewpoints and practical paths. For example, in the
dissemination innovation section, this paper explores the application of
Integrated Marketing Communications Theory in cultural dissemination.
Through characteristic cultural fairs, creative experience activities, and QR
code collection zones for electronic bookmarks, the culture of the Huapo
Festival has been successfully introduced to a broader audience.
Moreover, this paper examines the application of Innovation Diffusion
Theory in the dissemination of short-video ICH and the application of
Participatory Communication Theory in cultural education and
experiential inheritance, providing strong support for the widespread
dissemination and in-depth inheritance of the Pumiao Huapo Festival

culture.

The innovative theories presented in this paper have played a crucial
role in addressing the issues discussed. The application of Opinion Leader

Theory and Agenda-Setting Theory clarifies the government's leading role
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in cultural innovation and dissemination, proposing strategies to enhance
social attention and effectively solve the problem of low cultural
awareness of the Pumiao Huapo Festival, thus promoting cultural

innovation and practice.

At the same time, Media Convergence Theory has opened new
pathways for the digital dissemination of the Pumiao Huapo Festival
culture. Through the deep integration of traditional and new media and
the application of modern technology, the problem of outdated cultural
dissemination methods has been solved, enhancing the sense of reality
and immersion in cultural experiences. Additionally, the application of
Integrated Marketing  Communications Theory, Innovation Diffusion
Theory, and Participatory Communication Theory has jointly promoted the
widespread dissemination and in-depth inheritance of the Pumiao Huapo
Festival culture. These theories have enriched cultural dissemination
strategies, improved communication effectiveness, and provided strong
support for the continuous inheritance and development of the Pumiao

Huapo Festival culture.

In summary, the innovative theories introduced in this paper have
provided strong theoretical support and practical paths for the cultural
dissemination and innovation of the Pumiao Huapo Festival among the
Zhuang ethnic group in Guangxi, to a certain extent, solving the issues

discussed.
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