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Abstract

The purposes of this research are; 1) to study a level of self-efficacy, job resources, and
work engagement. 2) to study a relation between self-efficacy and work engasement. 3) to
study a relation between job resources and work engagement. 4) to study an effect of self-
efficacy and job resources on work engagement. The sample were 276 employees of the
correction department. This research employs a quantitative research method by selecting the
sample group with quota sampling and accidental sampling technique. The research
instruments were the questionnaire. The data were analysed by using frequency, percentage,
mean, standard deviation, correlation analysis, and multiple regression analysis. The research
findings are summarized that the level of self-efficacy, job resources, and work engagement are
in high level. Self-efficacy and job resources positively correlates with work engagsement at the
statistically sienificant level of .01. The multiple regression analysis shows that self-efficacy,
autonomy, and supervisory coaching positively affect work engagement at the statistically
significant level of .05. In addition, these variables are significant predictors for work engagement

with predictability of 34%.
Keywords : Self-efficacy, Job resources, Work engagement

unidn
drutlagtulilugavasnistundeuasughanisuuifndadsassandnisdounladliedn
FI5sAun1sdieq wisugia dean wazvalulad asrnisane q Tedndudecuiuds Wasuudas was

[y

Y ¢ A o % P ) LA v oo ) - s
mwesrnsiiiefivsadmula3eulunsudsdusgnddu lnonalnmanfidwlunsdumdeussanig
AfD “Au” AulunsimuissdnisiieygainudniaidadalinudrAgiunsiaumineinsyrpaitundn
Judumnuiimigvesesdnisinazvinedalsliyrainseanfiasvineu vunlii vy wazdidnanind

~ s o . I I PP ¢ . s < o v v =2
suelleanuilglunisinusduaud wedeliiinyssleniaandentdnis Fdutdagdulasinisfing
AunuinladendwaliniinauinninuidnuazuanmgfinssunuiinanurArenruyniulua

(Schaufeli, Salanova, Gonzalez-Roma, & Bakker, 2002)

avurniulue Wuanuidnfideduanegdslagannnesdesiumsienu msldsuanuifa

] P Y Py v o ° )
LR UATNITU Iﬂﬂu‘ﬂﬂamllﬂ']"lllaﬂwuiuﬂquﬂgj\laﬂﬂmg 3 U5en1g 1®LLﬂ ﬂjjﬂuwaﬂiuﬂqimjﬂju (Vlgor)



A 15 auuR 2 (nsnmAu - SunAU 2566)
10 Volume 15 Number 2 (July - December 2023)

21sens ssMUSHAU
Business Review

mjuwlunsyau (Dedication) uazanusanunilafieatuam (Absorption) (Schaufel et al,, 2002)
mnyanadanuBaduymilunsimudity yeeafagldanusanuaunsneg i afinussmeusda
Tnun1svinau UgjﬁamummwmwﬁwﬁmammmaéNﬁmﬁﬁammmmm (Kahn, 1990) Tnetladed
neliAsAurniulunuarsUeenduladenmsiuyanauasUadeneinuanuimsal Yademeinuaea
Renfuypdnamuazauannsavesyana liun mssuianuaunsavestes Faduiuusidsmaliiie
muduudslusyanadiuuan dednnlszendliifeimunasuimsianisazieliifanadwsifse
03An3lé dhuiladeymeiuaniunsaivniednuasresnuiitisatuayunsvinuvemdnaliduiaaans
Taun nswernslusru (Job resources) MUNETIANYUEVBIIUNIATUN1EAIN (Physical) Inla
(Psychological) &l (Social) ¥i3@@sfnns (Organizational) dusgdanusaraglvussqiiimng nsvdu
yaraliiinsiule Bowus wasiauisues wu dasylunisinu nisldsudeyadeunduainnismiinu
msafuayumsdeay MsaeusuaINTiviin (Bakker & Demerouti, 2007)
nsurwinsidumhsnunildunszuiunsgfsssuiasiavdnlumsenuauiesddlidulua
Afimnwveama wazuiluimumgAddodesddindumuduaud msvhauveadmiiswiasid
dnuauefiuaninenndisenismignudy 1 AefinisufiRnuegwieidenasn 24 dlus sioadnse
$nwinnsal deadesdunse UTRnusennuseunsy seinseis 1daaziBenituuasgndesusiug

=< o @

s uRntniegmsnasindrtnsvnisdu Ussnevivanmiymigiesdquan Javilndnsmads

Winth v dRenuldfiesme (nsus1wsiae, 2558) Inanigludminunusdndudwmiandiiang
WNenfuafomwanssuAsuiiuges Wewndnnulssanshuiuiiisg@unnsusynyuniwviodudian

ManumranulsEnaunTeng q @nnudwiaunusiil, 2561) lnedeyaadfanfoiqg1nlasuuduay

@

Junuludswdnunusnil nuirdwaunmssuudawasdunulugel we.2557-2559 d31auingau @iinay

n
)

abAUNIYTA, 2562) denaliiisoudmsoriamanuludminUnusiidng 6 uie laud anuindainandmin

Unusnil iumaauiidafiesuyusil damanuiiUadiiaenge Feudidwinuyusil Seudnens
$a3 woetuanuTemjunans funliiweswaudFostufingetu Soilidmiidomiasidniduas
ausuRnteuiisanniu Ssenavilidmihiliaanumiesdn Wewine SAnyniulunutiosas uasvhly
Uﬁﬁ’aq’mlmﬁuﬁ (NSNS U9, 2558)

Mnmgrafenandedy §ifeddauaulafiazdnuidesnisiuianuamnsavesmulomuas
ninenslunuiidsmasemnuyniulunuvsadwihiswinsiludmisuyusd suanduustlowide
fuimslumshlufinnsanuiulse uily ueginunulovesvesesinmsiduaialiyamnsifinanugniily

NUIALINATY WaiAaLasUsEaVENnYeesin1ssaly



U7 15 aouA 2 (nsnAL - SuAU 2566)
Volume 15 Number 2 (July - December 2023)

2sans ssHAUSAAU
Business Review 11

IUILEIANIIINY
1. Ainwseaun13suiANaNTaveInueY ninensluny uazanugniuluam
2. AnwAnuduiusseninansiuianuanavewmueaiuaugniulu
3. Anwipuduiusseninminensluauiuanuyniuluay

4. Anwdvanavesn1ssuinNaNITavemwearnIneInsiuundmadeauyn il

AUNAFIUNTTITY
1. Ns3uiANNaInsaveIuesliauduRusSIsuIniuAURnRulua
2. ningnslurudianuduiusnauinduanugniuluau

3. M3suinnuanIavenuILaEnInensluudransuIndeauEniuluy

Henudniianiz

ns3uienuanIvesnues vineis mnudsluinusuazanuannsavesmuesindidnenmi
Jrasndansantunisaling q WiuszaunudiSanudnedisd3ldedeilussansam wu 1
ausiiladmuasinavlddnss hitnuduezenualnufezannsavimanuesnunléd wazilain
aueahnuldfniaudy

n3wenslunu mnefls audnvarvesnuitisatuayuliyanaannsaussgimunglung
yi19u 1w nsfiyanaiidaszlunisiinu awisorusutazdadulalddenutes msldsudoya
dounduluau tielisuisdsivinlffuazasiiansiauilunisyham msldfunmsaiuayumedaesan
Weusiuau fanuduiusiinsetusardismdesulunisieu nsiivndineslidwuziiuay
Premaslunsineu

o =

ANuRnTUluOy vingds msnndnauianuidngniusasiauddydva danuvdy

v nszdeTesu uazvunyuegivnu nisdeidnaiilanasiianugulunisineu



21sens ssMUSHAU
Business Review

A 15 auuR 2 (nsnmAu - SunAU 2566)
12 Volume 15 Number 2 (July - December 2023)

NUNIUITTEUNTIY
wurRnANENRLTUIIY (Work engagement)

Anugniulunu vueds azndnlavesyanatsrsegliasuwladlunuaniunisainie

=

Wadudvddadwmdatiaanidu yanaiilanugnifuluayssdaiiuedu vuwmlunisiany

N

A A v o a - o ~ a8 Al v oo A Vo w
NIEMNBDIDIU NLL?QUUWWE{LQ ARTINTUABDEINNINEY uﬂ@ﬂuﬂﬂﬂﬁﬂh%l@ﬂﬂﬂu LLG%&I‘G@I‘NWQ 2AUNTU

nasaia Usznaudie 3 asdusznau Taud 1) arudndalunisviniau (Vigor) iudnwuzaasaudings

wasidnlandanguaslurueiviing urratiinadnnnazinanunetenlun i wagdiaetulay

EREKT

o

o o | ° B N A 4' P ] ° 2
NI NUAINNYINATUN 2) ﬂ'NQJVI}ILVI‘IUﬂ'ﬁVHQWU {Dedication) ﬂaﬂWiﬁ/luﬂﬂaNa?u5?§JIUﬂ7§WWﬂWULUU

<

ag1unkaziiussaunisalidnfaninudidy Arnunseiesesu usatuaiala wavauniagile
3) anufaniduniladioatuau (Absorption) yaraazisamaulalusuodiaduil fdninadiuly
06190157 WageINTIagAaaleeanaINN1IneTY (Schaufeli & Bakker, 2004)

ansgniulusudutedeiiliAnnafifdeyanauazesdnig duatsaidewuimnyaainsd
mm;dﬂﬁuiumquxﬁwamiﬂﬁﬁamuﬁgqﬁu (Bakker & Bal, 2010) fingdnssuntsifuauriniifvos
93F13 Frowmdenudu 4 Mdulsslemifiuenmilonnauremuies (Arani, 2013) faupdiinneu
Fanfewelaluay wazdnugniiusessdnis (Hakanen et al., 2006)

WUIRANITFUAMAEINNTAYBIAULAY (Self-efficacy)

MsuiAnuaIIsaredaules vaneis nsiiyanaiusudedadulafisatumiuaninsavesmnuies

Wenasladnnisuazandunisnazvimgingsusing q hussadminefdeanisusesald wasnisius

¥
YY) o

Avanusavesmuatlilafuagiurinueill uidlusdiumsindulavesyanalmminwianuisavirle
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mmsaﬁwmmﬁuﬁmmmmamammaﬂﬁmﬂ@w%waﬁy’q 4 unasiian
Wenfupudnivewulusin (Mastery Experiences) 2) Uszaunisaiainn1sdunssianuy (Vicarious
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fiandngs (Stajkovic & Luthans, 1998) taneadaym arudninudanuansageasyiliaulady
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NS TN UL LI AR LR AIINABIN1SYBIUAUNSHeIns Ty (Job
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uazdalafilaen11uaodn1510991U (Xanthopoulou et al., 2007) LLazszi'mLﬁmLimuq‘LﬂIﬁﬁ’uwﬁfmm
(Hackman & Oldham, 1980)
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{(Halbesleben, 2010) LLasmmiavﬁmammgﬂﬁulumuiéf (sfiwsseu audnsiin, 2557) davun
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ATauUIAkaani (Cronbach’s Alpha Coefficient) lamiduUszd@nsasouuiausani Ae n13¥us
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ANNAILNTOVBINULEY (OL=.946), NSNENT LU (01=.918) LLazmeﬂﬁﬂmm (01=.941)
mMslnsenteya Idadifdanssaun (Descriptive Statistics) lun1sussenednvuyvesdoya Lay

dafifigeaunnu (Inferential Statistics) lan ArduUseansanduiusuuuiiiesdu (Pearson’s Product

Correlation Coefficient) LLazﬂWﬁmﬁzﬁmiamaawvjﬂzu (Multiple Regression Analysis) WuuAnLaan
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NANTSITENUID i’ja%’aﬁdma@iammgﬂﬁﬂmmﬁ 3 Jade laun dasslunisvinau (B=.302,
p<.05), mi%'uifmmmmimaﬂmmaﬂ (B=.295, p<.05) wagn1saauIUIINTINGT (B=.160, p<.05)

auddu Tngenunsasiudunensalanusniulunuldsesas 34 dannsed 4

A15197 4 Apsianensalsaiaunsaiiugaugniulueny
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< o o
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Abstract

This aims of this research is to explore 1) The impact of different individual factors on
attitudes towards the use of android smart phones, 2) The effect of different perceived of
technologies on attitudes towards the use of android smart phones. This research is quantitative
research where questionnaires were utilized as a tool to collecting data. The population of the
survey were those who have used or using Android smart phones and resided in Bangkok and
vicinity provinces. Sample of the research were 385 people. Statistics of this research were one-
way Anova

Results of the research demonstrated that the samples who were Android smart phone
users had high levels of perceived usefulness of technologies, while the ease of use of Android
smart phones were at medium level. In terms of personal factors, including the diffential of age,
education, occupation and average monthly income were contributed to the attitudes towards
the use of Android smart phones, excepting the diffential of genders had no effect on the attitudes
toward the use of Android smart phone. Research hypotheses founded that the different
perceived of technologies were contributed to the different attitudes towards the use of Android

smart phones.
Keywords : Personal Factors, Technology Acceptance, Attitude, Android Smartphone
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Abstract

The term of social innovation has been increasingly recognized in recent years. However,
there is still lack of consensus definition and practice. The objective was to explore the social
innovation that can be led to social enterprise growth in Thailand. The method was multiple
cases study, which was qualitative research. Purposive sampling and the extreme cases were used
to select 10 social enterprise owners and in-depth interview 10 social entrepreneurs. A data was
analyzed by using grounded analysis. To get validity and reliability information, the interview to
the expert of social entrepreneurship who has experienced in many years, this will give a reliable
on the information. The results indicated that social innovation was improving the quality of
community life by developing social services and new products, looking for solutions to create
social change, developing new training techniques to increase the innovative capacity of the
cormmunity, new technologies to solve problems and find solution to social need, creating novel
ideas, ways to increase social interaction, looking for opportunities, and useful for community
without any expectation of any financial benefit. Thus, each of social innovation is creating the

impact to the society and community area that each of key informants lived in.

Keywords : Social Innovation, Social Enterprise Growth, Social Value, Social Enterprise

Introduction

The term of social innovation has been increasingly recognized in recent years (Eichler &
Schwarz, 2019) in terms of academics research (Silveira & Zilber, 2017) and practice. Social
enterprise that has adopted social innovativeness approach is going to be as the new

phenomenon in Thailand. However, the concept of social innovation is still infant stage in
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Thailand, but it is still going to be a driver for social enterprise growth or even to the pathway of
strategy (Soma, van den Burg, Hoefnagel, Stuiver, & van der Heide, 2018).

Thus, there are many ways of creating social innovation that can be driven by such markets
(for example, open source software or organic food), movements (for example, fair trade), and
academia (for example, pedagogical models of childcare), as well as by social enterprises
(microcredit and magazines for the homeless) (Mulgan, Tucker, Ali, & Sanders, 2007). By creating
social innovation, it creates the social value (Mthembu & Barnard, 2019) that meet the needs to
solve the social problems and growth of social enterprises.

In Thailand, the interest and the study of social innovation have widespread more widely
than in the past. Especially from those who do work in practice both university, foundation, non-
profit organizations, and social enterprises that support for creating social innovation. As for
government sector, National Innovation Agency, Thailand (NIA) is an organization that is stimulating
and promoting on the concept of social innovation with three key values; prosperity, healthiness,
and happiness.

Therefore, social innovation is one of the backbone of national development with
scientific and technological innovations. For social entrepreneurship and social enterprise, the
underlying objective is to create social value. Social entrepreneurs are important because they
see new patterns and possibilities for innovation and are willing to bring these new ways of doing
things to fulfilment (Carmo Farinha et al., 2015). Thus, creating social innovation is the solution
for the social need and social enterprise growth.

The objective of this research paper is:

® To explore the social innovation that can be led to social enterprise srowth in Thailand.

This study’s research question is as follows:

® How can social innovation be leading to social enterprise growth?

Theoretical Background

Social innovation

To define the word social innovation, at first, we illustrate what innovation means, and
then examine what social means. Then, we first talk about innovation. The first stream is exploring
the organization and social process that innovation, such as individual creativity, organizational

structure, environment context, and social and economic factors (Guha, Majumdar, & Marakkath,
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2015). Another stream approaches innovation as outcome that apparent itself in new products,
product features, and production methods (Guha et al.,, 2015). Process or outcome have to meet
two criteria. The first is newness. The second is improvement. In term of social, it has a broad
definition. One of the finest thinker in the field of social entrepreneurship and social enterprise
use social to describe very different things: social motivations or intentions, the social sector as a
legal category, social problems, and social impacts (Mulgan, 2006). According to Gregory Dee’s
classic article, the meaning of social entrepreneurship, he identified that it is the adopting a
mission to create and sustain social value (Dees, 1998) as central to the distinction between
business and social entrepreneurship.

Thus, the term of social innovation has been used increasingly in recent years (Eichler &
Schwarz, 2019). Mulgan (2006) identifies that social innovation refers to innovation activities and
services that are motivated by the goal of meeting a social need and predominantly diffused
through organization whose primary purpose are social. In entrepreneurship perspective, there is
an address issue on social innovation by Dees and Anderson {2006) so-called social innovation
school of social entrepreneurship. The understanding of social innovation within this literature

«

emphasizes as social change. And Dees (1998) views social entrepreneurs as “ change agents”.
Martin and Osberg (2007) also mentions that the importance of social change by referring to the
entrepreneur as someone who develops a new solution that dramatically breaks with the existing
one.

Furthermore, Carvalho (2016) had done the research and interviewed 13 social innovators.
The results indicated that they become social entrepreneurs because they aimed, first of all, to
respond to a social need or problem without distribution of profit. Their products or solutions
became social innovations because they had success in the market or in the organization
( Carvalho, 2016, Management Association, 2017). Therefore, the success of these social
entrepreneurs is related with the promotion of New Business Model (NBM) based on having
creating behavior by proposing new solutions, producing multiple values, namely, to individuals,
to planet, to economy, and to society; on sharing resources among partners; and, in fewer cases,
on trading, mainly with services exchange, and the generation of value other than profit (Carvalho,
2016; Management Association, 2017). Thus, social innovation occurs when through the social
entrepreneurial action, the newness has success to the market and it has the contribution to

economic and social sustainability.
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As a result, this research will define the social innovation as the social entrepreneurial
action or activity, social practices, and products or solutions (sood, service, process or idea) to
meet social needs and create new social relationship had success in the market or in the
organization.

Social innovation in Thailand

Social enterprises have existed in Thailand for many decades, but they just came into
formal identification in 2010. To respond to the worldwide trend of the social enterprise, the Thai
government has settled this concept for solving Thai social problems and promoting beneficial
activities in society by deploying the social enterprise approach. The effort for promoting social
enterprises was introduced by the cabinet in 2010. The Social Enterprises Master Plan 2010-2014
was also approved and the Social Enterprise Promotion Commission was appointed as a
mechanism to give the private and third sectors a new role. In 2016, Thailand Social Enterprise
Office (TSEQ) was closed due to ended governmental funding program support. Then, National
Innovation Agency of Thailand has become the major role for establish social enterprise and
stimulating encourage these social entrepreneurs to create social innovation by opening the
division of social innovation in 2016.

Social entrepreneurship, Social enterprise and social innovation are closely related
concepts. Social enterprise’s owner, who is social entrepreneur, creates social innovation to have
widely impact for solving social problem. The term of social of innovation has become more
popularity in academics research and practical day-to-day. In Thailand, with the promotion and
supportive of National Innovation Agency of Thailand (NIA), NIA has encourage to establish social
enterprises that can create social innovation that are addressing to the social and environmental
needs to solve the problem. Key values are prosperity, healthiness, and happiness {National
Innovation Agency, 2019). However, the concept of social innovation is still infant stage in
Thailand, but it is still eoing to be a driver for social enterprise srowth or even to the pathway of
strategy (Soma, van den Burg, Hoefnagel, Stuiver, & van der Heide, 2018). NIA defines social
innovation as an application of new ideas and appropriate technology to improve the quality of
life of communities and environment, which will lead to equality in society and can reduce the
problem of inequality in a solid way (National Innovation Agency, 2019). In addition, there are
also other private, non-profit, and non-government organization that do promote the creation of
social innovation such a social innovation foundation, Buddy HomeCare Social Enterprise Co.,

Ltd., FARMTO Thailand, and etc.
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Social enterprise growth

Firm growth is related very closely to firm survival. Hence firms that experience continuous
growth will have a higher probability of surviving in the market (Teruel-Carrizosa, 2010). It has also
consequences for employment. A positive rate of growth implies a net creation of new jobs, while
a negative rate implies the net destruction of jobs (Teruel-Carrizosa, 2010). Job creation and job
destruction are closely related to the ability of incumbents and new entrants to grow. The third
factor behind the importance of firm growth is its effect on economic growth {Teruel- Carrizosa,
2010). Then, it is a way to introduce innovation and is an idea of technological change (Caselli,
Pagano, & Schivardi, 2003). Finally, to measure of social enterprise growth, it can be measured in
different ways and this is depending on the author of research purpose. The growth of social
business or social enterprise can be measured by many other factors. Some scholars studied the
growth of these social business by looking at the expansion of production and the continuous
development of the new customers group (Brooks, 2009). Other scholars believe that the basic
mission of social enterprises is to create more social externalities and solve social problems,
rather than to satisfy the economic interests of individuals and shareholders (Thake & Zadek,
1997). As social business or social enterprise is focusing on the dual mission in this research, the
definition of social business or social enterprise growth is generally to be both economic and
social interests (Ge, Xu, & Pellegrini, 2019). Moreover, in term of innovativeness, as social
entrepreneurship is more constrained by resources and opportunities than by commercial
entrepreneurship, social entrepreneurs need to have a higher level of innovation and initiative to
advance their actions (Nordic Council of Ministers, 2015). As a result, the growth is measured by
using sale, number of employee, and sccial impact for this research.

Social innovation and social enterprise growth

Social innovation is the new concept for academics and practitioner (Guha et al., 2015)
that can be used to apply the world of social and economy development. The understanding of
social innovation within this literature emphasizes as social change. Dee (1998, p 4) views social
entrepreneurs as “change agents”. And Dees and Anderson (2006, pd4) refer to Jean Baptise Say
and Joseph Schumpeter by stating that social entrepreneurs is as the reform or revolutionize the
patterns of creating social value, shifting resources into higher areas of higher areas of higher yield
for society. Martin and Osberg (2007, p 33) also mentions that the importance of social change

by referring to the entrepreneur as someone who develops a new solution that dramatically
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breaks with the existing one. With the Schumpeter and Dee and Anderson concepts, social
innovation is a new activity or process, or a new product or services that is driving to social change
and social evolution that can be led to the growth. Some scholars argued that organizations
should not spend time on anything other than increasing profits (Friedman, 2007) as it is not in
the best economic interest of an organization and will not have a positive effect on performance
(Hamilton, Jo, & Statman, 1993) or growth. Many have found mixed results in the realm of
corporate social responsibility {Orlitzky, Schmidt, & Rynes, 2003). Interestingly, when examining
social innovation in the industry, evidence from prior research indicates that socially responsible
investing is profitable (Kempf & Osthoff, 2007). It is therefore possible that the positive relationship
between financial performance or growth and socially responsible investing will also hold in the

context of the social enterprise.

Research Method

The paradigm of this research is the constructivism in which is qualitative research. A
gualitative research is taken in this research to be better understood of key informants in social
entrepreneurship.  All qualitative research is characterized by searching for meaning and
understanding what meanings people attach to things in their lives (Merriam & Grenier, 2019). The
research strategy is a case study in which this study is using multiple-cases study to explore the
determination of social innovation. As a result, the process of qualitative research is to reply as
much as possible on the key informants’ views of the situation being studied (Creswell & Creswell,
2013). The guestions become broad and general so that the key informants can construct the
meaning of a situation, and meaning typically forged in discussion or interaction with other
persons. From the result of this method, the researcher can come up with the new model for
determination of social innovation in the Thai context. Therefore, this research is to explore the
determination of social innovation that attempt to maximize dual mission. By taking case study
approach, this research can be more understand what characteristics and motivation of creating
social innovation and social entrepreneurial activity that can benefit to society. Therefore, in this
research, there are 10 social enterprise owners. These are the extreme cases and the most well-
known by magazine and TV channel interview. This research is mainly focusing on well-known

social entrepreneurs, which is situated their business in Chiang Mai province, Thailand. Moreover,
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purposeful sampling is a technique widely used in qualitative research for the identification and
selection of information-rich cases for the most effective use of limited resources (Patton, 2002).
This involves identifying and selecting individuals or groups of individuals that are especially
knowledgeable about or experienced with a phenomenon of interest (Cresswell & Plano, 2011).
With purposeful sampling, the samples has drawn out from the criteria of Social Enterprise Office,
National Innovation Agency, and Ashoka organization. According to Thai Social Enterprise Office
(TSEO) and EMES European Research Network, the offices have stated criteria for being social
enterprise or social business, so there are 5 criteria as following; 1) target and social purpose 2)
financial sustainable that has income from selling the product or services 3) the process of
producing goods or services that has to be environmental friendliness and faimess to society 4)
the business has to circulate income or profit to invest the business for future or expand for more
of social impact rather focusing on the shareholder, and 5) the business is being good governance
and transparency. For the data collection, the data is recorded by using electronic recorder and
taking note. Before scheduling for interview, the researcher will use the telephone call requesting
the permission to interview the social entrepreneurs. In addition, we ask for permission and
agreement for interview. The in-depth interview was scheduled and used the time for at least
one hour or more for some cases. The in-depth-interview will be taken place in each of social
entrepreneurs’ organization. According to Thechatakemg (2012), to get validity and reliability
information, the interview to the expert of social entrepreneurship who has experienced in many
years, this will give a reliable on the information. In this research study, the research is a using
multiple case designs approach to find the answer. However, for qualitative research to get rigor
analyze, the researcher is using grounded approach to analyze the data. Strauss and Corbin {1990)
had created a series of data analysis steps for grounded theory that consists of open coding, axial

coding, and selective coding. Therefore, we would describe the coding analysis for each variable.

Results

Social innovation in the perspective of social entrepreneurs

The purpose is to explore the social innovation that can be led to social enterprise growth.
On the finding, the researchers were using semi-structure interview guiding question to ask the

key informants. These questions were “ Describe how can you think of social change happen?”,
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“ Describe what social innovation would/ might be look like?” , “ How has your social
entrepreneurship and social innovation practice affected others in your life?”, “ Please describe
social value from the perspective of a social entrepreneur.”, and “ Describe your social mission
and how this has shaped your social innovation.” Therefore, the researchers concluded the
summary result to each question as the open coding for analyzing the data. In this section, the
researchers explained social innovation in the perspective of social entrepreneurs.

Social entrepreneurship and social innovation practice affect others in life

To answer this question, the researchers summarized for each interview. SE1 has
mentioned that “ massage can help people to feel relax and even sometime can treat muscle
ache.” In addition, SE1 also mentioned that “when many people know about Thai blind massage
and getting famous, he started try to look for blind person to help them to have a job.” He was
also saying that “by doing this business, he can help blind people in Chiang Mai to improve their
quality of living and at least these people will have a job to do.”, so he had taught blind people
know how to massage that created a job.

As SE2, he has mentioned that “before you start doing something, you need to know the
problem in the society, once you know the problem, you can find the way to solve the problem.”
SE2 is originally an Akha hill tribe. At Akha hill tribe, many people grow the coffee tree, but the
problem is that they do not know how to sell coffee beans. SE2 sees this problem and it becomes
an opportunity to do the business. At same time, it will help to solve the problem in the society
and can also improve quality of living.

As SE3, Thai craft tribe has the purpose clearly on the Fairtrade. With Seven Hill tribes of
Northern Thailand are involved in the project: the Akha, Hmong, Karen, Lahu, Lawa, Lisu and Mien
groups, so that they can have better quality of life.

As SE4, this social business is to help the poor villagers in Northern Thailand by siving
thermn a way to earn a living. SE4 also provides training to equip northern Thailand’s disadvantaged
rural villages, with skills needed to create marketable products to sell around the world.  With
their new empowering trade, villages are able to earn a decent income and create their own
businesses. It is also as the idea of Fairtrade.

As SE5, this is the Buddy HomeCare. The aim of this business is to help the elderly person’s
development. In fact, because of this business, | will help other people in the family that has the

old person in their house, so member in the family will not need to be worry when they are away
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home. Actually, this business is not only helping the older person’s development, but it will also
help other who is the family member to improve their quality of living. This is innovative service
model in the aging society.

As SE6, this is one of the most famous tea business not only in Thailand, but also exporting
to at least more than 10 countries. Raming tea has created this business with participating and
preserving local culture. Especially producing organic product, the owner had to find the way to
produce organic tea, which took 12 years to become success and became one of the world
leading organic tea producer.

As SE7, Rai Rung Rang is another example of producing organic fruits and vegetables. In
fact, he has created private learning center of how to grow crops to children and youth because
he believes that passing on the knowledge to the young one can build the inspiration of becoming
a farmer and Thailand is well-known as the agricultural country.

As SE8, Homestay is common word for tourism business, which is one type of hotel
business, but it is different in Homestay Mae Kom Pong. By creating of Po Luang, who is the most
respectful village leader, he had created Homestay, which you will feel that you are safe and you
rent for the whole village. This is another type of innovative services for Homestay business.

As SE9, this is not typical recycle business, but everyone calls “ School of Recycle”. The
owner had participated to teach waste managsement in the community. To keep clean
community, she had tried to encourage people in the community know how management their
own trash. Not only they can make some money, but they can also keep community clean.

Finally, as SE10, This is another type of producing organics farm. With the knowledge and
know how to produce in the proper way, he has encouraged other farmers continuous producing
organic product. He has also created a network that is called as organic network. With the brand
of BoonDamrong, everyone knows as organic product seller.

As summary of social entrepreneurship, social innovation, and social impact practice affect
others in life, the researchers concluded that there were several types of social entrepreneurship,
social innovation, and social impact practice that affect to people in the society. Social
entrepreneurship is a new business model that combines a social goal with a business mindset
( Witkamp, Royakkers, & Raven, 2011, p. 667). Also, social entrepreneurship involves an
entrepreneur that creates something new, taking existing ways of doing things, and creatively
transforming them into a more effective way of meeting needs, the novelty lies in new, and better

combinations of existing knowledge. In this way, social entrepreneurs will provide social
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innovation to the society. Leadbeater (1997) has supported that social entrepreneurs will be one
of the most important sources of innovation. Social entrepreneurship and social innovation are
closely related term that will lead to have an impact for society and community.

Social value shape social innovation

All social entrepreneurs talk about social value that is the way of creating to the social
and environmental impact. It is the value that contribute to society helping one who is
disadvantage. For SE1, the value of this business is to help the handicap person especially blind
person, so blind person can have a job. Also massage therapy is to help other people who want
to come to loosen the muscles. In fact, for some occasional, SE1 will provide a free massage and
teach to other blind person for a free lesson. Moreover, for SE2, even though this business is a
coffee business, but the main purpose is to solve the problem of hill tribe people to create the
value add on the product. Because growing coffee beans is the main occupation of this hill tribe
people, SE2 tries to find the way of creating value added to the coffee beans and pass on to
other hill tribe pecple, so these hill tribe people can sustain their living by themselves. In addition,
for SE3 and SE4, these are the business that has created social value by finding the market to sell
hill tribe product as well. Most of the products are handicraft or hand-made product. In
partnership with World Fair Trade Organization, every year, WFTO will come assess of how these
businesses has the social impact to the society that is the member of these business. There are
10 Fairtrade principles that these two businesses have to follow. For SE5, it is another social
business that has formed from the Foundation for Older Persons’ Development. Due to the
problem of becoming to ageing society, there will be a lot old people in the society and some
of them are left out. Nobody has taken care. Therefore, the main purpose of this business is the
help old person to have some activity and see the value of them. So, they don’t feel left out
from the society. In fact, it will improve the quality of living for the old person. For SE§, the
impact of this business had affected to mostly Muser people for at least over 200 households,
increasing income for at least 200,000 — 300,000 Baht per year, and better quality of life. For SE7,
social value and mission are focusing on the children and youth to create private leaming center
for organic farming. For SE8, with the creation of a new way of eco and community-based tourism,
homestay Mae Kom Pong is another example that has everyone in the village getting involve in
every step. For SE9, “School of Recycle” is another name for Wongpanit Kungwaree. With setting
involve in the community, this business is the best practice for helping people know how to

manage on their garbage. Finally, for SE10, with Intelligence Incubation Station and organic farm
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network, he has also created the Fairtrade on the organic product. With his new model of doing
business, he can increase a bargaining power to larger distributor or channel, so that organic
vegetables and fruits producer can sell at the fair price.

As summary of social value shape social innovation, the researchers concluded a result
that each of key informants has social value that is shaping to create social innovation. For
instance, social values are such an improve quality of living, hisher income for the household,
create more jobs. These social value has led to create social innovation such a massage by blind
person, fair trade, organics product, community-based and ecotourism, School of Recycle, and
Learning Center. Alex Nicholls (2009), defines social entrepreneurship as any innovative action
that individuals, organizations, or networks conduct to enhance or reconfigure existing institutional
arrangement to address the inadequate provision, or unequal distribution, of social and
environmental goods. As for doing business and creating social value at the same time, social
entrepreneurs are nowadays becoming more and more like traditional entrepreneurs, however,
their difference lies in their mission and social value (Selladurai & Carraher, 2014). Social
entrepreneurs are concerned with creating and maintaining social value, while traditional
entrepreneurs are concerned with maximizing profits and growth (Letaifa, 2016). As a results, this
research results will provide the evidence that social value is leading to shape social innovation.

Coding process

Social innovation

Findings of this research, the researchers have found the concept of social innovation.
Thus, the researchers present data from the ten social entrepreneurs to show, in a structured
manner, how the researchers reached the themes from the first- order coding and second- order
coding. The researchers provides representative quotations supporting each of our second-order
coding. The researchers also used guotations in the text so as to provide a clear understanding
of our analysis. Therefore, the researchers present the result as following.

By the entrepreneurship perspective on social innovation, it views as driving to social
change and social evolution {Dees & Anderson, 2006). In the statement of Westwood, social
innovation “aims at filling new needs not taken on by the market or creating new, more suitable
ways of giving people a place and a role in economic and social life” (Jeppesen, 2005). The role

of social innovation, by other authors, is the empowerment of people and as a way of creating
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social structure and contributing to economic dynamis (Avelino et al., 2019) and leading to social
change. From the key informants in this research, the researchers have key points of social
innovation. Therefore, the researchers present the coding of social innovation of each social
entrepreneurs that the researchers have interviewed.

As a results, these concepts coding of social innovation is presented above. In some way,
the notion of social innovation aims to look as innovation of social practice (Eichler & Schwarz,
2019). This standpoint lays emphasis on the social purpose of innovation, the need to deal with
social changes, and where networks and social innovation workshops are critical for innovation
diffusion and to reach systemic change. As in the words of improving, developing, creating the
new idea, and using new technology, it makes social innovation as the new combination of social
practices (Eichler & Schwarz, 2019). It is consistent with Cajaiba- Santana (2014) that social
innovations are new social practices created from collective, intentional, and g¢oal- oriented
actions aimed at prompting social change through the reconfiguration of how social goals are
accomplished. Therefore, social innovation is about improving, developing, creating the new idea,
and using the new technology to make a social change and accomplish the social goals.

Growth

For srowth, the researchers have found that there is a key main factor of how they
measure. Thus, the researchers present data from the ten social entrepreneurs to show, in a
structured manner, how the researchers reached the themes from the first-order coding and
second-order coding. The researchers provides representative quotations supporting each of our
second-order coding. The researchers also used quotations in the text so as to provide a clear
understanding of our analysis. Therefore, the researchers present the result as following.

To measure the growth, the researchers found that all social entrepreneurs have
confirmed that their social businesses have the impact to the society. These social businesses
can solve the social problem by looking at income of people increase and job opportunity, so
they can sustain themselves. Here is some comments that support quantitative measurement.

SE1. “I have kept tracking of my blind student after they have finished the massage
course. | go to see how they are living with my assistant. | found that some of them have gained
the income because they can buy some facility. However, some of them are not really better,

but at least they have a skill of massage so that they can use this skill to make a living.”
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SE2. “I| can see that people in the tribe have a car, higher income, and can buy some
other facilities. Some of them can create their own business and make their own brand.”

SE3. And SE4. “ Because these businesses are the member of World Fair Trade
Organization, this organization will come to assess the impact to the society such as an increasing
income” as | have mentioned earlier.

SE5. “How | measure the impact of my business, | calculated from number of amount of
investment, and number of old people that they can help.” The owner has mentioned that he
was measuring the social impact by using Social Return on Investment (SROI).

SE6. The growth of the company is measured by earning income and number of
employee. In order to keep it as organic product, international organization from USA, Canada,
and EU will come assess in every year. Not only, they are here to check on the soil, but they will
also evaluate the quality of living in the community.

SE7 and SE10. By measuring the growth of their business, selling the product and income
of business is the key goal for sustainability. For social impact, because of forming of an organic
producer group, the sellers can sell their product at the fair price, so they can improve quality of
living and earn higher income per household.

SE8. He mentioned that he operated homestay just like any other business. In order to
sustain the business, number of customers or tourists is how they measure their own business.
Higher of tourists will have higher income per household.

Finally, SE9, the growth of business is measured by the profit and the number of people
selling their garbage.

Furthermore, another type of measurement, it is hard to measure. All of social
entrepreneurs have mentioned that “most people as their target group have improved the quality
of living or well-being.”

As a results, the growth measurement is concluded by in term of financial and social
impact of social business. Like most businesses, business growth is often associated with specific
survival and success goals, such as financial indicators, which, like sales, takes different forms
{Delmar, Davidsson, & Gartner, 2003). The growth of social business or social enterprise can be
measured by many other factors. Some scholars studied the growth of these social business by

looking at the expansion of production and the continuous development of the new customers
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group (Brooks, 2009). Other scholars believe that the basic mission of social enterprises is to
create more social externalities and solve social problems, rather than to satisfy the economic
interests of individuals and shareholders (Thake & Zadek, 1997). As social business or social
enterprise is focusing on the dual mission in this research, the definition of social business or
social enterprise growth is generally to be both economic and social interests (Ge, Xu, & Pellegrini,
2019). Moreover, in term of innovativeness, as social entrepreneurship is more constrained by
resources and opportunities than by commercial entrepreneurship, social entrepreneurs need to
have a higher level of innovation and initiative to advance their actions (Nordic Council of
Ministers, 2015). The results of measuring srowth is sale, number of employee, and social impact
for this research. This coding results of social business or social enterprise growth is consistent
with the study of Ge, Xu, and Pellegrini (2019) that they have used sales, number of employees,
and market share as the key economic measurement, and social benefit, donation, beneficial,

and improve quality of life or well-being as social impact measurement.
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Discussions

The purpose is to explore the social innovation that can be led to social enterprise growth.
Commission European (2011) define social innovations as new ideas that simultaneously meet
social needs and create new social relationships or collaborations. They are innovations that are
not only good for society but also enhance society’ s capacity to act. Social Innovation is about
the idea of doing things new that has the impact the society, but then, it is not just any “new
idea” (Oejj et al., 2019). For the social sector, social innovation has to be an idea in the form of
a product, service or method that creates change performs better than existing solutions and for
which the value accrues primarily to society. By adopting and creating social innovation,
social enterprise is about the business model (Gasparin et al., 2020). It is a business whether
operated by a for-profit or nonprofit that has a dual mission of both maximizing social impact
and financial return. In additions, social Entrepreneurship is about the mindset. Social
entrepreneurs are change agents (Dees, 1998; Koehne & Woodward, 2018) who are relentless
about fashioning bold and creative solutions through the creation of new organizations to create
social change.

As the key informants, we can conclude social innovation as improving the quality of
community life by developing social services and new products, looking for solutions to create
social change, developing new training techniques to increase the innovative capacity of the
community, new technologies to solve problems and find solution to social need, creating novel
ideas, ways to increase social interaction, looking for opportunities, and useful for community
without any expectation of any financial benefit. This is correspond to the other research that
social innovation can contribute to changing behavior across different institutional settings, across
markets and public sectors, and to enhancing bottom-up responsible inventiveness towards
integration of social, economic and environmental objectives (Soma et al., 2018).

Our results have also found out that social innovation is developing new technologies to
solve problems. This can be called as “Digital Social Innovation” (Cangiano et al., 2017). Cangiano,
Romano, and Loslio (2017) have pointed out that “ digital social innovation” was introduced to
describe a wide range of projects that use digital technologies, community engagement and
collaboration, co-creation strategies and bottom- up approaches to solve societal needs, so the
impact of digital social innovation can scale the values beyond economic factors. Thus, each of
social innovation is creating the impact to the society and community area that each of key

informants lived in. As example of School of recycling, this is another type of social innovation of
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recycle business, which is encourage people in the community how to do waste management
and make a few money of it. As a result, social innovation is about the new ideas that can lead
to social impact for community and financial growth to sustain the business.

Furthermore, we can classify social innovation into a group. The first of social innovation
property is a network-base (Soma et al., 2018). A social services and new products that social
entrepreneurs have created need to be involved with the people in the community. In additions,
the social innovation can be linked to the social enterprise growth because these new products
and services would fulfill the gap or need in the community. Another group is an enabler-base
(Soma et al., 2018). A group of social entrepreneurs have created a new products and services
and make things possible to help and fulfill the sap of society. As example of a new way of eco
and community-based tourism, homestay Mae Kom Pong is one of the best practice for eco and
community-based tourism. Then, Aka Ama Coffee brand is also on the most well-known for coffee
seeds brand in the northern part of Thailand. These social entrepreneurs make things happen

and try to help their communities’ better way of living.

Recommendations

The recommendations for further research are in two broad categories: recommendations
from the data, the research design, and recommendations from gaps identified in the literature
reviewed. Firstly empirical testing with a large sample: Future research can advance the findings
of this article by empirically testing social innovation that can be led to social enterprise growth
in a large sample context. Secondly longitudinal study: To study social innovation that can be
led to social enterprise growth that is particularly in such a social enterprise and cross- sectional
studies cannot fully capture temporal growth effects on each factor. Therefore, a longitudinal
study of social innovation that can be led to social enterprise growth would warrant substantial

advancement of understanding of the concept and the research methodolosy.

Practical implication

The data from this study reveals several practical applications worthy of future study. It
would be valuable to further examine how social innovation affect towards social enterprise
growth. The findings of this study present the factors that are most relevant to the case of the

social enterprise that has created social innovation in Thailand. In order to create social
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innovation, social enterprises should to try new processes and management methods, as well as
launch new products which are different to the existing ones. Similar to commercial organizations,
social enterprises confront resource constraints.

As finding of this research has pointed, social innovation is improving the quality of
community life by developing social services and new products, looking for solutions to create
social change, developing new training techniques to increase the innovative capacity of the
community, new technologies to solve problems and find solution to social need, creating novel
ideas, ways to increase social interaction, looking for opportunities, and useful for community
without any expectation of any financial benefit. As a results, an innovation that social enterprise
has created should provide the new goods or services that meet the needs of society or
community. At same time, the impact of this innovation should provide to financially to sustain
the social enterprise and growth of organization such as sale/profit, number of employ, and social
impact that provided job opportunity, improved quality of life, and increased income.

Finally, the study can used as a reference basis for comparative study in the same or
related fields such as non-profits and non- governmental organizations in order to monitor the
current growth of non-profits and non- governmental organizations and to find ways to improve
related factors. Regarding the contribution to policy, the recognition of social innovation needs is

the key factor for social enterprise growth.
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Abstract

This paper introduces the system theory and other theoretical perspectives to study
the relationship between marketization degree, corporate social responsibility and brand value.
This paper uses empirical research method, introduces institutional theory and other theories
to make research hypothesis, selects data of A-share listed companies in the List of "China’s
500 Most Valuable Brands" of the World Brand Laboratory from 2009 to 2018, and conducts
empirical analysis on the hypothesis using STATA15.0 software.
The results show that the degree of marketization has a positive promaotion effect on brand
value throush corporate social responsibility, and internal control has a negative adjustment
effect on the promotion effect of corporate social responsibility on brand value. This paper
forms the research path of "marketization degree - Corporate social responsibility -- brand

value”, which enriches the research in the field of system theory and so on.

Keywords : Marketization Degree, CSR, Brand Value, Internal Control
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Abstract

The study is meant to analyze a causal relationship between destination image,
satisfaction, and tourist loyalty. Data was collected using convenience sampling method.
Online and on-site surveys were carried out with Cambodian and international tourists who
have visited Siem Reap. The results demonstrated that the cognitive image has a strong
influence on affective image and confirms the formation process of destination image. Both
cognitive and affective images have positive influences on satisfaction. In turn, satisfaction
predicts tourist loyalty. The relationship between destination image and loyally revealed
that affective image has a stronger influence on tourist loyalty, whereas cognitive image
illustrates a moderate influence on tourist loyalty. The author also found that satisfaction is
a mediator between destination image and tourist loyalty, and in turn, tourist loyalty is
influenced by satisfaction. Moreover, the newly proposed direct path from cognitive image
and affective image to tourist loyalty was shown to be significant. Therefore, cognitive image
and affective image are also antecedents of tourist loyalty. The findings provide a quality
understanding of the process that determines tourists’ destination choices and loyalty.
Furthermore, it provides useful implications for the Ministry of Tourism of Cambodia, local

government authority, and destination marketers to formulate travel promotion.

Keywords : Destination image, Cognitive image, Affective image, Satisfaction, Tourist loyalty.

Introduction

Destination image is one of the most explored topics in the tourism marketing
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studies. There are research studies within the context that identifies the significance of
examining the image of the local tourists. The local tourists’ image of the destination is
beneficial for understanding their attitudinal and behavioral intentions, such as their support
for tourism development in their area or intention to recommend their town or city as a
possible tourist destination. Besides, local tourists' image and their interrelated behavioral
intentions are known to remarkably affect tourists' image formation, decision making and
buying behavior, because of local tourists’ key role as supporters and marketers of their
place to others (Bigné, Sanchez, & Sanchez, 2001; Schroeder, 1996). Therefore, this studly,
which extends the application of stakeholder theory in the tourism context, will help
explain 1) how local tourists” destination image is formulated, 2) how the differences in local
and international tourists’ loyalty develop, and 3) it will contribute to examining the relative
importance of image components through satisfaction across the two eroups in order to
implement an effective positioning strategy for tourist destination. Moreover, the study will
also provide local tourism promoters and authorities with the information needed to
enhance the image of the tourist destination constructed from the two groups and their
corresponding intention to revisit and recommend the destination to others.

The proposed model was tested on local tourists and international tourists in Siem
Reap province, which was selected as the setting of this study for several reasons. First,
research on the image of tourist destinations in Cambodia has been limited, and Siem Reap
is a key destination in the country and region. Second, Siem Reap enjoys a high rate of
repeat visits by Asian and Western tourists. An in-depth understanding of the images that
both local and international tourists have of Siem Reap is important to maintain such a high
rate of repeat visits. Third, while tourism is a major contributor to the local economy, Siem
Reap faces intense competition from nearby countries like Thailand, Vietnam, and Laos. It is
therefore necessary to investigate how some of the key stakeholders’ image of Siem Reap as
a tourist destination is formed and plan to improve the competitive positioning of the
destination. Finally, the planned of renovating and expanding the city’s airport is expected
to have double the volume of air passengers over the next 10 years, and it will also free up
a large area in the centre of Siem Reap for residential and hotel development. This study,
therefore, will also benefit the planning process facing tourism in Siem Reap, which is

gradually expanding.



U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

2sans ssiaUSHAU
Business Review 81

Literature Review

Destination Image

Determining the destination image that influences consumer’s destination choices is
a crucial subject in consumer behaviour and tourism marketing literature. Though, the
destination image is considered as one of the most important antecedents of tourists’
decision making and subsequent travel behaviours (Baloglu & McCleary, 1999). Knowledge
about the images perceived by tourists toward a destination would build the predictability
of tourist loyalty, presumably, tourists who perceive a destination favourably are more likely
to visit again or give a recommendation to others. There are many attempts to undertake
and summarize the definitions of the destination image. Based on (Crompton, 1979),
destination image is denoted as an individual’s sum of knowledge or beliefs, ideas or
perception, and impressions or feelings over a particular destination. Destination image
contributes into two main roles in behaviours: (1) to influence the destination choice
decision-making process and (2) to condition the after-decision-making behaviours including
participation {on-site experience), evaluation (satisfaction) and future behavioural intentions
{revisit intention and recommendation). Previous studies in consumer behaviour and tourism
have denoted a positive relationship between image and behavioural intention (Baloglu &
McCleary, 1999); (Bagozzi & Phillips, 1982). The destination image construct has often been
theorized as consisting of two distinct but interrelated components: perceptual or cognitive
image and affective image. According to (Zhang, Fu, Cai, & Lu, 2014) the affective image and
cognitive image significantly impacted on tourist loyalty. Previously, only a component of
destination image, cognitive image, is considered. Recently, some studies have captured
both cognitive and affective dimensions to assess destination image and stressed that the
coexistence of both components may have a clearer explanation of destination image.
Destination image is formed by three distinctly different but hierarchically interrelated
components named cognitive, affective, and conative (Gartner, 1994). The cognitive
component refers to an individual’s beliefs or knowledge about the characteristics or
attributes of a tourist destination, whereas the affective dimension denotes the
individual’s feelings toward the tourist destination (Russell, Ward, & Pratt, 1981); (Baloglu &
McCleary, 1999); (Gartner, 1994). In other words, the affective image is defined as an
emotional response of individuals to a place. It must be noted that there is a significant

influence and correlation of cognitive image on the affective image. There has been a
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consensus among researchers that the cognitive component is an antecedent of an
affective evaluation (Gartner, 1994); (Baloglu & McCleary, 1999). More recently, researchers
have testified to the relationship between cognitive and affective images with qualitative
and quantitative approaches (Echtner & Ritchie, 1993); (Bosque & Martin, 2008); (Stylidis,
Shani, & Belhassen, 2017). The evaluation and assessment of both the cognitive and the
affective components of destination image can be used a predictor of tourist’s behavioural
intentions toward destinations, like the intention to revisit, recommend, and spread positive
word of mouth (Basaran, 2016). This would justify the cognitive-affective sequential
formation process of the destination image. Consequently, the first hypothesis was

established: H,/ Hy,: The cognitive image will significantly influence the affective image.

Satisfaction

Satisfaction is considered as one of the most important researched variables in the
tourism literature as well as playing a sienificant role in planning marketable tourism
products and services. Measuring satisfaction provides information related to how well a
destination is currently meeting the tourists’ need and therefore help destination marketers
adjust their efforts on improving the quality of products and services, or offering the
products and services that are appealing to tourists (Fang, Yodmanee, & Muzaffer, 2006).
Also, tourist satisfaction is partially involved in the success of destination marketing, for it
influences the choice of destination, the consumption of products and services, and the
decision to revisit (Kozak & Rimmington, 2000). The attempts to understand and model
consumer satisfaction formation have generated several significant findings. Concepts of
satisfaction have been defined from various perspectives from different contexts and eleven
different definitions of satisfaction are mentioned in the studies starting from 1981 to 1997.
First, satisfaction has been defined as an evaluation of the perceived discrepancy between
prior expectation and the actual performance of the products as perceived after its
consumption (Oliver R. L., 1999); (Tse & Wilton, 1988). Expectations are factors in post-
purchase evaluations; viewpoints differ on the process of expectation-disconfirmation. Some
concluded that if the actual performance is better than their expectation, it would lead to
positive disconfirmation. It means that the consumer has more loyalty with high satisfaction
and more likely to purchase again. In contrast, negative disconfirmation is rising if the actual
performance is worse than the expectation. Hence, the consumer is not satisfied and will

likely look for other alternative products or services. Second, in a somewhat different
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direction, researchers have utilized social equity theory to evaluate consumer satisfaction
(Churchill & Surprenant, 1982); (Haistead, Hartman, & Schmidt, 1994). Customer satisfaction
can be seen as a correlation to the conceptual response by the consumer to the
purchase and use of a product which comes from the comparison of the rewards and
cost of purchase relative to expectations (Churchill & Surprenant, 1982). In other words,
a consumer evaluates the benefit received from a brand about its cost, price, time, and
effort and then compares this ratio with the corresponding cost and benefit ratio realized by
some other relevant person like the seller, a friend, etc. (Woodruff, Cadotte, & Jenkins,
1983); (Heskett, Sasser, & Schlesinger, 1997). The basis for comparison becomes the degree
of equity which consumers perceive between what they achieved and what the other
person achieved. Therefore, it can be suggested that if tourists perceive benefits or value
based on their time, effort, and money for travel, the destination is worthwhile. Besides,
some researchers have suggested the norm theory or normative performance which
serves as a reference point in product judgement, and dissatisfaction emerges as a result
of disconfirmation concerning these norms. Some studies denoted “norm” as “ideal
standard” and hypothesized that leisure satisfaction is defined by consumers’ perceived
discrepancy between the preferred and actual leisure experiences, plus the perceptions
of barriers that restrained the consumer from acquiring the desired experience. LaTour
and Peat (1979) explained that the comparison level is developed from prior experience
with salient attributes of a brand or of similar brands in the product category, which is
consumers compare a product they have purchased with other products. Eventually,
tourists can compare current travel destinations with other alternative destinations or
places visited in the past. The base of comparison between the present and past
experiences can be a norm used to assess tourist satisfaction. Hence, comparing current
travel destinations with other or similar places that they have visited can evaluate the
satisfaction level of tourists. Lastly, according to (Tse & Wilton, 1988), they defined
consumer satisfaction as a consumer response to the evaluation of the perceived
difference between expectations and final result after consumption. This idea suggests
that the actual performance and initial expectations should be considered
independently, rather than comparing performance with past experiences. As a result,
within this concept, tourists’ assessment of their satisfaction with travel experiences is

considered, regardless of their expectations. This can be used when tourists do not have
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any knowledge about the destination circumstances, and only their actual experiences
are determined to evaluate their satisfaction. In conclusion, the above discussion is the
integration of multiple dimensions for the evaluation of tourist satisfaction. Many different
indicators, levels, and standards are associated with the perception of tourists. So, the
combined all approached used by previous models may be the most effective in
determining tourist satisfaction. Generally, previous findings have suggested that destination
image is a direct antecedent of satisfaction and achieved a consensus that a more
favourable destination image is likely to lead to a higher level of tourist satisfaction (Chen &
Tsai, 2007). Nevertheless, the majority of the existing research mainly focused on the
influence of cognitive image on satisfaction, but undermine a more comprehensive effect of
destination image, inclusively both cognitive and affective images, on tourist satisfaction. To
investigate the different influences of cognitive and affective images on tourist satisfaction,
this study will propose the hypotheses as follows:

H, /H.,: Cognitive image will significantly influence tourist satisfaction

Hs /Ha,: Affective image will significantly influence tourist satisfaction.

Tourist Loyalty

In marketing literature, customer loyalty has been defined in several approaches.
Research by Zhang, et al. (2014) claimed that the first definition of loyalty is attitudinal as
customers’ beliefs about the valued received lead to their overall attitude toward a product
or service, such as the intention to repurchase. The second definition of loyalty is
behaviours; it is mainly including continued patronage and act of recommendation.
According to (Oliver R. L., 1999), loyalty is described as a deeply held commitment to rebuy
or re-patronize a preferred product or service consistently in the future, thereby causing
repetitive same-brand or same brand-set purchasing, despite situational influences and
marketing efforts having the potential to cause switching behaviour. Many researchers have
combined the concept of customer loyalty into tourism products, destinations, or leisure/
recreation activities (Pritchard & Howard, 1997), (Yoon & Uysal, 2005). Destination loyalty is a
key element in marketing strategies in so far as it is the best predictor of post-visit behaviour
(Cossio-Silva, Revilla-Camacho, & Vega-Vazquez, 2018). Generally, loyalty can be classified
into two ways: (1) the attitudinal approach, and (2) the behavioural approach (Jacoby,
Chestnut, & Fisher, 1978), (Yoon & Uysal, 2005). In the attitudinal approach, intention to

return to the destination is considered to be a key component of loyalty and many authors
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have gone thoroughly into this concept, trying to determine the factors which enable
attaining high values in the probability of repetition. Furthermore, the behavioural approach
replicates the continued patronage and the likelihood of recommending the destination to
other people is considered as a vital indicator of loyalty (Cossio-Silva, Revilla-Camacho, &
Vega-Vazquez, 2018). The integration of the two views is very productive to define consumer
loyalty. In tourism setting, tourist loyalty has been considered as an extension of customer
loyalty. Tourists with a high level of loyalty represent a crucial marketing segment for many
tourist destinations, as they are more likely to stay longer at a destination than the first-time
visitors, tend to spread positive information through word of mouth, participate in
consumptive activities more intensively, and these repeating visitors can reduce marketing
costs as compared with attracting first-time visitor (Chiu, Zeng, & Cheng, 2016). In tourism
research, the positive interaction between image and loyalty is supported (Bigné, Sanchez, &
Sanchez, 2001), (Bosque & Martin, 2008). In a recent study, loyalty is evaluated not only on
satisfaction but also on an image. Indicating as one of the antecedent variables to loyalty,
destination image in which comprises of cognitive image and affective image can be utilized
in integrative perspective to explore the multi-level of the influence of destination image on
tourist loyalty (Cossio-Silva, Revilla-Camacho, & Vega-Vazquez, 2018), (Kozak & Rimmington,
2000). A tourist with a positive image of the destination may continue their interactions in
the future with the willingness to recommend the destination to others and possessing
positive revisit intensions. Hence, the fourth and fifth hypotheses are proposed:

Ha /Haa: Cognitive image will significantly influence tourist loyalty

Hs /Hs,: Affective image will significantly influence tourist loyalty.

Furthermore, regarding the relationship between satisfaction and loyalty, Oliver
(1999) suggested that satisfaction and loyalty are two manifestations of the same concept, in
which satisfaction is a necessary step in the formation of loyalty. It is generally believed that
satisfaction is the main indicators of loyalty; it leads to purchase repetition and positive
word of mouth recommendation. Most studies have been claimed the significant
relationship between customer satisfaction and loyalty (Chi & Qu, 2008), (Taylor & Baker,
1994), (Prayag, 2009), (Oliver R. L., 1980), (Chen & Tsai, 2007). The more tourists are satisfied,
the more likely they are to visit again to the same destination, and are more willing to share
their positive travel experience with friends and relatives. Thus, the study would establish

the sixth hypothesis: Hg /Hg,: Tourist satisfaction will significantly influence tourist loyalty.
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Data and Methodology

This exploratory research is designed in the quantitative method and with the
deductive approach. The study employed a research design using a random convenient
sampling of the non-probability sampling method. The research strategy used is based on a
case study of Siem Reap, a northwestern province of Cambodia and is the cradle of
Angkorean civilization, and it is one of the most attractive landmarks in Southeast Asia, in
term of cultural tourism. Self-administrative questionnaire (SAQ) was used in the data
collection technique, which was personally administered to the respondents. The
guestionnaire has been prepared in English and consists of three major sections. In the first
part, seven questions are inquiring to gather tourists’ travel behaviour and demographic
characteristics of respondents. In the second part, the statements stress in determining the
cognitive and affective destination image. In the third part, there are questions about
tourists” favorableness, willingness to recommend, and intention to re-patronage. The Five
Likert point scale is used as the response format for cognitive and affective image variables,
with an assigned value ranging from 1 being “completely disagree,” to 5 being “completely
agree.” The cognitive image variable consists of 29 items. The affective image variable
contains 4 items namely Sleepy-Arousing, Unpleasant-Pleasant, Gloomy-Exciting, and
Distressing- Relaxing (Russell, Ward, & Pratt, 1981); (Stylidis, Shani, & Belhassen, 2017). Four
different guestions are developed to apply for tourist satisfaction with travel experiences in
Siem Reap. Moreover, there will be three questions of destination loyalty, in which one
guestion is used to test re-visitation intention, another to test the overall feeling of tourists
and the last question is for the recommendation. In line with the previous destination image
studies, the multiple scale items of the cognitive and affective image were utilized (Stylidis,
Shani, & Belhassen, 2017), (Oliver, 1999), (Baloglu & McCleary, 1999). In particular, the
cognitive image was measured using multi-dimension scale that covered 29 items measuring
seven dimensions of the image, namely natural attractions, cultural attractions, social setting
and environment, entertainment and events, infrastructure and facilities, accessibility, and
price and value. Each of the seven dimensions was captured using three to five items. The
pilot test questions were developed to test 30 respondents randomly. With the dataset
from the pilot study, a reliability test is undertaken to verify the internal consistency or
reliability of each variable and to identify any scale item that needs revision. Slightly change

has been identified in the pre-test survey. The main study was distributed in two channels, a
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paper-based onsite survey and an online survey. The data were gathered in the period
started from mid-May to mid of July 2019. Cambodian tourists (local tourists) and
international tourists, who have visited or are currently visiting Siem Reap province of
Cambedia, is considered to be the target population of the study. Since the accurate data to
the size of the population were not widely identified. The only dataset of international
tourists is available, but the size of the domestic tourists is not accessible. Determining the
sample size is required in the process of multiple regression analysis. Since the target
population is unknown, the research followed the formula suggested by (Green, 1991), N >
50 + 8m, where m is the number of predictors. Since there are four predictors in this study,
the minimum acceptable sample size shall be N = 50 + (8 x 4) = 82. Thereby, the dataset of
146 respondents obtained from Cambodian’s tourists and 178 from international tourists, in
which the data collection phase is far more than sufficient. The data analysis process is
categorized into four phases. Firstly, descriptive statistics are used to analyze tourists’
demographic information and travel behaviour. Secondly, reliability analysis was applied to
test the internal consistency and reliability of all the scale items representing each variable
in the study. Thirdly, descriptive statistics analysis and correlation matrix of variables are also
reported. Finally, to test the hypotheses, multiple regression analysis was employed to
measure the relationship between the variables. In general, multiple regression analysis
follows a three-step process (Schumacker & Lomax, 2004): 1) model blueprint which
involves finding relevant theory and prior research to formulate a theoretical regression
model; 2) model identification which refers to deciding whether a set of unique parameter
estimates can be estimated for the regression analysis; and 3) model estimation which
involves estimating the parameters in the regression model by computing the sample
regression weights for the independent variables. The results of multiple regression show the
overall explanatory power of all predictor variables with measures of R2 or adjusted R2
along with the relative importance of individual predictors after calculating the b
coefficients. Values of R2 or adjusted R2 indicate the amount of variance in the outcome
explained by all predictors taken together. Particularly powerful when dealing with various
forms of correlated errors and model testing, multiple regression has been one of the
popular statistical technigues to test theory in a number of academic disciplines (Hair et al.,

1998).
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Firstly, descriptive statistics analysis was used to assess the demographic profile of

respondents. Secondly, the reliability analysis was tested to access the internal consistency of

the scale items adopted in the questionnaire. Lastly, multiple regression analysis was

applied to test the hypotheses.

Table 1 Summary of Socio-demographic Information of Respondents in Percentage

Characteristic  Responses Local Tourists International
(N = 146) Tourists (N = 178)
Gender Female 50 50
Male 50 50
Age Under 18 years old 4.8 0.6
18 - 24 years old 43.8 12.9
25 - 34 years old 34.2 37.1
35 — 44 years old 12.3 16.9
45 - 54 years old 2.7 15.7
55 - 64 years old 2.1 11.8
Above 64 years old 0 5.1
Employment Self-employed 10.3 135
Full-time employed 43.2 52.2
Part-time employed 4.1 5.6
Freelance/Contract employee 2.7 5.6
Retired 36.3 10.7
Student 21 7.9
Not currently employed 1.4 4.5
Education No schooling 0.7 0
Less than high school diploma 0.7 1.7
Hieh school degree 171 19.1
Undergraduate 48.6 25.8
Graduate/Post-graduate 322 49.4
Vocational training 0.7 3.9
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Table 1 Summary of Socio-demographic Information of Respondents in Percentage

(continued)

Characteristic Responses Local Tourists International
(N = 146) Tourists (N = 178)
Visit 1* time 13.0 56.7
Fxperience 2" times 14.4 15.2
3" times 10.3 6.7
4" times 17.1 3.4
5" times or more 45.2 18.0
Lensth One night 6.2 2.8
of Stay Two nights 34.9 19.7
Three nights 32.9 253
Four nights 75 14.6
Five niehts and more 18.5 37.6
Household Below $10K 34.9 14.0
Income S10K - $50K 16.4 27
$50K - $100K 3.4 213
$100K - $150K i) 10.7
Over $150K 34 101
Prefer not to mention 39.0 19.7

The research was based on a sample of 324 individuals, including local tourists (N =
146) and international tourists (N = 178) who have visited Siem Reap. Within the sample of
domestic tourists (N = 146), women accounted for 50 % and men for 50 % of the
respondents (Table. 1). The majority of the local tourists were under 34-year-olds (78.09 %),
employed full-time (46.58 %), had a university degree (80.82 %), visited four to five times
and more (62.3 %), and held the annual average income under $10K (34.93 %). Finally, the
majority of respondents (67.80 %) stated that they stayed in Siem Reap for two to three
nights. In the sample of international tourists (N = 178), men and women were either equally
represented (50-50). In contrast with local tourists, most international tourists’ age was
above 24-year-olds. About three-quarters of the international tourists had an academic

university degree (75.28 %) and were employed full-time (52.25 %). Almost half of the
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respondents had yearly household earnings from $10K to $100K (45.51 %). The vast majority
of the international tourists spent their stay in Siem Reap for at least two nights (97.19 %),

and they are mostly first-time visitors (56.7 %).

Table 2 Reliability Statistics

Variable e o Ol Local Tourists Ol International
tems (N = 146) Tourists (N =
Cognitive Image (Cl) 7 952 .854
(NA) Natural Attractions 3 875 854
(CA) Cultural Attractions 5 .899 768
(SSE) Social Setting & c . .
Environment
(EE) Entertainment & Events 5 .900 .858
(IF) Infrastructure & Facilities 4 .899 J75
(AQ) Accessibility 4 902 842
(PV) Price & Value 4 921 .890
Affective Image (Al) 4 930 .849
Satisfaction (SAT) 4 620 799
Tourist Loyalty (TL) 3 684 635

Table 2 illustrates the Cranach’s alpha values from the two groups of respondents
(local tourists and international tourists). The Cronbach's alpha for the local tourist group of
scale items exceeds .70, except for Satisfaction (4 items, O = .620) and Tourist Loyalty (3
items, O = .684). Also, Cronbach's alphas for the International tourist group exceeds .70,
except Tourist Loyalty (3 items, O = .635). Nonetheless, while a Cronbach’s alpha value of
more than .70 is preferable, the acceptable threshold level is at .60 and above, according to
several researchers (Cronbach, 1951); (Nunnally, 1967). Nunnally and Bernstein (1967),
(1994) emphasized that “even modest reliability of .60 or .50 may be acceptable” in
theoretical studies. In support of this statement, Hair et al (1998) mentioned that while
“generally agreed” lower limit for Cronbach’s alpha value is .70, “it may decrease to .60 and
still be acceptable, especially in exploratory studies and in research in the Social Sciences”
{p. 7). Similarly, Aron, Coups, and Aron (2013) noted that “in research in psychology,

Cronbach’s Ol of .60 or even lower could be adequate; however, values exceeding .7 are
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preferable” (p. 650). Therefore, all of the scale items used in this study is acknowledged

to be reliable and valid.

Table 3 The Results of Multiple Regression Analysis - Local Tourists

Hypothesized Path B t Sig. Result
H, Cognitive Imagse —»  Affective Image 740 13.211 .000 Accepted
H, Cognitive Image —»  Satisfaction .298 3741 .000 Accepted
H; Affective Image —  Satisfaction 411 5.404 .000 Accepted
Hy Cognitive Image —  Tourist Loyalty .288 3.605 .000 Accepted
Hs Affective Image —  Tourist Loyalty .356 4.565 .000 Accepted
Hg Satisfaction —» Tourist Loyalty .658 10.496 .000 Accepted

Note. **p < .001, two-tailed

In conclusion, the byproducts of multiple regression analysis generate a positively
significant relationship between the exploratory variables and dependent variables. All of
the hypothesized paths are proven to be accepted. The interrelation of destination image,
satisfaction, and loyalty draws some informative conclusions. It reveals the direct impact of
the cognitive image on the affective image and it confirms the formation process of the
destination image. Both cognitive and affective images have positive influences on
satisfaction and consecutively, satisfaction predicts tourist loyalty. In addition, the
association between destination image and loyalty discloses that affective image has rather
influence on tourist loyalty. Althougsh the cognitive image shows fairly linkage to tourist
loyalty, the finding conveys that it has an indirect impact on tourist loyalty through affective
image and satisfaction. Thus, the findings support all the six hypotheses put forth in this

study, as summarized in Table 3.

Table 4 The Results of Multiple Regression Analysis - International Tourists

Hypothesized Path B t Sig. Result
Hi, Cognitive Image —» Affective Imace 670 11.966 000 Accepted
Hs, Cognitive Image — Satisfaction 488 7.415 .000 Accepted
Hs, Affective Image — Satisfaction .581 9.480 .000 Accepted

Haa Cognitive Image  — Tourist Loyalty 516 7.992 .000 Accepted
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Table 4 The Results of Multiple Regression Analysis - International Tourists (continued)

Hypothesized Path B t Sig. Result
Hs, Affective Image — Tourist Loyalty 544 8.592 .000 Accepted
Hea Satisfaction — Tourist Loyalty  .652 11.397 .000 Accepted

Note. **p < .001, two-tailed

To sum up, the multiple regression generates a positively significant relationship
between the exploratory variables and dependent variables. All of the hypothesized paths
are proven to be accepted. The interrelation of destination image, satisfaction, and tourist
loyalty draws some informative conclusions. It reveals the direct impact of the cognitive
image on the affective image and it confirms the formation process of the destination image.
Both coenitive and affective images have positive influences on satisfaction and
consecutively, satisfaction predicts tourist loyalty. In addition, the association between
destination image and loyalty discloses that affective image has rather influence on tourist
loyalty. Although the cognitive image shows fairly linkage to tourist loyalty, the finding
conveys that it has an indirect impact on tourist loyalty through affective image and
satisfaction. Thus, the findings support all the six hypotheses put forth in this study, as

summarized in Table 4.

Discussion and implications

The main objective of this study was to 1) test the applicability of a joint model-
considering the associations between the cognitive and affective image components of
destination image, satisfaction, and the intention to revisit and recommend a given tourist
destination — to the local tourists and international tourist of a tourist destination and 2) use
the model to juxtapose the results on the cognitive, affective components of image, and
satisfaction across local tourists and intemnational tourists of that destination. The results
demonstrated that 1) that the proposed image model can be applied to the local tourists;
and that in both groups: (b) cognitive and affective evaluations are important antecedents of
tourist loyalty; (c) the satisfaction is a mediator of the relationship between the destination
image and tourist loyalty, and (d) the cognitive and affective components and satisfaction
positively affect tourist loyalty (intention to revisit and recommend.) Besides, the nature of
the relationships between the constructs of the integrated image model did not appear to

change in the two groups. Thus, it can be concluded that an integrated destination image
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model, as developed here, can be applied to local tourists of a tourist destination apart
from international tourists. Therefore, contrary to most resident image studies that have
limited their focus exclusively to the cognitive component of the image, the proposed
model sheds light on the image formation process of local tourists by incorporating both the
cognitive and the affective components of image. On the other hand, evidence suggests that
the magnitude of the relationships between the constructs was different across the local
tourists and international tourists. As such, the study helps researchers understand how
differences in the satisfaction and future behavior of the two groups develop. The model
also assists destination practitioners by providing recommendations for the development of
different marketing strategies to achieve a suitable positioning for each stakeholder group.
Particularly, the cognitive image component had a significant positive effect on the
affective component and satisfaction, thus providing support for Hy, Hi,, H,, and H,,. The
findings are aligned with studies that identified a positive connection between the cognitive
and affective image component (Martin, 2008; Wang & Hsu, 2010; Basaran, 2016); and
between the cognitive and satisfaction (Baloglu & McCleary, 1999; Chi & Qu, 2008; Chiu,
Zeng, & Cheng, 2016). Identically, the path from affective image to satisfaction (H; and Ha,)
was positive and statistically significant. This confirmed the findings of studies conducted by
Oliver R. L. (1980), Baloglu & McCleary (1999), Wang & Hsu (2010), and Marinao (2018), in
which they revealed a positive link between affective image and satisfaction. The study also
found out that amongst the destination image components affective image applied a greater
influence on satisfaction than its cognitive counterpart. Research supports that the affective
image becomes critical when tourists become familiar with the destination (Baloglu &
Brinberg, 1997). This is especially true for Siem Reap, where in our sample the international
tourists (43.3%) and the local tourists (87%) were return visitors. Satisfaction was found to
have direct influence on tourist loyalty of a destination (Hg, Hg,). The result confirms
previous research on satisfaction formed tourist loyalty and also found a positive
relationship between them. Moreover, the resultsalso offered support for the statistically
significant relationships between both cognitive and affective image evaluations and tourist
loyalty (Hs, Hay and Hs, Hs,), and it verified the mediation role satisfaction played between
cognitive image and tourist loyalty, and affective image and tourist loyalty (Oliver R. L., 1980;
Bigné, Sanchez, & Sanchez, 2001; Chen & Tsai, 2007; Prayag, 2009; Wang & Hsu, 2010; Zhang,
Fu, Cai, & Lu, 2014). This finding is line with (Chi & Qu, 2008) meta-analytic study results that
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satisfaction has the greatest impact on tourist loyalty, followed by affective image and
cognitive image.

Tourism destination loyally has causal associations with destination image and
satisfaction. The study made it vivid that destination image plays a crucial role in perceiving
the loyalty of an individual, and tourists’ satisfaction must be handled proactively so that to
develop it into a lasting relationship beneficial to both parties. Cognitive and affective
images have positive impacts on tourist satisfaction and tourist loyalty. Therefore, an
improvement in the image of a place held by an individual increases his/her tendency to
make a positive assessment of the stay. It also enhances his/her intention to revisit and give
a recommendation to others in the future. As a result, concerning the destination image to
satisfaction to loyalty suggested by the review of the literature, the analysis of the
interrelationships as a whole confirmed the proposed model. In the literature, it has been
privileged that destination loyalty is essential, but not much has been done to observe its
measurement or its causal relationships with image and satisfaction. This study revealed and
confirmed the existence of the critical relationships among destination image, satisfaction,
and loyalty. The findings provided that it would be beneficial for destination managers to
make wider investments in their tourism destination resources for continuing to build up
tourists’ experiences. It is appreciated that this study has a substantial-quality in generating

clearer applications related to destination behaviour, particularly concerning tourists’ loyalty.

Affective Image

544 "\ 356)
(.740) 581 |(411)
@ anifivel Mo ceMl i COTIS T = Tt teeb ey ;
\\ S S 516 (288) + Tourist Loyalty
.652 (.658)
A 4

Satisfaction

Figure 1 The conceptual model with a path coefficient tested across local tourists and
international tourists. Numbers outside the brackets are the path coefficients

for international tourists, inside the brackets for local tourists.
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Managerial Implications

Due to the increasing number of inbound tourists and their expenditure during the
trip, a better understanding of tourists’ destination choices and loyalty is critical for the
Cambodian government, the Ministry of Tourism, Aspara Authority, and tourism operators.
This study can contribute to the knowledee of the local tourists and international tourists in
Siem Reap and provide insightful managerial implications for the Cambodian tourism
industry. First of all, the findings revealed that the destination image is a multidimensional
concept with certain formation mechanisms. It is, the distinct roles of cognitive image and
affective image should be regarded in the formation process of the destination image.
Destination image is shown to be a key factor in the hands of destination managers. It is a
direct antecedent of satisfaction and a major factor in influencing tourist loyalty. When an
image is formed, it is hard to alter, and it becomes quite important for destinations to
present the right image and then maintain it. For the image that tourists hold will affect their
satisfaction and travel experiences. The words of mouth communication that takes place
after the trips and the intention to revisit, the destination operators should take a critical
approach to manage the image. Although it is not possible to take over all the components
contributing to the shaping of the image of a destination, there are some of them can be
manipulated. For instance, the Cambodian tourism industry should establish a more friendly
and convenient tourism environment, including improving infrastructure, organizing cultural
events that appeal to tourists, make ease of transportation, and upgrading the quality of
tourism service providers, especially in the historical Angkor archaeological site. In this way,
the tourists might feel more comfortable and pleasant during their trip in Siem Reap and
indeed enhance their future travel behaviours. Secondly, satisfaction also plays a crucial part
in building tourist loyalty. It is assumed that if tourists are satisfied with their travel
experiences, they are more likely willing to revisit and spread positive WOM. The study
provided the empirical proof supporting this assumption; satisfaction was found to directly
impact on loyalty in a positive direction. Once tourists are satisfied, they are more likely to
visit again or advocate Siem Reap as a tourist destination or give a recommendation to their
friends or relatives. Hence, the Cambodian tourism marketers must understand and satisfy
the demands of both local and international tourists. As an example, the establishment of
regular satisfaction surveys at popular tourist sites or the airport is a great initiative to track

the view of tourists. Lastly, tourism marketers should develop various actions to promote
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the strengths of the tourist destination. Also, communication through mass media such as TV
dramas or movies may be included in these actions. Filming TV dramas or movies at popular
tourist sites can be a natural and practical way to promote the tourist destination and build
its wonderful favourable image. Overall, it is important for all stakeholders involved to have
coordination and cooperation and have full awareness of providing quality services and

products as well as diagnosing the service quality.

Limitations and Future Research

Although the study focuses on understanding both Cambodian tourists (local tourists)
and international tourists, there are still some limitations in this study. First, the result
perceived represents for only the tourists visited Siem Reap. Thus, the findings may not be
generalized to the whole country. To be more generalized, the study can focus on various
destination sites such as Phnom Penh and its surroundings, coastal areas (e.g. Kep, Koh Kong,
and Sihanoukville), and eco-tourism areas {(e.¢. Kompot, Rattanakkiri, Battambong, etc).
Furthermore, the convenience sampling method was conducted randomly and it is only
available in English. There might be limited to the tourists from mainland China or the non-
English speaking tourists, future research can collect data from samples representing more a
diverse language and profile. Notably, the data collected through online channels may be
questionable in regard of reliability and validity because the respondents may or may not
be who they claim to be or meet the criteria as the target sample of the study due to the
anonymous and deceptive nature of social media. Besides, such an online self-administered
survey without the presence of the researchers means that if the respondents do not
understand any part of the questionnaire, they have no convenient way of getting a further
explanation. Moreover, this study only focused on the relationships between destination
image, satisfaction, and loyalty. To obtain a further comprehensive view of tourist loyalty,
variables such as place attachment, perceived value or personal involvement should be
acknowledged in future research. Finally, the study was conducted in the raining season with
low tourist arrival, thus findings were limited to specific tourists. Tourists who travel in
different seasons may deliver different beliefs and views about the destination or develop
different feeling toward the destination. Hence, the research in various seasons should be

considered to compare the results.
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Abstract

The aim of this research is to investigate the influence of channel integration quality upon
purchase intention for fast fashion products by omni channel retailing. Data was collected from
400 Thai omni channel consumers who have purchases fast fashion products. Multiple linear
regression (MLR) was used. The result found that there is a significantly positive relationship exists
between process consistency, service channel choice breadth, transparency of channel-service
configuration, and content consistency with purchase intention for fast fashion products by omni
channel retailing. In addition, these findings significantly indicate a different level of purchase

intention for consumers using omni channel services, and those who do not.
Keywords : Omni channel, Purchase Intention, Fast Fashion
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eI makuUysann1sIgnianlnegaiuianudifyrasssaunisainsdentedudives

LYY

duslaaisuiseulisegnerunisionlaweseanawasgndudauinising qrunisldgunsaling 9 1

k]

-~

' & ~ ¢ & o A -~ PR I o | P
Jandu peudiames uauvied Insdwidede warluleadife waunsainlugan ufanelawazaiy
slagoralUlsl (Beck & Rygl, 2015; Grewal et al,, 2017; Shankar, 2014; Verhoef et al., 2015)
N o af y ¥ o <
wuaAagInuUIdaRILWIUIING
o & PR " w ~ P ' & o

qmamﬂiimLW%uwuqmmnﬁmmmﬁLL‘uwuqqLLazumiLUasmuﬂaﬂﬂmasmmmmLam au
Wunawainnisiiasudnduvivesduiiidunazngfnssuvasiuilaafidsuudaddienialy
58I81dU ¢ (Sheridan, Moore & Nobbs, 2006) Hagnsfinaasanuvivneligusznaunisfides

kY '

Audadianaiiiodnauedumlniqivepaladuilnaaulanaenian Weswwn nsiiasnandiugives

Y

1Y
ar

AuAiduasneliiinnis@edundu (Impulse Buying) wazissnisanauladaliiiafu (Doyle, Moore &

Morgan, 2006) 91nn1skaguLUawi giiiadudwalidusenaunsidedunduseudisuiznisnis

aniugsia dewalvguilaadausdeinistoidediuntunindy Anudluns@aindy uazilauainniy

Auwlaninivazaruviuaisvesdudilunn 4 aseilidense (Hayes & Jones, 2006) Ay 31ndaya

d19diu FBnnsandugshalidsundadudmaniadudivives “undusinga” (Fast Fashion)
wurAnLRgINUAILAILITD

anusilagevesuilanansalfidumasvioulenaiguilanasdoduiuazuinstuais o &

£ 3

duslandlaudeladiengs anudulalunisefazgemnudisguieaiu (Schniffman & Kanuk, 2000)

Y
g

uammﬁé’fammmmmquﬁmimaqﬁﬁimmﬂmiﬁﬂmmmﬁgﬁﬁdﬁﬁﬂﬁw (Fishbein & Ajzen,
1975) dnmsmaasilidayaiatuanuidafavesuilaadudumidunsdaduladnagndiie
dudnfifeglutiaqiuviedudilva arnn1svuviuissunssy wuin nsAnwingAnssuvosuilanly
8414 Omnichannel §afidunuliun vuideluefndnlvaidenimguiildedurswninssuves
fuslamanusuld fumsfnwanudsladeluuiumosemnmsdasivdisnuuysannisgy nudns
gousuwalulad (Technology Acceptance Model: TAM) was Mauin1sgausukaznis tdmalulag2
(Unified Theory of Acceptance and Use of Technology: UTAUT2) 1usiu

wuAnigatuaunmlunisidexlesdamia

aunmlumsideslosiomn Ao anuaunsalumsueuyszaunisallfsessoliunguslnalag
\FourouImssinutomaing q ey Tul Sousa way Voss (2006) WaniuuiAaiesnuAINAg
Beulosdomnafiowmuinissuinunmuinmsssnindemsesuladuazeenlad ifesnnqunnlunis

Wouleageamsazeninsaasdelaufoumansudeiusazanuiinelavesuslanld Tasuwlinsdinw
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£
-]

ganlu 4 IR A4l (1) Anwausalunisidfisremneu3ms Breadth of channel-service choice) 14
$rafasziumafiguilnenunsaindsiesnsiivarnuansldegedasuiflonsuaussnnudesnsuemy
(2) mmmwﬁﬂiua%ﬁumEJIL!*’&@NMN (Transparency of channel-service configuration) Tg819gis5z6iu
mwpszutindfedamaiiiog  dnuasmsliuinmsuasauandwweusaztassesiuslnn  (3)
mweaiedumsuanidsudeyavestenns Td8uisseiunnudeldamasmsuanidsudeyasening
fusznoukazduilamsiuiesaameeulatiuazesnlal (Content Consistency) Waw (4) Anuseiilas
yasasdUsznoulutam (Process Consistency) ld8sfasefunisiudreiesasasdvsznaulums

uinadlodenlitewniinnsiuresuilaa idlusuaiuddn amdneal wavausilunissesuuinng

NSDULUIANIIUIDY

fiauUs9d52 (Independent Variable). mulsmu (Dependent Variable)

Aramiauvauimsuaztam s iuingg

(Channel-service Configuration)

arasalunsdniaomisuing H1(+)

(Breadth of Channel-service Choice)

AITRTEVU nguﬁ:ﬁuanulu'n BN
H2{+)

(Transparency of Channel-service

Configuration)

. ay 4 cd o X | La X
rruaiswenfdmusfiiatulutaams anuiiletn
(Integrated Interaction) (Purchase Intention)

esaioslumsuaniioutoya Hl+) I
vevBane (Content Consistency)

arusaiiasvainsduseneulutommn Ha(+)

(Process Consistency)

Afl 1 NSaULUIANIRY

FNARFIUNUITY

@

H1: Auanu1salunisindsaan1auinisimnuduiusiBauinsaminumqladioldainusewnm

LW\I%’uimL%Waﬂrﬁuﬁﬂmjaqmﬂmi%’mﬁmﬂwLLUUQsmmi
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H2: pramssainfuarduinslutemedemudiiuidaindonnuidladododWasnmuniy
FIF1veeUslnAYemNIsTaTminakuuYIANNTS

H3: auderiladlunisuaniudsuteyavasdeamsinuduiudiiauindenusdladedadn
Ussamidusinisavesiuslnndaamanisindmheuuuysanns

Ha: arualdasuesosfUsgnauludesnaiauduiusidauinsanuddlatodedssiny

LLW%'uimL%ama&riu‘%‘lmédawmmﬁﬂﬁmmau‘uuyimmi

/53Ty

Uss91n5 NM3dualeg19 wazuIndiagis

Ysgynsililumsinuauifundaiio nduuszansiifonysendng 18 - 40 U lulw.a. 2563
ordaylutszimelng issinidungudeegidudimnsvesdudnudsdunduiusud Uniglo,
Pomelo Fashion a# H&M uasdiuszaunisailunisdedudndedundunniriunslitamisedng

oy 2 deanemanisde 1 ase angluszeziom 6 woulinuuniudwaiuiivihnisnudeya Suiuvisdu

ey @

400 Ay Wasnnldauisansiudsyrinsfiuuueulasdndiuveaussyns (Infinite Population) {39834

q

Iidanlindnnisves Cochran lussduautulafisesas 95 uasmvunsesiuauuUsusIuasan Ae

2

p = 0.5 uaggauiuAUARIARABUIINNTTURIBad 1 Tata 5 Fedwalivuiavesnguilagiatay 385

iIQQJd&'LSJ ) '

AU LﬁaL{’Jumiﬁmﬁuﬁaﬁﬂwmmwﬁwmuﬁmwimﬁa;ﬂa N338ITAQUAIDYNT 400 AU &1U1TD

U 9
Anuale dadl

n=(p)(1—p)Z°
e2

2
©
S

I

VUIANGUAIDE

N
I

sEAUANLY BRI UNSaua 95 (Eaviniu 1.96)

o

p = dndruasuszyng

s

PaLYaIANLAAIAAaRLTIYaLSUlAN TR UANILTRIUN S BYaY 95

e

Weaunumadlugnsdaldvunanguiiedne Asil

n = (0.05)(1 — 0.05) 1.96
0.052

n = 384.16
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MATeTuiidenldisnTinssianaaanman (Multiple Regression Analysis) uagliisneadn
Independent Samples t-test lun1sMAapUAIILLANA1TDIANRAL VB USLNAYBIN1INITTRI MUY
wuuysannsieglduinisdemismisiniiniigiuuysannskagataderesiuslnaYemanisin
Pnrghuuysannsilirgliuinsdemansdndvminsiuuysannsuauadlatiaidadussam

) 4
UNIUTINLS?
o A a
in3eedlafldlunsidy
nuiTeatuilidusmAdedauiuna (Quantitative Research) il38nsdrsaalunmsiiusiusa

@

Jayarunisiduuuasuniuesulail (Online Questionnaire) #3delawuinsadnagiawpTaonly

v
S o

Tunuidsunannissurudedauiifstesdndsnuiseluednitla susensudnislddnisinn
pmRdeuANuisnseiteyauaznmadeua L deliuvedeya
nassuauisInssvesdaya (Validity)
Fifuidenasaaeuamuamaanadasileseiinsnsraeuanuiisssmendanlaonis
numunuidsluefnuazasuameiaisdiflensiadeuaiugndesnaziuusauuasunndliauysal
B Snviadlddarhmsnaseusunguiatng 30 au ileriuudeuauudlumudeuusihlidaay
wazidladetu
nassuALIasuvasdaya (Reliability)
JiTodenvaaeuaiudeiuveniosiionumsldmduuszant asouuiauearh (Cronbach’s
Alpha) fianunsafiatlddous 0 - 1 dieuansdinnudedouasiusyaniam Tneadussaninsou
wiakearwaaaialelunuidenisiduinni 0.7 fuld (Nunnally 1978)
NAN1TIVLUAZNISNATAUFNNRFIY
Hoyasungfnssunisdeduivosuilaaomaimstadindinuuy sannsdalasneudie
wususiderndsnanuidunaifiguilaatesnstadinieuuuysanmadente anuilumsie
Audndadnssovuniusat yesnadonoasilumstaderiUssanudurng unsesmans
psmheuuuysannswezaUnsaiildlunsdumdegs Tnswanuasdayanuaauiasfovag i
AMEULUUABUAINIIUIY 400 AU dnlnn)denTadornussamundusiniiauusus Uniglo ves
faadudnnu 281 au Aaidufesas 70.25 sasaaudendonusud Ham Ussilandiuau 74 au Asidu

Jovaz 18.5 wazidendauusus Pomelo Fashion Usedign 41w au 45 Andufesay 11.25 audiy
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auilumsidendedudndedUssanundusang AneuLuvdeunudIulvg91uau 210 AU
Bendedudnded Ussavuriiusiniiluszosioa 1 afeideu Amdudesay 52.5 sesaungney
WUUAOUANSILIY 160 AU enTedudidefUssanuriduniaiitesnit 1 advifeu Anduesay
40 fneukuuasuniusiuiu 26 audendedududetnussinnuniunaiiluszesnan 1 adydua fn
Jufevay 26,5 uaspounuudeunIuiwY 4 au dentedudideiUssnmuidusinsilussesa
2 adv/dunei Andudesas 1.0 auddu

;ﬂaﬂ'wLaﬁam'aﬂ%y’ﬁmﬁ%at.?’{aﬁmsgmmLLW%"usam%asuan’mauLLuuaaUmmﬁmu 168 au dya
1,001 - 2,000 v Aaluiesas 42 savawniiyadt 501- 1,000 UM INFREULUVABUOINTIUI 166
au Aniduesas 41.5 yam1 2,001 -3,000 v drwau 41 Au Asdudesas 10.25 yaaliiiiu 500 um
F1uu 17 Asndusesay 4.25 wasdlyad1u1nnIn 3,000 Ui ulduiu 8 au Andudesay 4.25
fUAIGTU

EMBULUUABUAINY 894N 19N1ITATINUIBLUUYTUINITIIUIY 252 AU 9INTIUIUN AOU
LUUABUAILIVIA 400 AU wnglduinisdemnanisindmiteuuuysannisdsdnduiesas 63 ldun
msuanuuslAnvsefiaisian 91w 124 au Anduiesas 31 USRS Pomelo Pick-Up $7u7u 76 AU
Aadufesaz 19 uazuinig Click & Collect §1uau 52 au Anvdusesay 13 aud1au wasdymeu
LLUUaaummiawwmﬁmﬁmmmwuyammﬁﬁhjmﬂ%’u‘%miﬁaﬂmms%’ﬂai’mu'ml,wuyimwmi
fanan $ruau 148 au Aeluiovay 37

’Lumuﬁaﬂﬁumsﬁa;&aﬁmﬁuﬁuﬁ%gaﬁmizmmwxl%"mam%a ApaukuUgUn eIl
354 au denldaunivlviulunisruniduai Anluiegay 88.5 sesasundenldunuidnsiuiu 20 Ay An
Wuesay 5.0 Geonldldnta/wauvieusiuiu 14 au Andusevas 3.5 uazidenldnoufiunasduiu 12

AU Andusesas 3.0 anudsu

f19797 1 HANITIATIZVNEDAINNITNAHDUANWLANATIIVDIANRAY

Group Statistics

N Mean Std. Deviation Std. Error Mean
A 252 4513 0.541 0.034
laimg 148 4.346 0.586 0.048
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Han15AATIZRENN1SaRAR NN (Multiple Linear Regression)

< P

Fduldidenneasvanuigiulasldiiasisinisonneennau (Multiple Regression) 1iNawn

B

o &

aruduiusuaydvinavesunaviulidasy Tosluaisedldfmuasinudeiui fevaz 95 luns
TAsen nsonaeunyaa (Multiple Regression) lagvinnsiinsieiaiels 4 auufgiu i

aunfgiuil 1 (H1) : amannsalunmsidfsemmauimsiianuduiusifondennuddlate
L??as’hﬂizLm/lwaléi'fusam%’mm@uﬁm*&amwmﬁm"mu'wLLuuyiwmi

aunfgiul 2 (H2) : anunszminfuazduinsludomnaanuduiudiBauindennudslade
Aethusuanundusadimesuilaaomenisdndminsuuuysannis

auufigiudl 3 (H3) : anwdatdedlunisuanidsuteyarestssmsdanuduiudideansdenin
flatoidaiusmanuidunnimesfuilnadasansdadmsuuuysanns

aunfgiuil 4 (Ha) - wsaidesvesesiuszneuludesedauduiusidauanaenuddate

dorhUssmundusiadivesuilaagomenisdndvmiigwuuysannis

M1519% 2 Haanlaman1sAnsIgiaun1sn1sannasny (Model Summary)

R R Square Adjusted R Square Std. Error of the Estimate

0.610 0.372 0.366 0.44875

INANTNIA 2 HaNITIAABUANLAFIU WUIN ArduUsEAnTn1svinwng (R Square) U1 0.372
aansanlannuuniglainsulssasene 4 dnlsdaunsassuteainussladaideinussnnundusiniso

vasguslaatesmnisindrueuuuysanns isesay 37.2 (5 2)

A151991 3 WARINN15ASITRAIUUSUSIU (ANOVA)

ANOVA

Model Sum of Df Mean F Sig.
Squares Square

Regression 47.109 q 11777 58.484 0.00

Residual 79.544 395 0.201

Total 126.654 399
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INATNA 3 WU A1 Sig. Wae F By 0.00 delimtdeeninssautdedifyniinualia 0.05

LY S

anunsawlannuladn dudsdaszegnates 1 fawlsitaannnisiwsisuilauduiusreninuaalade

o w

darUszianundusinseduilaatemensindmuisiuuysanmsedadidudiciy

<

#1597 4 NamnmﬁLﬂﬁﬂzﬁﬂuﬂ’limiamaﬂwq (Multiple Regression Analysis)

Coefficients

Unstandardized Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Beta Tolerance VIF
Error
Al 1274 0.223 5718 0.000
H, : anddnunsa 0.248 0.044 0.260 5594 0.000 0.737 1.357
Tunasia’™ds
FDINNUTNT
H, : 3114 0190 0.050 0.182 3.791 0.000 0.692 1.445
nisvidng wasg
AuAgluzomIg
H3:ﬂ’3'llJOﬁ|@L‘1j8\‘1 0.103 0.043 0.110 2371 OL0iER0LTEY 1.354
TuprsuaniUaeu
ToyavadtoIny
H4:ﬂ?71JG]|aLﬁaﬂ 0.207 0.037 0.261 5604 0.000 0.732 1.366
S NRNGRIEPRR
Tugoana

~

neTNd 4 wudh mnwseliiesesssdlsznouluromns fid1 Beta geflanagil 0.261 s0309
fiof Beta asnrmanusalunsiiniidemnauinngit 0.260 mmmsgntinlazduasluemis e
Beta 8l 0.182 uaz musiaiilodlunisuanidsuteyavesdamdian Beta ogil 0.110 T Beta 1Tu
AtunauddrestauUsdassiamsaldiuisuiiisuindaudsasslaiauduiusinnniivie

o Y o 44' PN @ VU W P ) & v W &
dagaluddszou IﬂEJENlW’ﬁ Beta 11n ﬂa']ll’]iaLLUaﬂ'J’]lliﬂ'Jq AILUTOATER WU TUULANNAUNUDS
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Gl ] U Ly = ¥ a1 4 LY a L 3 =y o U & A ] U @
NIDAINANDNILYTAININN Y50 01UAT Beta Uae AldsaaszaLUsUUNI A UANWUT T odINan a7

wUseutasyunu

s ' oY

uannTTInuI1 A1 Sig. vesdlUTBaTEve 4 Al dardesninusawindu 0.01 Fadlaey

' ¥
o o oo

nMsgiudedAgiivualif 0.05 Jeweusuanufgiunt 4 audgiutasdauduiusaonusilate

&

o '

deoiUssanuniiuTindivesduilaagemunsind miteuuuysannsegedted A na1afe A
saifosvesesnusznavludemis anuannsalunisidnfsemiauinis anuassndniiazAuingly
dasnakagaudailiedlumsuaniuisudeyavestesnsdvinadeninuasladeidednussianundu

N5 UIlaATaININIsTATIIINERUUYSANASALEIGU

d7Unan1IdY
asudeyaniiunginTsunisdedudvesiuilaagemnisdndviguuysainisusenausiy
e d o ) @ v oo ] v o | 4 & P &
wusuaLded U sEanuTus I uTInataan e sTnTndisuuuy I Tdende anudluniste
Fudndednusuavundusiag yadtadenoasdunistededUssanundusings uinsdemnemis

1Y o

admheuuuysanswaraUnsaifldlunisdumdegs Inswanuasdeyamurauiiayiosasldd
AMBULUUABUAINTIUIY 400 AY dulna)denTodernussanundusingauusus Uniglo ves
flamdusuau 281 au Andudesas 70.25 mudlunmsdendedudidoiUssnnundusinigs nau
wuvasuamdmlngiuiu 210 au Bendedudndeiussamitunnilussezia 1 afyiieu An
Hufeuas 52.5 yaruadedoadilunisteidernussaudiuniaimesreusuuaeuamusuiy 168
A dyan 1,001 - 2,000 v Amdusesay 42 nauuuuasunIuyemnITIATINERUUYTANNTS
17U 252 AU mﬂai’wmu@’mammuaauamﬁy’mm 400 au aglduinisdemnnisindminauuuysan
st duosay 63 16uA nmsuanuurdldaviediendldn s 124 au Aalufesar 31 waglums
Bondwdayaisatududndofvisanurdusn {rounuvasunudiilugsuiu 354 au
donldauninliulunsfumaud Anduiesas 88.5
nuASHlER NIRRT salunsTenTasteana (Integration Quality) 989 Sousa Was
Voss (2016) fldssaronrusilatedoissnmundusnsslunguduilandemsnsdasminenuy
ysunslutssinalngdt wan1s3demuinen Sie vasilUsBaseie 4 faus FeUsenavluday

AaInsatunseNlesaInie munsendniuarAuneludamng anusdaliioweanisuaniuieu

o

Jayaludems uavauseiilasnasssAusznevludewmnaduayuauusigiu dadeunimIawmindy
0.

U
o W

1 aladesninszautadiAgnmualif 0.05 FeweuiuauufgIuie 4 anufgiuwasinuduius

o
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goanuatlatadaiUszanuitusinSmasuslaadominsdadimhewuuysanniseddidud Ay
naIfe ANEINIsalunIndnfwemnauTnis AnuassninikasAuagludemi anudailasiung
wanasudayaveddewmny waganuseiliosvesesrusenauludems d8nsnasaninundlataiden

Usstavunidusansamesguilaatemanisindmiieuuuysannsyade

adUsena

anurelomesesduszneuludawnidwaieanudslatoded Ussanundusiagalungu
Fuslnatasmanisdasimhenuuysanmslulssmealnauniiae Ssaonadasiunuafnues Lynch uas
Barnes (2020) #id19inuslnadamsnisdndmineuuuysannsiidendededuituiineamsitay
FFunnudeiilasuetesddsznouainuusud Heluidvesszaunsaflunisidendedudriumarnvany
N3 udadinnnTiasdusznausie 9 fduaiuamdnvalvesuusaiuisadoasiuluiinmg
Wiy 1 flewnt Unmusznay Tald viednuazdonwililunisdeasseruilna

mansatunisidiivemiweduilaadamanmsdadmiewuuysannishudsenalny
Awaderuidlataidornyssianuidusiniiniusudusesan Seaenndosiuluafnves Sousa Las
Voss (2016) #igreirfulaasinidnlsifimeladegnisduluidonlddeameiidiin msdiauotomisd
varnvasunguilandaiuidunisaieanudangulinnguilaslunsidifademadazilugan
avmnlumadendodudvialy

anunseninduazAunglutemimesuilantemianisiadmigwuuysannsludssmelng
dwmaramuiilatedof s Sunnindudududen daonndosiunuifnuas Shen uasAns
(2018) #8147 ulaeiidenunsevinfuasduiasludemisgiiuunliniiazdreteamilding agaan
wagsIUILTY

rnusaiiiesioinisuanivdsudoyaludemisdmaronuidladad e ssamundusaiily
nauguilnatesnanisindmenuuysannshulsamalnaduddugarie fwaenadosiunninves
Lee Wagaay (2019) 181991 mwdeillosvesmsuanidsudeyaluremisssdisananuduaulunns
didstaavasduilnannmadifduimndasnafumnaiety demslidssaumsallunsdondefud,
sudeulisensonnistiu

wananil NA9INNISVAdBUAILLANA BN LaR BTEI e UTTaA demensdadmun ey
ysanmsiagliuinislutesminisindmheuuuysannsmsuazduilaagesmenisindmineuuy

ysanmsiilinelduinmsludemienisdndviisuuuysannisseanuadlaanusslalunsieidedi
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sy wuii guslaagomiemsdndiviisuuuysanmsieeldudnislugamianisda
Fmbowuvysanmsiinudsalunsdadedundulssansmiananiuilaa deannanisdn
Fmieuuuysanmisitlitaglduinsludemnsiadminsuuuysannsedaiiteddynseda g
A0nAd DI UNUITov84 Hossain, Zhou ag Rahman (2018) 718199171514 OR Code lufianssunas
nsaaiadanasonufianslaveafuilanidesainduilaniinissusnurmumannauy (Perceived
Flow) deneliAnarunsledefudlufian wanani Koetsier (2019) na1791u5n13 Click & Collect
Pradiulonmalunistodiuesfuilnald emndesnsldsusvaunmsainisdodudftazanuazsinida
Wi

mAfeatuitefuanudilawesuanafiuiunivrosemumsindmitsuuuysanmsly
gnannnssud e Uszinnundusas wWnunasauamlunisidenlosiamimaddulszmalne
uananil iAdedldssuenginssumadenlduinistemnenisiadmireuuuysannisvesuslaad
dawarossiuussladafideudniguiy Sntsamsaldiduuumiduninissduaundeunes
aadnslunisysannistemis MausunagnsnenIsaaneLileansain s uslnaruAanssuing 9l
oghailuszAnBn Wuwnsdeulowomeie qiteneudsvaunisaflunisdeduduazuinisiisiu
wagldseudaunduilng siudmanssuvainisiinagnsiugewminisindmheawuuysann sy

1iiugsnanie 98neae

Jaduauu

LY

1. awadlatefuduesiuslnademienisdadmiisuuysannisenafinadwsiuanseiy
sanlUpudnuaizvesgsiassiuamaniviiiy wisussianuesgnaninssy faifu ssRaitdesnisinagns
Fasnentsindmnsuuuysanns Tuiuldimsussiuuasiinseisuuuuresgsiavesmuiteldly
MansuEUgIAe nudsdnwngnsnumesiuilnauasnssuiumiainduladedudnlugnamnsiniy 4
Mmewuiy

2. suuanudilateduiideissanuiiunnnesfuilnatemsmstas s uuuysan
miﬁsmﬁuazﬁaﬂ%ﬁuﬁqmmumsﬁﬂuoﬁ’quﬁﬂisumsLﬁaﬂﬁTiyaﬁuﬁwmaqsgu'ﬂﬂmfmvmmﬁm
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Abstract

The purpose of this research is to study the relationship between Asian, European and
American tourist data and tourism spending in Thailand. By using the Canonical Correlation
Analysis technique, the data used were statistics of the number of Asian, European and American
tourists entering the country. Average number of stays per day Amount of expenditure per
person and shopping, accommodation, and food and beverage expenses From January - June
2018

The results of the study showed that the canonical correlation between Asian tourist
information. With the R% of 0.990 overall, it can account for a very high level of income
(99.02%) in the Canonical correlation between European and American tourist data and
spending. On the side with the R% of 0.998 overall, it can explain the data on the side income
expenditure at a very high level (99.80%) as well. Tourism in Thailand of foreign tourists And

can be developed into a tourism policy
Keyword : Tourism income, foreign tourists, Canonical Correlation

unin

o as ' o

nsvieseafisiduladeddaseszuuasugiavevalsusemialan 21AN1551891UT01
aadn1svisaiiglan (World Tourism Organization : WTO) nanagsnuiutinviesieslud we. 2561 i
Wudusosay 6 9T w.a. 2560 Andu 1.4 Wudueu TneddnviendiesawenWsniniuseuay 7
o 1wl P | = P = ) o 1 a o oA &
Unvissiienglsuiiniiusosas 6 dnvisafienals-uldiniiniusegas 6 wasinvioaiietaudiuiudy
Foway 3 vislillosninnsiasaulamaasugitvadlan Auanuesyitmvinisuudawasmalulagi
Waguulas viliinvieafieannsardifeteyanisvieaiiey uasmsiumavisaieiladgiu
anuunaulavesgaavnssunsvieniisalulszmdlve fe Ussinalneduiduuszimaniland
dnviaafianisnenfdiundiwiuinn ibilsamalvedswelsannsvesdiedlud we. 2561 d51ela
Usgana 3.08 1uauUIv FIRASUAU 4 vadlan 58a9NansFaIEn awWu Wasi3Aa audau uay
491 = 2 1 tsl J = s o - o £ 2/
uannilUssmalvadadsnelaannnmsvieuisndududu 1 vaseudeu Ussnaudussuialalinis
atuayuduaSy uarduinfougnsaanssnunsiosiemlulasaeUsemned U wel2558 89 w.a. 2561
Tagle “3dlne” snnemuazanlviuinveiles MeansimuIyAaINIAILNIauiie) Lagnszany
wunmavesvisludaseaieadsseldlinuusema @ninuaniguuss, 2561)
anunisalnsvesdismessavalveddnudnviesienidumadiUszmalned we. 2561

17U 38.27 aupudaiuTusesaz 7.54 910U w.A. 2560 laetnviadiennduniainusewmaingdiu



A 15 auuR 2 (nsnmAu - SunAU 2566)
118 Volume 15 Number 2 (July - December 2023)

sans ssMUSHAU
Business Review

Tngy loun toide glsd auidni wdeld lelude uazaiusennarmudiu Tnefidnviesiiesyiduun

=

g0 Faaenndasruanldaner ovivesinvand gawivualae s ss1uau 5,557 UM setu a4
invondisnedeilidwlnsadonniian venanisseznamaiiinvesinvesiisalassiuiads
F1uau 9.44 Fu Feidnvieadsaglsuuazawinviinlussmdlnguiuiian (hsensamavsaisiuas
A, 2562)

seldanmsvieniieneds wsmuses lud 1) dumsdeutia Shopping) 2) Aufiwn
(Accomdation) ua 3) fruamnswasaiawal (Food & Beverage) ANAGU Faflauuansinaiusels
Pnmaviendieglsluarenint uwmmsiald Idun 1) fwufiin (Accomdation) 2) Aunisdeudl

(Shopping) uag 3) A1UBIMITUALLAI 837 U (Food & Beverage) dedunaladndnviewd oot ol

o e W W

auddgiunstoudadundn wilumenduiutinvieafienglsuuazensnibinnudidyiuduinin

o

Wundn (nsensrnviesdieinazing, 2562)

yaviuaslsswAlnefianusansuauamunssnsinvisaiiedlaynsedutulauy Weswini

Wnsesiu 5 a0 ldingluSaesniifnsusuvedan daauiivieaiienfiidnvugnienaninivainvas

v v

o o ) Y- ' & [ - galay
Swownsansnifaiifivannvatoiy uagladudodniulssmeuissestiy “donuilosdin” (W3u 2eAan,

ana 9301uINANT uay levs wadwdy asiny, 2554) Usswdlneld funiseeusuainisssina

'
A |

Inaoniglusuemisive awuifaduduvadan liun unadaliufndudun 1 dwnugiiaRadudun

q

[

8 LAYAUSRATUAUN 48 2INNTINTUAU 50 dusuaseanteuvadlanaindrdnynanalssing
UadeddmanssnuranisvisaiiervesUssmalng wu Jadeswasygialunisdssinaid
wildurrasdi a19dINanadI LN NYaLAgILarn1sUI1evesnvia iyl Uaduainnisuaedu
AunsreiigIsenissng wazanulsuriuvasaninglotnmavedlan Me19vgainanssnusie
WHUNSIRUNIIIBIIgResinviasioaisussing waslaumanudeduresinveuierduainnsdl
< o 2 ° Yo 1 PN o o o 1% Py Y] & o ol P < @
Seauniguie ilvdnvisaiisryivanas Yedeiind nundwudiuduladsiauaulienn Jadu

ANUTINIMBRE 19NN aEA asUS U Il Avanunsalnlasusladluvesinvia i ieifnend

v
Ve @ a®

mewnilfideaulad@nudeyavesinviesiieneids glsu wavensn Aunislddneiiienis

U

| = v a ¢ v e f o = a < i v
Nan EJ'JIUU?SLVI?TVLW/IEJ W'JEJﬂ']i'lLﬂﬁqzﬁﬂVﬂNWUﬁﬂqi‘UUﬂaa LW @LU?EJULWEJU?%V]'J'N?J@@;IJ@?J@Q

Unviewdigaewy glsduazawsni srunisidaiafientsviesdiorlulssnalng el aliiiiu

'
L R - =

AuduNusIdnviesngrnngulsswalaty druauisalunmslddeienisvesielusules

Juddgy Millaagsiafifertesiunisveaiisrainsaasiinagvsnianisnainfinssondy
fanslddnevesinvenies wagausaasnanudeslesdanssunneliiAnselanssnegyuoy
afuenulailFeugansudadulalussezend edaiiensequlininveangnfumatrgussnalng

WNTU waraunsaaseelirersugiavesUssinaliivdnunasyuguynnagIu



2sans ssiaUSHAU
Business Review 119

U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

o

ngUszasAn1sIve

1. Wodnsgidanduiudaluiineassnitdeyavesinviendienads funsldaedunis
visufgrluuszmelneg
2. Wlginevimanduiusaludineassvindeyavesinieadeaglsuuazendn Aunisld

epunsviesnelulssmelne

A5andunsie
g

nsAnuddeilllun1sduieU3una (Quantitative research) Tagldn1sitasiziideayunu
(descriptive analysis) ﬁLmdﬂﬁmmaq%’ayja {Source of Data) Lﬂusﬁayjaﬂssmméﬁaqﬁ (Secondary
Data) TugUuuutayaieusuna (Quantitative data) fieglugunuudaiay (Numerical data) Ae afid

Jayanasa1ldinggruvesinieniisnals glsd wazewsini Wesnneladiuluguiain

Y oy =

Y - & oA EEY) aa | A = oA
UNN BN ﬂﬁiﬂﬂﬂ@ﬂﬂqmu szﬂﬁiaQEJ”LWUa:uaaamlummaumimmmmaumam&m W.A. 2561

U q

o =

Usgnaumgauiutnawiiednusewa uufundnesiiendwnlaawdgsa iy 91UUs8918
faeunviadigmenu AldInaautaUte AlEaeaunwn wazAlda1ea1ue1nIsSLaTA3aIAY

o =

Toyaadnvesinvisaiisueids Usznaudie uslu Auywr Sulaidids a1 wnade wiy
AU Aerluf Fumun Fu desns Gu inud vty denanna duiile wiia Uidaa aidem
Hudu lududeyaadfuesiiviendisrglsuazouinidu Usenoude soands waibew wuudn
flunaud dfuma wosuidl 501a wisefuaud uofiad ade awu aliau alawesuaud aniw

Y s = = o <y ) 19 | P =
DUNINT BIILIUAUT VTR WAUIAT dRTRBLUINN Wund (NF2N339NsnaaieILaznimi, 2562)

ASBULUIAATIUNITIRY

s 1%

indaedeyanuadanldsneds wansliviudunanannudidyuesteyalnnewiien

[
=

AvwinfdsusuuiausTusazngAnssunisvisadignfiuanaaiuuazlndifasiuiinsounauns
wide glsduazoint swludsalddelunmsesdisilasiamziuiiunalddulungveenis
vieufiealulsemalng auansaduasiznlududsildlunisidenssd laud duusdu fe Joya
tnvissfigaede glsu uazawini Usznause 3 Jade ldua 1) Suulinvesfisndlssine 2)
o A e = v v A 0w ° i @ = i Y A

uruitnvesiisndinlegiadesety 3) uiusgdrgvesinvieaiisisieny wagduung A
Aldingseiuvesinraaiisnade glsU uasewdn Ussnoudielade 3 fu laua 1) Alddne
AutoUls 2) mldgiesuiinn 3) Aldaeiueisuagiaiesny aunsouanisgazidenlananin

i1



A 15 auuR 2 (nsnmAu - SunAU 2566)
120 Volume 15 Number 2 (July - December 2023)

Fruaulnveadeidussma

{No. of Arrivals)

Suauduiitnvieaden
whiinlaeadestety
(No. Length of
Stay/Day)

DIWIUTIAID
dnvieafieasonu

(No. Spending Bath/Day)

Joyatinvauiiyn
(Information of

tourists)

21sens ssMUSHAU
Business Review

T .
Aldangsad

Yoatinviaaiie

(Expenditure

item of tourists)

AW 1 AFIULLIARNITIVY

n15iAssidaya

A53 58 lunseill

PadfidauinulumsinsiifienagauanuduiussswinwadiuUstaya

Y aa s

q

Al utaUtls

(Shopping)

g v o
AnlATaduiinin

{(Accommodation)

AqldanaduevsLazIAS Al

(Food & Beverage)

@ o o o 1% ) N % @ < Bl
UANBIUNYILDLYY qiiﬂ LasatiInn ﬂ“Usqc"IMQLL‘LJ‘SWWSL“UWEJSWEJWWU‘UENuﬂW?NL‘VIEJ?L?JL“UEJ Eﬂiﬂ LLay

ausn Tegldavduiusaludrealunisvaaeudeani

Nan15Ie

PNMIATIRIAIUEUTUS eI NgafwlsTayatinviesfienede glsu wavawsnn duye

fudsaldingsesuvastinvesiisneds glsu wazeusni Tnaldanduiusaluiinea vinlvlenua

nsiesegiiiednwissnindeyavesinveuiivedy glsduasewsn aunislddreiienis

viounglulsswalng sail

P o a8 a ' o P w P ~ o o F)
19190 1 ﬁﬁﬁllWUﬁﬂ']Iu‘HﬂElaiSW'J'N‘Qfﬂﬂ'JLLU?‘UE]HHUWVIE]\?LWEJ'JLE]L“UEJ ﬂU‘l!ﬂﬂ'JLLUiﬂ"I{L‘Uﬁ]']EJ

v o A =
TIEIATUYTIUNNDUNYDLYY

Canonical Canonical Canonical Wilk’s F df Error p-value
Function Correlation (R) (Rg) Lambda (A)
1 0.995 0.990 0.009 23.858 9 36.66 0.000"
2 0.232 0.054 0.942 0.24 4 32 0.913
3 0.059 0.003 0.996 0.06 1 17 0.808
** fifuddvadanssau 0.01




2sans ssHAUSAAU
Business Review 121

U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

NN 1 wuirdavduiusaluidaea (R) sswihaeiinusteyadnvieafisads fuyn

kil

AakUsnsigangsnenuvestnviaaieeds JRndualudaoa 3 Henty walliealandui 1 A3

'
o o aaa

tfudfamsanatiasiu 001 nedaavduiusaluliaen Wity 0.995 uwasdan R2 widy 0.990 wa

o

w83A1 Wilk’s Lambda Test Wanagauauufgiuwainuinfitdedfey (Significant) wansindlen R, 8879

s

desnideaflumiugud dukanainddudsiuianuduiusivegralosniswalungudiudsny
dwsumlutlreaflendui 2 uag 3 fdavduiusaluliaea Wiy 0.232 uag 0.059 Mudwy Bl

'
Y =

HydAun1sddnnszau 0.01

&

A159991 2 Ardudszansarludnsaninsgruasardulszdnslaseadiessnitsyadiulsdaya

v P S W o P % o = d
UNnadnglatye ﬂU‘qfﬂﬁl'JLL‘Uiﬂ']ii‘lm']ﬁlﬁ']ilﬂ']u’da\TUﬂﬂa\‘]WIEI'JL\"JL"UE]

Square
faus Andulsyans Ardudszans Canonical
alulAgauInsgIu Taseasng Correlation
(%)
Suaudnveadlandruszmne 0.964 0.471
SrunuRuiinvieaiisadinlaewdadotu 0.913 0.362
Snunedevenindeiisanenu 0.909 0.685 99.02%
alaanea Uil 0.647 0.996
Aldanaguiin 1.346 0.997
AnldTasueTuaTAS el 0.991 0.997

M3t 2 nuidudsteyatvisadiisieids Ae Suudnieadisandiussma d1udu
Auitinvieadisudninlaeadoseu Suiumedigvesinveadewonu deuduiudidaunyni
duiulstoyamsldeneduvesiniauiionede fe alddedudoutis Alddesuitiuas
ArldaeRuamiuasiad ssfly duilanuduius s adutuiontu wansmrddsua
nvenfinadaiunmadssvaiviy Swiuidwinlssedafuiy uasisnuneierony
iy awildadldannsteutls seldandn uwezsdldmnomnsuanadssdiufiuiniu oy
amsmvemateyainvioafisneilsannsaesuneswiuyateyanislddenesuveainvioaden

wlslalussAugann Gevay 99.02)



A 15 auuR 2 (nsnmAu - SunAU 2566)
122 Volume 15 Number 2 (July - December 2023)

21sens ssMUSHAU
Business Review

= v W o« o ' a 1 v P P o o
N191997 3 a‘viﬁuwuﬁﬂﬂiuuﬂaaizﬂmﬁmm’sLlfLJi"llaQauﬂ‘waﬁmEl’JEﬂﬁiJLLazaLllSm ﬂ‘U?!@Iﬂ'JLqu

nsldangsiediuvasinvisaiieglsuuazaiusnn

Canonical Canonical Canonical Wilk’s F df Error p-value
Function Correlation (R.) (Rg) Lambda (A)
1 0.999 0.998 0.001 50.980 9 36.66 0.000"
2 0.319 0.102 0.886 0.497 1 32 0.737

3 0.113 0.012 0.987 0.223 1 17 0.642

AT 3 wudimanduiusailuilaea (R) seuinsyasudsteyatnviesioaglsduas

o

alIn Auyadwdimsldingnediuvesdnvisaiiglsuaseiusnt Siladuailuiinea 2 Heidy

o 1Y o

uAtABaiandun 1 PldedAneananseau 0.01 Wwelaanduiusailudaoavniu 0.999 wazilan

@

o

R2 ity 0.998 nanesdn Wilk’s Larbda Test ilannaauauufgiuudnuindlteddy (Sienificant)
wapedndiean R, edaeevilaiiliwiiugud tuwaneilfwdsrulanuduiusivedalesniisaly
nquitwlseny dmsuanlulineailaidui 2 uaz 3 Travduiusailulinea Wiy 0.737 uas 0.642

=y Y = Y

udsu Fellivedadneadfinsyau 0.01

o

A1519% 4 Ardudszanianlulineauinsgrunazandulszanilassaiesendnsgadudsdoya

@ o P o o v 1 1% v -
uﬂﬂaﬂLﬁﬂﬂ’JﬂquULLazaLuiﬂ'] ﬂ‘U‘qﬂm'JLLﬂiﬂq{L‘UQqﬁlsqﬂﬂquﬂ]aﬂuﬂmaﬁl»ﬂﬁlqE!I?L]LL?I%

aLsN
Square
fiauds Anduuszaus Anduuszans Canonical
alutinaauinignu QLRGN Correlation
(%)
Snoutnvasitewd e 2.207 0.004
Swaufuiidheadlendninlaawiesesu 1.893 0.226
Sauseinvesinveiieanenu 2.271 0.222
srlddneddauda -0.292 -0.956 99.80 %
Aldraduiiin -0.975 -0.996
AldemumsLazAS oy 0.254 -0.992

P W 2 v P S -~ ° o P 2
INANT197 4 wudlUstayatnveniieaglsuazeinini fe Sunuinvisaiisndiuseng
Frunuputnveaisndinlneedsde U wardiuiusiesevasdnvianieinany Janudunusids
wInvnda daududsteyanislddnenesuvesdinvesnigiglsduazeiuing Ae Arldirgaudeuis

AlTIngsuiinLazaA T IeA UM ThasAT B9RL UUTAMUFUINUSIT@UNNGT kanaIndlanuiu



2sans ssiaUSHAU

U7 15 aouA 2 (nsnmAU - SuNAL 2566)
Business Review 123

Volume 15 Number 2 (July - December 2023)

o 1 =l ’S PN o o & Ao A o v oo P o o

dnvissfigrglsduavariniaumatUsemaiudy fhuuhuiidinlageigfiudu waedd
Tededeauiniy awihliseldannistelts salaaniin uwaznglaanemswasinediuanas
lngamsiuveatayateyainvosfianglyluazawinannsassuiesuivyadeyanisldinene

AuveninvieuiienglsUuazadnildlussivgann Gesas 99.80)

nuan1sAnwITeluileswu a1urso@yuiduununimauduiusvasnluinoailandu 7

1 vamisinveniio el fu glsvuaseisng Toigraninii 2

s @ < 5 >
Srunutnvieadfisadn sewe Arldaadudout
{No. of Arrivals) (Shopping)

0.004
9 A do o . o 4 e/ o -0.956
AIMUTUAUNUNNBINED YOUAUNVDUNET Aldang e
y )
. . o o M 99 T T O 57
Winlealadesieiu (Information of gpainvioafin DT Anlddnadnmin

(Accornmodation)

(No. Length of {(Expenditure -0.996

tourists)

Stay/Day) item of tourists)

.997

1TV AldanaguesanAS gy

dnneafivasianu (Food & Beverage)

(No. Spending Bath/Day)

P [ RN o ¢ o
AN 2 ﬂ'J’]&Iﬁ&IWNﬁ?]?J\iﬂ’liuuﬂaaﬂﬂﬂ‘liu‘lﬂ 1

o W o ~ @ P o P PR v w & Y
nAwd 2 dnvisaiignaide : yasiulsteyainveufisweilelipnuduiuiawindiy
FIUIUTIYTNYVDIUNNDUNYINDAU DIUIUTNNDUAL NV UTENA WALIIWIUAUNUNVDUNY TN

Tnewndesiotu luiinmadesiuaudiu Tuduvempiulsaldinesenuvetnvesiiaiede &

'
@

o L s s 1 1 2/ =) U 2/ 1 b4 ‘ﬂl :ﬂl 1 9/ 1 2/ 9/ :
Anuduiusganndualddiesuiiin Alddesuemiswasiaiesiu uazaldangsudeuts lu

PANILALITURILAITY

@

wansliiuinanuduiusseninwediulsteyatnvieauieaede viv 3 Jady wavyaduds
Aldingseauvatinesiignady M 3 iy Silndualudaea 1 didu lnedsedudedAanig

&

@ P

adansyau 0.01 vnganuIgeiLUslayatinieniienady Ianuduiusiugamwlsanldanese
AuvstinvisaeedyegwildedAyneada (R) = 0.990

o @ o a @ Y o = a =

a1l 2 dnvissiigaglsduazawsng : gadaudsteyatneniietglsuuazeiusng &

AnudNiuSganAuTwINAuIlnveafisndminlagiadene iy S1uusgdtgvestinveaiienany

wazduudnvesfigaudiussinaluinmadeiiuniuadu luvdiuvesadudsaldingsenuyes



A 15 auuR 2 (nsnmAu - SunAU 2566)
124 Volume 15 Number 2 (July - December 2023)

sans ssMUSHAU
Business Review

FY
s @ 1 ¥ 3 =

dnvieadfienglsduazewsni danuduiusgaunnduaildineaiuteuds Arldangsuemisuasy

U

o o

A A g Y o o PS - o
LPA309RY LazA G eaURNN Tuddniadieiduaudsu

waaliiua i uduiusssmngasudsteyadnvieniisaglsvuasewsni viv 3 Jade uax

Y '

garawlsaldanegimuvastnreniisrglsduazeiusng ve 3 au dilsiduailulinea 1 faddu

'
@ &y ey =]

IneiflszaududAgmsadfiiszdu 0.01 nneauigamwlsteyatnvienuigiglsduazaiin &

b

kY o =

AMUENRUSAUYRAIL USRI s uvestnviaaiglglsuuazawsni adrllteddgveada (R)

=0.998

aAUs19Nan1sIvY

v @ g

NMessianduiiusaluineaiiednwissninadeyavastinvisaniedaidy ylsuuay

aw3nn aunisldaneienisvianiiedlulsswmelng Gsauisaaiusiona leeadl

aaa

dnvisaiigneidis Mnadanuraulaveninvesiganiinangldanaede Unviedie1n1iiu
dudinsldeunigmdudusunds Fadnmsliaelagsuanmlisenndiunn Wesainddiuau

wiuszmenazsurudunidnlulsswaduduounin sesawn fe wiads GUu 1nma wazan

°

AINEIRU (NTENTMNTVBRAEIMALART, 2562) YlrAnn1stda1gnnseaieIdeadsiesela iny

Uszwdlngldodrann Tnaduannmsiwunddidundosvesinveaisinguiiadesald wu vniu

AdnT 11519919 UNISFoAUAIRI ATIAMTARANLMUIZRIUAUTZIZLIANUATIS IR A L ULUAS

Viouien Inslanzurasiaaiiodeinusssy Weolnviesiiguvartundsusuaniuiivieaiia s 199

Y 2o & & o Yoo - vala & < ' o PN =
udr Adnazdeovewinideduiiisyan lnsiannzwginssuvasnilideans uldirasiidywiile udd

o w W o o A e A

delinnudAgAussuuaseuads WeluiBenvuiladuinasgenvesiisvdnfioifuvewnTiiugy d
- 1 = Y aw a PS o e aw ol Y
{nsegiane TedennaainuuITeves 3@ quiasey (2558) NAnwIdeLAItunIseankuUsTINT

] P ° o w1 P P Ve @ v PS PN I3 % ] P aa
NBILVYITTNRTUUNNBILNEIUIIU IWEJQ'J‘\]EJVL?TL“ULVIﬂLIﬂﬂ']ﬁ'JLﬂ‘ﬁ’]Sﬁ@\‘lﬂUigﬂ@Uﬁ'Jll IWarlgaaniliuy

) LYY '

' a A ~ - Y Y &g 1w P a S o e
F1YNITNDILNYINANFAETRTUUNNDILNYIVIIAU Naﬂ’]i')ﬂEJLLﬂW\ﬂV]LWU'J’]UﬂVl@ﬂLWEJ'J“U']'JQUUUlIﬂKL“U

bl

LanIsvieafieIUszuna 8 Ju lnefidainisuvawiauenmdudnuazBeinusssuuasuse fmans

wazldiausuunawisnneiulssuia 3 Ju wazdsaulaviswiiedinsiawasionin $9lgLIan
= 1 1 dl 5 QJ v Y QU v ¥ o % 2/ : = £y @

USauvawiauietulszann 3 Ju wazdedasdniulrdrinsunistautedn 2 U uazinlulsawsy

586U 4 - 5 917 51890158 AEIETTIMINNIT 6,000 YeIY LassliliuInATneieIesrI Tudul

Ao -

Angamlun1sieas wagdesnsfinnidinanmiasnldialunsinuaie iy

q

<2 DX < - & o Y | = | !
ﬂﬂLLQJ‘UﬂV@ﬂLMEJ'NJ'TJQU%%LUUﬂQiJVlaﬁqﬂiqﬂimﬁﬂUﬂqimaﬂLmﬂj’U@ﬂﬂiglﬁflﬂ‘hﬂﬂaﬁnﬂ N LK

- v P TR ~ A < v Y 4' P ~
ANFIANYUVDIUNNBUNEIRUUULUTIULFLDUA1UEDIAL L‘M‘Lll@ﬂ']ﬂﬂ’]u’lﬂ&m@\‘] Aty ua (2561) 7

' [ <

AnwITungrdunruafiveswdneilsanindnualvesinyie i ie19173u Nan1s398wanslriiud

. =

awanualvesinreansrrmiuluiausfiveseulnedlug duiduaiinisey wasfidrdny Ae 12



2sans ssiaUSHAU
Business Review 125

U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

Ingdivipunidndniesnerriiulifionsesssukasfiasssy wu nisauhaglufaisisay guynsld
Jui dnvisaiisrrnivazies Tausssulng wu ldvimudaivuavesaniufivieaiior usludnsu
& e - o A o | L s w Y
wilsinvisafigryiiulianvainisalunisiuang wu anuanusalunisdeduamws [Wusy
A £ ] 4‘ P 2 = @ ey g P

wanwmilevninvasfierrnFuudy luunulssinaondeu Alinsvensfweussugha sauly
fan1alauszenatendausdiaas vilidnausiudienieiuaige sauluisunsviead oa 3
AaAAITUNUITEVEY dATNIA dunad (2558) NAn¥ITeREITUAINEAY uTadgUaeAnIs
| = o = = o o ¢ ] f
vesdigalnelussesenvesinveaiienondeu Insmunuuinastguasinisveniietlvnglussey

o - = Y a A -
gnvetinvieaiglanuseinaendau 9 Usving (ugly Auny Sulaills aud.and vualdy anaw
Weuans AaUTWE Fealus uazdeauiy) Bleiinunsusll nanisdneidenuinnguadnvioaiies
9 dgukavnquinrieuigInunglsudulinnudiAgluaiuresdiuiukassiafundnve iy

=t - I o W ~ A IS ! =t
augguduwilduiduduuasldiieuinmininveafienglsy uaziliefiassilseinanguendeu
v o - - = ' = s R

wudadung Ao Ussmandnsvuuuauinussimalngagne add.ad avamileunns uasunaide &
ANEANE UADIIATINTVBLNEIINNTIUsEINABY S waslluuuteul Windew uasviaufigianiu
GuiislugeTunanandunin

o o o = ' o -~ ] Y 9 =

inviaaiigrglsvuazansnn dauuwnnsnsaintnreaiievedalusiuvenisldang 94

'
o U ~

tnvieaiignglsuuarendnilagdumnlianuddniu fin ensuasiedesdy wagn1siduma
meflutszna wnndnsiuaededuivdeututnveniionaie dedunniiviaulannadi fe
fnvisuiisaglsiuazauisng dlvgdudunsdenieadsaues lilduinss Fedauduns
melulssaiginiindeaiisieiBvodrusmildde aamzusmaiddngamgdlunsldang

-

o o v P & o w | =i a = 1Y
55’%8 QQﬂqU L3N LYaULl NIIAd BANaInU (ﬂi%VIi’Nﬂ’]iﬂnaﬂm&J’JLLaZﬂ‘W’], 2562) dadannang

o = '

Aunudderes niu WAAH, ana FeuaNdns way Tede wawmdy g3ny (2558) Anuiiaweladiu
ilasunisnana ivhlddnviesdisrrmewisudeaulefinduniisasemalnednade Tnsldngu
fed1e Ao dnveniierreusiuiindunvenderlusemdlngdnads nan133Souandlitiudy
tvieafrymenifuiinrufisneladunimarslunimsiwegiann danudeansnduanviediien
Tutseimelvedn ammadvesssemdlngluaeavoniniesisrriowdfuausuduusn Toun
21m15lng Jausssulng uasvignin
mnﬁmsm%ﬂ%auLﬁﬂuﬁuiijﬁﬂﬂaqLﬁmLaL%&JLLazsﬂSULLé’aﬂfmzLﬁuﬁqmmLLMﬂehwaa
Aldansdnlngildlunsieadisudarads suwludsuiuiinuasaldsievesdnvieniiendiil
Fnuazuandeiuly dudunuidores wou Tasdiaa (2555) idnwiTeideadunginssues
viendaserilunisliusnmslsusiludosing Swmiavays Tagldndusodratninveniles
glsvuazialde samsidenuiidnveadienglsuiidlvy dunanadsgldlagiade 109,156 um

= =

nowiou Tiarudidgydunisuinisvesminauidiauinis dn1suinisisaniagndes uasidon



A 15 auuR 2 (nsnmAu - SunAU 2566)
126 Volume 15 Number 2 (July - December 2023)

sans ssMUSHAU
Business Review

lsqusufisimaviadiads 3,086 unsadu kavisvasiiainisninlagaay 11 1 lngalgaglu

@ < ) k4 1 EY o 1 @ | 5 = ! (-
msinksululsssuAsilufesaz 40 vesanldargnanue Tuduvssinvesiiona@udiulvaiduina
~ v al A v o o P o PPN PS - P
yrefiseliady 54,457 vsaldou Taanuddgiunisuinisveminaundinuinig dn1susnng

~ @ o L v o ~ = o v 4' W
fismsgniesduieiduinvesiienglsy wagiionlsausuiiinadmisaads 2,587 vmsieiu Lay
fszmzansidwinlasnds 4 Yu lasamldaelumsinusululsssuAnduiesas 28 vesailddne
NN

nisveadigaludagduifanssunanisvesiiginivainvaty sauluisguuunisveaies
TniqAmduduiiiaulesdrs miviesdisnddlne silidnviesfierdywfsneg dmadenlunisei
- o - ] g{' 8w 1P v & o &
Agngsn Feianssuvenisvieadfi sanardudsneliiinsielawazi dunisdiaueniudulneg
nanvalfidnveaneidudussninamseniienlaglisin Auguanuidoves S3dun wedisvass,

o e ) s o o = aw o 9 P \
Mand Ardna wag w0 Aungied (2559) IinsAneidaferdunginssukagaiulssay
ol ! = ol @ = | A g @

nunseatafdaenisveadierda iveresiaveuiernnlsema eoltdunuinieniswauinig
eafirluanamilevesusswelng aannanisidenansliiiuindnvieiis 1911619807 193
, « -~ o s A o \ ' . P P
vaufisrluanniamilelaeiiingUssasriiennioungaula uasluirevisafiedlusluuuidlne
Wassnveanuianudilanisvieniieniding undnissuiiinimeangdalnelusiunmdneal
Yadanuviediien uazanuiondnualvedunaioniien aglussduniniian snewaidansaing
anusuaranudilalunisveuiieAilneigndediundnvieaiisnianilveuazaniseni ey
nsusglaannisiuesfisddvenienudtlannniu
JaLEauUsUZINNITIY

1. IAKANITIVLLALANTNUNIUITTUN SN DL ud A Lazuualdunsns I LY es
@ = ] o ale 9 1 Pz | « 9 s v v | A e
dnvisaiiganquiedeniidnanmlunsladiafionisviesiisn nMsiawIREndafuNTviaTeIT
A o % v | < % P T < o
WuFemisnannsaaiwaelalinisvieadisrnnnsteuls Mmlufanssunilsiannsanszaiy
eligurasiaaiisanasyuyuviosduld Wy nsiaudunvedfiselin nsiaulagiesendumi
NYUUAINT Unvieieasdyridanudeiniswastadelunisdnduladeniunng1aiu nns
ponlUlLasNRIUINAad M ATRas U zaud vl nneuivmazded nsidulusuianeiald

@

§n157d8uagianiun (Research and Development) titeidayaundinssiiunssuiunsidouay

b

£y [= = @ & e 1
Waundunds fusnmanzaussld

Y ]

2. Ussindlnailuuvaswesemsuazingauiifidedes dnvisafioimisdssinanazly

Ui%mﬂgﬂ(ﬁaﬂﬂﬂiaﬁﬁﬁiﬁ(ﬂa‘Uﬁua\W’T}WNﬁaﬂﬂﬁiLLaﬁLLﬂﬂﬂﬁﬂL@ﬂé)ﬂﬂﬂjﬂﬂﬁﬁ\llﬂu%ﬂﬂ FUYUDINNT

'
=

£ P i Vet =) <A o w ' o 2/ 9 1 @ < o <
viesduiivmulaain nsadlideanudulnefedsiidnvieaiiessens Wlynisu Sudeuingiiv

vsesav Rl iumIn aulufistuseu nsvuIun1s vsedsn1siemsiazeIngndesnIuvan



2sans ssiaUSHAU
Business Review 127

U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

guiiviaemsiiednaiunmdnualamisiveuingsdu nmsideluswinnuenmiieainnislitey

WaUTuamIsiiun1sduntuwaliiadin (In-depth Interview) i aliiladeyaviauysaluinduain

s | i o =1 o o =3 a X
tnviesfesdywinneglunisimulvignussinuannguy

o o

3. dnvisuigrdrulngid suveaiiganwuszinmaaglyuinislaiusy Saesv wiediing
wngauiusulssananneld wadeivinliusasueuinlngdusnmsianinfivnusziandug As ns
U3n1svesminauiiniuniseusuuaztuinsgrunuretnazlsisy suluddswennuaznini
asuaiu Jadewaribilvdnsmmsdiinedgvesdnvieniisiady uiluaniiznislagiuiiesugia
Lddadnnsleglsuazeaiusni inluiinvesfiganssulszanamegadunisdnin Ussneuduguiuy

1 - P P ' ~ < PN & ¥ W o o ~ = v
nsvisagamUasuLUaly msvesfiedlaeyuruduiidendu nsidinlufinnvesguvuiieous

P P )

PPN & s o w o ° . Y w . S s 2y
ANVIALIUNUNUIVUAINYU QQLUUIQ‘WEJ?{']ﬂ@mﬂgm']@EJ'NI{LVVﬁWEJ']ﬂiuﬂﬂaELULLVaQﬂ!JJmUUUUiﬂ']{Lﬂﬁ

wazdiInuimsmiloudundnauluaramnssuuinisvuialvg

Jawuauugdmiunisivelusuian
mAflusuanmsAsulunuuIunresanumsainisvisaisalaniifingssiuluusay

2@ 1Wu wanszviulsalada 19 Augmamnssuudnmsiagnisionilsy winifansideuasnumiu

nssanssulifutiagiuoransddulsvietaflndfidmanssnuduuinisuasnsviondien Snvad

anunsamkuImaiau wily waglesiulalueuian

UTIAYNTN

AU 19AER, ana 938uandns, uas leve wedwidly g315nw. (2554). muitanalaniullade
nseanmiinliineniisrriewifuseaulefinduinifiorsemdlnesnass. 17557539
uss ) auvuyveman suaydInumIans U Ine1ae1vaa g, 3(1), 1-58.

AsgvTRMSianiieuaziun. (2562). adFvnouisIrIIE N dTdunIaTUsaalne T 2561,
Auduiie 12 Sunu 2562, ulas:
https://www.mots.go.th/more_news.php?cid=5028&filename=index

Sgiuv W3NS, maall Apdana, was Weygn Aunead. (2559). ngRnssuwazduuszaums
nsnaditnenisieaiierdalnevesinvisafisassUszneaiodunuamenisiaunnis
vieuiterlummamiiovasusendlne. 1755750153 seulonuIgsa uminendeuisaos,
9(3), 127-139.

Awine wA. (2561). viruaGvesralneilhonmanyalvessnyeuierrady. sauedvins
WNINe1dNTNH (BU RESEARCH), 1-97. Fupuiile 12 fluraw 2562, Bules:

http://dspace.bu.ac.th/handle/123456789/3826



A 15 auuR 2 (nsnmAu - SunAU 2566)
128 Volume 15 Number 2 (July - December 2023)

21sens ssMUSHAU
Business Review

A gULasey. (2558). LWINNITaRnNLuUTIeNIsisdiesd vsutnvieaiigavidulegldnatanis

Aaeiosdusenautin, 9758750y ATm, T(ey), 52-62.

difnuneniguun3. (2561). ynaUuSmsHaansEuIathi 4 via.o.Uszems Sunslow) wensguun’
(12 Fugnegu 2560 - 12 Fuengu 2561). Fufudle 22 wwneu 2562, 3ulad:
http://waa.inter.nstda.or.th/stks/pub/2019/20190312-thaiexecutivereport2561.pdf.

Snsned sunea. (2558). mrwBanduvesgUasimaviondilnglussezenveninienderedou.
MTAITATYSAIANTUsSENd, 22(2), 77-101.

wou Tastiia . (2555). wgdnssuvesthvioudieasmdlumslsusnislsausuludenine Smin
vays. Yudining1ds uniiededesng, 1-96. Auduiile 25 wawnAw 2562, Liules:

http://cmuir.cmu.ac.th/bitstream/6653943832/11444/2/econ30555a¢_abs.pdf



U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

2sans ssiaUSHAU
Business Review 129

NNIANYILUUTIBBUTIEMARIN1TIANTSladaRndviaangniiBniwananny
asinfnfvasiinviaangllunguisnianialiisduandiu
The Study of Causal Model of Tourism Logistics Management Influencing the

Loyalty of Tourists in Southern Andaman Provinces

990 ngnwIIn
WMYRYUINNTTULALNITIANTG UMINGIRYS VAN FIUGTUN
1 auu gjmﬂuaﬂ LU G}?ﬁﬂ wmﬁm AIUNNUAIUAT 10300
Jongdee Phusalux
College of Innovation and Management, Suan Sunandha Rajabhat University
1 U-Thong nok Road, Dusit, Bangkok 10300

Email : jonedee57@gmail.com

unanga

Aaa o i

nsfnwwuuasudianvnuainisianisladafindvieaiisindsvsnaneniuasindnaives
o P oW vel o o ¢ < v
dnveadsilunguiminnialaiduaiu Tinguszasdfie 1) onsivaeuaiuaonndoswessy

wuudnaed g vasuUsianinadeainudndnivesinvesniedlunquiminaialdiadunn

2 =

JuiwsuITuiutayadalseand 2) afAnw18ninan1ams SNSHanI19e auLaLd NI nasILYaIAT

U

wisremnuasindnfivestinvieaigiuag 3) iemuisuuuudasudavavessiiul sniisvswase

] @ = v DY) ) 1% = aw a o Y]
AanuRdnanfvasinvienieilunguiminaialailadundu lngldssdovidodaiun Tngld
wuugeunuilueadeddeiudeyarndnviesfiolungudmianialdlsdundu Sr1ua 240 9a waz
Tmsensmea1adMganssaukar uTINdeyadinseilaglinisiinssiameaifvaz suiuy

aun1slaseadne (Structural Equation Model : SEM) wan153denuan a1uliasla nnsdanislad

o o = £ 1

afndviofien wazanuiawslavesinvieufienlidninasnemnuassninfvestnvauiien lnamainy

PN P ) )

snAnfvesdnvewielasunansgnulauInaNnnIsIanIsladdanndviaaiien wieudulasu

o o = a

nansznulsuinannadlinndanazanuianelavesinneungredrelddedrAyniedifn fa

b

e

U

O DR |

AAsguazaatenvuAIsTINlliaduiadnnsiasad e ugunaenldaUNIuNIsaw &7 fAaens

ANT4BaN59ANNSlaaR NaNL UL AN ALAINITOEINANS ENUADANULTDDD ANUaendE Lavasi
~ Yo o 1 P o § v 1 ~ - o | o ~ g
anuianslalaiudnnaaieihlidnvasiieriiniswuzinuanfawazndunfiedn

=

Adndny : nsdnnisladadindvieadian anulingds anuiwelavesdnviensies arwassning

18 fiunw 2563 /23 wqﬁ%mau 2563/ 18 UNIIAN 2564
18 March 2020 / 23 November 2020 / 18 January 2021



A 15 auuR 2 (nsnmAu - SunAU 2566)
130 Volume 15 Number 2 (July - December 2023)

21sens ssMUSHAU
Business Review

Abstract
The Study of Causal Model of Tourism Logistics Management Influencing the Loyalty
of Tourists in Southern Andaman Provinces. The objectives of the study were 1) to examine

the consistency of the causal model of variables that influences the loyalty of tourists in the
southern provinces of the Andaman coast developed with empirical data: 2) to study the
direct influence, indirect influence, and combined influence of variables on tourists' loyalty in
the southern provinces of the Andaman coast: and 3) to develop a causal model of variables

that influence the loyalty of tourists in the southern provinces of the Andaman coast. The
researcher used the quantitative research methodology by using questionnaires as a tool for
data collection, then collected data from 240 tourists in the southern provinces of the
Andaman coast. Subsequently, the data were analyzed by using descriptive statistics, and
structure equation model (SEM). The results found that were trust, tourism logistics
management, and tourists satisfaction influencing tourist loyalty. The loyalty of tourists was
positively affected by the management of tourism logistics and positively affected the trust
and satisfaction of tourists with statistical significance in which the variable rate of tourist
loyalty can be explained by 100 percent (R*=1.00) By considering proper logistics management,
as it can affect the credibility, safety, and satisfaction of tourists, giving travelers

recommendations and returning to visit the place, repeatedly.

Keywords : Tourism Logistics Management, Trust, Tourist Satisfaction, Tourist Loyalty
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vieudles AeRawiniu 5.37 (SD=0.755) wazauiswelavesinvieadien aadewiitu 5.31 (SD=

0.658) puaFU

n19199 2 Jayavialuvasdnaunuusauaiy

Hoyaluvaaeuiuusouny A (n=240) Soway

e e 112 46.67
AN 128 53.33

01y fnin 25 38 15.83
25-351 70 29.17

36-451 64 26.67

46-55 40 16.67

11nn21 55 U 28 11.66

seAunIIAne  fa3yaed 31 12.92
GG U3eyey s 121 50.42
Yseyayln 62 25.83

asn11USgnl 26 10.83
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] W o v ]
A1919% 2 Jayavluvasdnaunwuudauay (va)

foyamluvasasunuusouny A28 (n=240) Soway
seldladedodou  d@ind1 20,000 U 70 29.17
20,000-40,000 um 87 36.25

40,001-60,000 um 41 17.08

177N 60,000 U a2 17.50

21N UnAnun 35 14.58
Fusnunns/35ienig 39 16.25
WiNUUTENLENYU 96 40.00

LU8IAINg 46 19.17

Sudnedasy 24 10.00

P a ¢ o
A197197 3 A199LA 'i’wvi'izﬂ‘ll‘vadﬂﬂﬂﬂ

U2y Mean  SD udawa

nsdnnisladafndvioniien (Tourism Logistics Management) 537  .755  wughewin
Aalinala (Trust) 556 751  \iudieun
aufanelavesinvieadien (Tourist Satisfaction) 531 658  Wiumieun
puasinAnivasiniandien (Tourist Satisfaction) 562 722 Wiumeann

Nan1TIn e ULUUaNNTsTATIEe

melenezilidadamelasnsnssseuanuduiussewinduusnmelunduden (Hair et
al., 2010) LLazﬁa'mmm'mgmﬁfﬂaﬂﬁﬂizﬂaummgmﬁﬁaﬁﬁﬁ’mmﬂaﬁﬁﬁqﬂ{]ﬁa (| t]>1.96) w30A"
C.R. (Critical Ratio) wazAd R? laim13e1na1 0.2 (Lauro & Vinzi, 2004) Tagldlusunsunisand wans
Aas1svinudn dadeanuasindnivesinveadion ﬂ"lmmgmﬂfmﬂ’ﬂaaﬁﬂszﬂau (Standard
Regression Weight) flfAnagsz1ing 0.807-0.885 wagA1dnsiAnurukds (R® vie Squared Multiple
Correlation) agsswing 0.652-0.784 anufiawslavesiivieaiiey Annasguiminesddsznay &
AN9Y5ENIN 0.469-0.893 uazA18nI1AUR LS (R) 8g8nine 0.220-0.797 Anuliingda e
mmgmﬁémﬁﬂaqﬁﬂimau fiFn0g5¥1319 0.824-0.919 uazA1dnI1ANTULYST (R) gsening
0.680-0.845 warn13danisladafindviaaion mmmgwuﬁmﬁﬂaqﬁﬂssﬂau A1egsE1ning 0.803-
0.880 UarA1SMIIANTULUST (R) 0g58MI19 0.645-0.775 (151971 4) Wazn1595IBUANY

L = &

A0AAADIAIINNANNAUSEMINTUMan1SIANUTaUaLT9UsEanY (Goodness of Fit Measures) 14

U

wnaisnasgundungensy Muaaddunisned 5
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o ’S ¢ ¥ v & o )
f15199 4 N1TIeszaudunusvasdadelumadunislasdsng

auduAusvalade Estimate SE. R CR. P
Trust <-—  Tourism Logistics Management .810 064 656 14.548 o
Tourist Satisfaction <  Tourism Logistics Management 270 090 .896 3.141 .002
Tourist Satisfaction <---  Trust 714 .082 7.866 22
Tourist Loyalty <---  Trust .543 126 .998 3.468 A
Tourist Loyalty <-—  Tourism Logistics Management 144 .060 2.247 025
Tourist Loyalty <---  Tourist Satisfaction 346 147 2.098 036
WOM <--—- Tourist Loyalty .885 061 784  18.425 Uil
Preference <--—- Tourist Loyalty .833 694
Revisit <-— Tourist Loyalty .807 .049 652 19.397 FAT
Reliability <-—  Trust 835 047 697 17.561 Hrx
Security <-—  Trust 919 .845
Competence <-—  Trust .824 041 680  18.646 b
Information <-— Tourism Logistics Management .865 056 747 18.008 wx
Financial < Tourism Logistics Management .803 063 645 16.214 xex
Physical <---  Tourism Logistics Management 880 775
Quality <-—-  Tourist Satisfaction .823 .049 677 17.670 il
Value <---  Tourist Satisfaction .893 797
Expectation <---  Tourist Satisfaction 469 066 220 7.919 Fx
nanewmn seautizdifaneadn = p < .01
aTefi 5 MIleTsialudeandesnnunauniy
sdfAgados deydnwal Wnaual Al wUsHa
CMIN-p 7 Ns. (p>.05)  56.054(p=.072) A
Relative Chi-square y/df /df < 3.00 1.334 B
Goodness of Fit Index GFl 20.90 966 At
Comparative Fit Index CFI >0.95 995 Rl
Adjusted Goodness of Fit Index AGF >0.90 936 B
Root Mean Square Error of RMSEA <0.08 036 B

Approximation

fan - Joreskog & Sorbom (1989), Hair et al. (2010), Lomax & Schumacker (2012)
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Usezdnyg LLamﬂlﬁLﬁuiwgﬂLLUUamﬂ1iimaa%wqﬁmmﬂamﬁuﬁuﬁayjaL%ﬂﬂiz%“ﬂﬁ (Model Fit) fian

NeAB UM T Chi-square (X ) = 56.054, df = 45, p = .072, CMIN/DF (X /df) = 1.334, GFI=.966,
CFI=.995, AGFI=.936, RMR=.014 and RMSEA= .036 Feagulad1suuuuvesiadeniufianelaves

= '

tinvieafien mnulindds uasmsinnisladafndviesiiedfifidvinasonnuaeininfvesinvoaiien
lungudminnialdilsduniy Tmudenndosnaunduiugiuuumangedfidmualidulaiy

wnarnsgulussauseusula (991399 5) (Hair et al, 2010) 91nHan153ATIsRANdUUISEVS

o
[ e

annosAIgIUfan Wi 2 ansnsaideuguuuuannslasiaiisldsd
Tourist Loyalty = .14Tourist Logistics Management +.54Trust +.35Tourist Satisfaction, R*=1.00

Jademuassndndvesdnvaudealasunansgnudavinanndadunisdanisladafnd

=

aafien n¥auiulafunansenudauinainiladeanulinadanaziaduanuiianslavesdinvaaiien

|
Y @

agsldvdAan1eads Feensnisduldesladunuasindnivesdnveaiien awisaesusla

Saway 100 (R*=1.00)

40

68 80 22
([ Qualty ][ Value || Expectation |

2 2
Chi-square(? ) = 56.054, df = 45, p = .072, CMIN/DF( ¥ /df )= 1.334, GFI=.966,
CFI=.995, AGFI=.936, RMR=.014 and RMSEA= .036

*** p<.001, ** p<.01, *p<.05

= = s b4
AINN 2 A1FA 5']3‘1/131] wuudunslassadng
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NSNAFBUANNAFIY
N13TLATILV LN @VINISNAdaUANUA §IUAIEAT ttest (CR) AT p-Value wagn13m1

mmé’uﬂ’uéMaz@jswiNﬂﬁaﬁwmw’%a@aizﬁuﬂaf{ﬁ'amm Wi auNwin1TUsEluA1dnSnasEniIng

=

Uadesiumnsrdudssansonaasnnsgnu nan1siasernIsnnasuauuigu Lagn153ns1esvana

s
s oA

vosdadeviunesetatoniu nan1stasiziuansluiuinaduseavsauanasguinsgiu (coef.)

YOWAALEUNANENRUS (Path Model) mudeauufigiuniside wuen ttest dszautiuddgy

atuayuauuAgIuynde (319 6)

f157199 6 wamsmmaauauuag'm

AUNAFIU coef. t-test Bnd anfwa dnfwa udswa

WasIu  MNATY  N1eday

o oA

aundgiudl 1:nsdanisledadind 140 2247 877 144 733 afuayuy
s gaidninaneninunsindng

vasiinediien

auufigiuil 2:nisdanisladafind 810 14548 810 810 000 atuayu

= |

] e o
‘V]ENLWEJ'JiJaVIﬁWﬁm@ﬂ'J']iJVLTJ'NIT\]

=

auuigiud 3:n1sdanisladadind 270 3141 849 270 579 atfuayuy
vieudieaddnsnananinufianalaves

nvieaiien

aunAgiud 4 - eulinsladidndwa 543 3468 790 543 247 avuayy
foanuasindnivestnendie

aunAgiud 5 : aulinalafidnina 714 7866 714 714 000
fonufielavestihvioaiien

auNAgIuT 6: e uianelaves 346 2098 346 346 000 enfuayu
Unvieaiierfidvdwanamiuaeindng

YpUNNBNNLD

auufgiun 1 n1sdanisladadndviewieniidvinasioniuasdninfvasdnviowiian wanis

nagavaNufgIu wua dArduuszdndannasuinsgiu (coef) = 144 finauduadwauiuniy

o e a

anufigiuegeluyd1Aeneada (p=.025)



U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

2sans ssiaUSHAU
Business Review 143

auufignunl 2 : n1sdanisladafndvieaiieafidninadeninulinnads nsvedevaunigiy

0 I o

=y Py Q( = =y L = 1 =
wu11 dArduussdndonnosuinsgiu (coef) = 810 Aaruduadonsunuauudgiuedied

@

@

ya iy n1eadia (p<.001)

o a8

auufgiud 3 nsdensladadndvieaiieniidvinaseanuiisnelevesinvieniies nanis
a oA v P - & a )

nagoUaANNAgIY WUl dAdulszanSanaesuinsgiu (coef) = 270 Aanuiduaswausuniy
aunAgruadaildedrdgnieana (p=.002)

anufgiun ¢ - aruliaelafiSninanariiuasindnfvesdnviandien nan1svadau
anufigiu wun denduuszdndanoesuinsgiu (coef) = 543 fanudusiwansunuauuiigiu
agsdtduERYNINEDE (p<.001)

anudgiui 5 anuliindaddnsnadeanuiiwelavesdnvisaiiemanismagevauufigiu

s
' ' a e

=~ o = = o = 1 =~
Uln umamﬂizamamaaammgm (coef) = .714 mmmLﬂmswamummammgmaaN@J

=

€

ydAyN9aif (p<.001)
auufgIun 6 - anuianelavesdnvisungidaninanennuasdninivesdnvieiien wa

N oAy a £ = & P o
ANINAFDUANNAFIU WU llﬂ']ﬁllﬂigﬂvlﬁﬂ@ﬂ@ﬂmflm5§’]u (coef.) = .346 UAMUUITIBOUTUNNY

~ e

auufgueeldedd

@

UNNEds (p=.036)

dsUuazaiusena

Mideadsdlddidunniusadeuidmsidod s Tneadwuuaeuanieldiiy
wiasiolunaiiutaya Tinsied uazniavedeuanuigiunside ntuhaeilldndaaneiile
oAuTEnan TITelvaenndasiuuuafn nawl wasnunuTsunTsuiAsades wieusulselamily

nsWgRaIMnTINvieaisIvesUsemelng laednaueniseiusignansidemuauuRgIu Al

' ¥
a s = o

1) Jasdenisdnnisladannavioniieniidninananinuassninavesdniaaies wusdinnd

1

Aminesdussnavangadssunsinanianienn faanisdnwladanadediy Dedeoslu

(2019) inuInsveaiiervesUsemansiuulatesunsinnisladafndldninaseninuasning

[y

vastnvieadien Aasnsoaianudseiulawazwunihluduaradulninisnduaniialsnasy

' 2 '
a8 1 = SN e 1

2) Tadumsdnnisladafindviesiieniidvswasianiulingdy wuidainniadimdnuings

v

AaduNsTUsAINUaBniY danndesiu uATeued Kwok et al. (2016) wuiin1sannisladafindd

& o Lo PN v o | P & o o w oA e LY P 1
Wwesnneuntnvewiiguasiuseneunsgsiaveaienduladeddyiaunsafgatnvieaiasli
o oA v Y 1 P
Waruuedawazanulingdaldsgraliussdnsaw

3) Uadanisinnisladadndviaanenildnsnananinuianelavesinviediiar wuIdIadll
Andmtdnuingafie AanINvesduA1/UIN1sNgNAATU AumTesEuA1/USNINgNATlATU wagAIy

Py
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Abstract

This research objects were to study the Service Marketing Mix strategies of the
hairdressing industry during COVID-19 and to study entrepreneurs in the hairdressing industry
during the COVID-19 pandemic and how they dealt with the crisis through Service Marketing
Mix and Marketing Strategy. This study used an in-depth interview of 15 Thai entrepreneurs of
the small and medium-sized businesses in the hairdressing industry in the Facebook sroup,
using Snowball and Convenience sampling methods. The tool used was the in-depth
interviews in a semi-structured.

The results revealed that the entrepreneurs in the industry utilized; "Online Marketing
Strategy,” "Word of Mouth,” "Customer Loyalty Strategy,” "Personalization Strategy,” and
"Continuous Improvement” before COVID-19. They utilized Products, Promotion, Process, and

Physical Evidence to gain competitive advantages. The marketing strategies included "Online

Marketing Strategy,” "Line Extension Strategy,” "Promotion Strategy,” "Cost Cutting Strategy," and

"Delivery Strategy." As to the pandemic, the entrepreneurs used "Online Marketing Strategy,”

"Line Extension Strategy,” "Promotion Strategy," "Cost Cutting Strategy,” and "Delivery Strategy.”
All of the marketing factors were affected by the pandemic, which contributed to a cash-flow
shortage, shortage of customers, the process of providing services from the government to the

shops, and physical evidence added to the customers' safety.

Keywords : Entrepreneurs, Service Marketing, Hairdressing Industry, Thailand, COVID-19, SME,

Pandemic
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Introduction

In 2020, the world faced a pandemic called "COVID-19" the pandemic took over the
population and infected people around the world. On 30 January 2020, the World Health
Organization declared the coronavirus outbreak a Global Public Health Emergency (World
Health Organization, 2020). When the researcher wrote this study on 30 March 2021, over 128
million cases were reported worldwide, bringing death to over 2.8 million citizens worldwide
(Worldometer, 2021).

The World Bank, an international financial institution, hoped the economy would
expand by 4% in 2021 but will remain more than 5% below pre-pandemic forecasts from the
damage caused by the pandemic. Investment and human capital impact have worsened
Emereging Market and Developing Economies (EMDEs) growth. {Kirby & Wheeler, 2021) One of
the EMDEs in particular, Thailand, suffered the hardest despite improvements in the last
quarter. Thailand’s GDP fell 6.1% in 2020 from a decline in export demand and a slower
recovery in overseas tourism. Tourism, the primary source of Thailand's economic growth, was
one of the areas most hit by the crisis. Despite the STV (Special Tourist Visa) system and
vaccinations in many countries, foreign tourists expect to reach 4 million in 2021. Also, it can
take at least a couple of years to return to pre-epidemic levels. Global growth will support
Thailand's economic recovery with significant fiscal stimulus and improved vaccine progression
(Deloitte, 2021).

Although the lockdown prevention had compromised slowly, there was still quite
some discomfort for the salon owners regarding rules to follow accordingly. For example, they
limited the service to no more than 2 hours per case, both male and female, which generally
took 2 hours to finish. Second, there must be no customers waiting in the store. The store
must provide a temperature measuring point, alcohol gel service, and sign before entering.
Third, the store needs to sterilize every haircut before serving customers. Mr. Siripoj Tumsiri,
Advisor to the Hairdressers Association of Thailand and owner of POJ Hair World in Samut
Prakan province, stated through Thai PBS in 2021 that "more than 80 percent of his income
decreased, although the outbreak of the second wave of the Pandemic in Thai did not order
to close the store." Due to strict measures, such as no sit and wait in the store or a time-
limited service causing, operators have to adjust queuing methods. POJ Hair World's case

decided to accept reservations by phone instead of walking into general services.
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Because there are several threats to the law, economy, Etc, business owners must
focus on marketing. Nowadays, the competition between big and small companies is fiercely
competitive in almost every industry, so marketing strategies have become crucial for
executing a profitable business. Among those marketing tactics and strategies, "marketing mix"
was known for using four main components in every business-like product, price, place, and
promotion (The Economic Times, 2021) into consideration and crafting marketing strategy
based on those components. However, in recent times, using only four components seems
not fully to wrap up the idea of marketing completely, so three more components were
added, including process, physical evidence, and people (Juneja, 2021). These additions
brought new light to the business, especially for the service-based business like the
hairdressing industry, where it was known to provide hairdressing as its product. Price, place,
and promotion are all different case by case. With all those components combined, the
Service Marketing Mix would become a plan for the marketing strategy for the hairdressing

industry.

The objective of the study

1. To study Marketing Mix strategies of the hairdressing industry during COVID-19.

2. To study entrepreneurs in the hairdressing industry during the COVID-19 pandemic
and how they dealt with the crisis through Service Marketing Mix and Marketing Strategy.

Literature Review

Service Marketing Mix Model

The marketing mix was a critical business tool to plan, develop, and implement
regarding the market's targeted customers. Its element was classified into three-phase
responses to the sophistication of business development and change in the economy, 4'Ps,
5'Ps, and 7'Ps; the theory develops respectively. The recent theory of Service Marketing Mix
7'Ps consisted of product, price, place, promotion, people, process, and physical evidence.
Another vital strategy for SMEs is showing off their uniqueness.

Hairdressing Industry

The hairdressing industry is one of the most fundamental industries in society since
humans require essential hair grooming, ranging from hair cutting, coloring and styling, and

facial hair grooming (The Australian Industry and Skills Committee [AISC], 2020). According to
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the research conducted by Euromonitor International in 2020, The value of the cosmetics
market in Thailand was $6.8billions accounted for almost 1-fourth of the total sales of ASEAN
countries. Even though the sector that gained the highest revenue is skincare (38 %), haircare
products also made a significant amount (14%) (Mahanakorn Partner Group, 2022). Before the
study, the researcher found that there had been steady growth in the industry. Moreover, new
generations of business owners who decided to work in this industry are starting to shape the
industry into a modernized version in recent years.

According to The National Statistical Office of Thailand, there are more than 120,000
beauty salons or hair salons nationwide, with a market value of more than 60,000 million baht.
The competition has been steadily getting more challenging in recent years. Business owners
always have to improve their marketing strategy and adapt their business to survive in the
competitive nature of the industry. The recent pandemic caused the biggest challenge for this
industry. The government limited the service to no more than two hours per case, both male
and female, while the service that generates 70% of the primary revenue for beauty salons
came from hair coloring and perm (Department of Business Development, 2019). This incident
affected the marketing strategy because many marketing-related factors need to be changed
to find a solution and cope with new social standards. It impacts the marketing side of the
business, such as the marketing strategy and Service Marketing Mix, which consists of Products,
Place, Price, Promotion, People, Process, and Physical Evidence (Juneja, 2021). Making the
entrepreneurs in the business had to be heavily reconsidered and adapted to the situation to
survive and maintain the company in a profitable status.

COVID-19 Pandemic and Hairdressing Industry in Thailand

The government closed the Barber/beauty shops during the lockdown and then
allowed the shops to open, instructing them to avoid providing services with prolonged
exposure, such as perming, dyeing, straightening, and steaming. This instruction from the
government was a significant threat to the hairdressing industry, especially their essential
income stream, considering that 70% of the revenue came from providing those services to
their customers.

The second emerging event in Thailand happened in Samut Sakhon province. At high
risk of contracting COVID-19 resulted in officials and the governor of Samut Sakhon announcing
the "lockdown" of the province from the night of 19 December 2020 (Bangkok Business Online,

2020). The difference between the first and second lockdown was that the second lockdown



U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

2sans ssiaUSHAU
Business Review 153

happened exclusively in Samut Sakhon. Even though it did some damage in Samut Sakhon
province, the hairdressing industry in the country did not get damaged as a whole. The rest of
the country still functioned and practiced wearing masks, and most businesses still opened
socially distantly.

The third emerging event was still spreading and had been the toughest Thailand had
ever faced. The researcher wrote this part on 19 April 2021, when there were 43,742 cases
found nationwide, and 14,851 were active cases. More cases were found recently, 1,390 cases
on that day alone (Department of Disease Control, 2021). This time the impact of the
pandemic happened nationwide, similar to the first lockdown. Even though there was no
lockdown, the country still suffered an absurd amount of damasge, especially to the country's
economy. Due to the pandemic’'s uncertainty, citizens stopped going out in many countries,
especially in Bangkok, where the third outbreak happened. This time the hairdressing industry
suffered a significant amount again due to the social distancing manner that the government
recommended to the citizens, unlike the first lockdown. The government compensated the
people and business owners around the country through various campaigns. This time, the
situation was unpredictable, which worried the citizens and business owners in every industry,
including the hairdressing industry.

The vaccine also became mandatory, the government adjusted the doses imported to
Thailand, seeking 150-200 million doses of vaccines aimed at injecting 50 million Thai citizens.
However, the vaccines were still limited in the country. Moreover, there are not many people
who got the vaccines at the moment. With an uncertain situation in this global pandemic, it
was hard to predict the outcome or the results of the damage to the economy—specifically,
the hairdressing industry solely relied on face-to-face services. The industry needed to find

ways to adapt to the situation for their businesses to thrive and survive the pandemic.

Research Design and Methodology

The data were obtained directly from the in-depth interviews for this qualitative
research. The prospective audiences were asked 19 guestions in total through the in-depth
interviews.

Sample and Data Collection

the population is Thai entrepreneurs of small and medium-sized businesses in the

hairdressing industry. The Office of SMEs Promotion (OSMEP). In 2019, they prescribed the
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characteristics of small and medium enterprises, stating that "any service-based business with
0 to 5 employees would fall into the small-sized business and 5 to 30 employees would fall
into the medium-sized category." (The Office of SMEs Promotion, 2019), In the Facebook group

"' was where the researcher found the

called "Ny PRV LIIWBITIUMILN,
population with over 16,000 members who worked in the hairdressing industry. Through
snowball and convenience sampling, 15 people were selected as samples. The researcher
would gather the Sampling-based on 15 Thai entrepreneurs of small and medium-sized
businesses in the hairdressing industry to conduct the interview. During the interview, the
researcher asked each audience questions directly. Which provided the data from interviews
to be further analyzed through the Service Marketing Mix model and their views and

experiences articulated in words. The information gathered will be further analyzed and

categorized by the researcher.

Results

This list showed the salon’s names of 15 respondents the researcher interviewed. The
researcher would define the respondents as numbers to avoid confusion, such as "Respondent
1", "Respondent 2", and so forth. The list below would represent the businesses’ names to

avoid confusion for the readers and promote the respondents’ businesses.

TABLE 1 Respondent’s and Their Businesses’ Names

Respondent Number Name of Respondent’s Hair Salon
Respondent 1 Happening Spa,

Respondent 2 30Shine Men's Hair Salon
Respondent 3 Super Hair Style

Respondent 4 Grandhair Ayutthaya
Respondent 5 Guitar Beauty Salon
Respondent 6 65 Hair Station

Respondent 7 Psp Studio Station

! The Facebook group name is Haanganseamsuay Changhangan Jaokongraanhaachang. Tt can find by access
to this link https://www.facebook.com/groups/455857788161171
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TABLE 1 Respondent’s and Their Businesses' Names (cont.)

Respondent Number Name of Respondent’s Hair Salon

Respondent 8 FUESNAIUATNG (Ran Serm Suay Siriporn)
Respondent 9 YR (Ran Tum Pome Ava)

Respondent 10 Happy Beauty

Respondent 11 The Beauty Bar

Respondent 12 Fruasuanenstaf (Ran Serm Suay Porn Beauty)
Respondent 13 August Salon & Spa

Respondent 14 Hair Design

Respondent 15 Wel 1asu (Pit Salon)

The Service Marketing Mix results are as follows:

Products - The hairdressing service was the leading service in the industry, but that was
not necessarily the only product/service among the salons and barbershops; some also chose
to sell hair care products, manicures, waxing, eyebrow tattoo, lips tattoo, and facial treatments
to provide their clients variety of services to choose. Depending on their capacity, some did
choose to provide hairdressing exclusively in their stores.

Price — Justifying the actual price for each service can be challenging due to the client’s
natural hair texture and the look they were going. So, the researcher decided to focus on the
starting price of three primary services: Haircut, Hair coloring, and hair perming. The researcher
found that haircut starting prices could range from 100-900 Baths. Hair coloring prices started
can range from 500-3,500 Baths. Moreover last but not least, hair perming prices can range
from 500-6,000 Baths.

Place - The location found in this study was that most salons and barbershops locate
around the central part of Thailand, including Bangkok, Samut Prakan, Nakhon Pathom,
Pathum Thani, Nonthaburi, and Phra Nakhon Si Ayutthaya. A few salons were in Chonburi, the
eastern area of Thailand.

Promotion — There were many promotions found among salons and barbershops; the
researcher found many promotions in the industry at the time. A discount on various services
was among the most famous and utilized in many salons and barbershops. Membership
promotion is another strategy for the customers to become members of the salons and

barbershops. Some entrepreneurs decided not to provide any promotions at the moment
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during the pandemic. Moreover, some went a step further and did not make any promotion
as part of their strategies.

Process - Similar to the normal situation, the hairdressing industry cave the same
services to the customers. The process of each hairdresser usually starts with reserving a spot
for a client or greeting a walk-in client. Then the service would begin with consulting about
their service on which chemical treatments or haircut they would like to receive, and the time
spent on the process will be determined case by case based on their hair type, color, hair
texture, and also their hair goal. However, to prevent the virus from spreading, all salons and
barbers followed the protocol given to them by the government for reopening a beauty salon
and barbershop, such as wearing masks, face shields, and gloves—salons and barbers in the
Bangkok area, which were ordered not to provide any chemical services.

People - Some salon entrepreneurs worked alone, meaning they decided to provide
service while running their business alone instead of hiring employees. 1-16 employees were
the number of employees found in the study.

Physical Evidence - Other than shampoo beds and barber chairs that all salons and
barbers had to accommodate to provide services to the customers, new equipment was
added into the space, such as thermometers and alcohol gel bottles to provide all the
customers. As for the decorations, each saloon and barber had their unique style. Some lean
toward more modern design; some prefer a "local salon vibe,” meaning the vintage salon
found throughout Thailand.

Before the pandemic, each respondent mainly experienced a somewhat positive
experience. The business was going so well that one of the respondents decided to branch
out and extend the services, but the effect of this pandemic seemed to reach far beyond
what many people imagined. Some kind of services, such as the chemical service, was not
permitted, so the number of customers was reduced. Also, the guideline provided by the
government for reopening a beauty salon and a barbershop, such as masks, face shields, and
gloves to avoid contamination. Moreover, there was a national lockdown in the first
emergence starting from 26 March to 3 May 2020. The lockdown forced all of the citizens in
Thailand to stay at home and temporarily close their businesses to avoid spreading the virus.
Salons and barbers were not one of those exceptions. All the respondents lost their income.
Many respondents decided to use delivery tactics to bring some profit to the business. The

Second emerged, and the situation was slightly different. The case report dropped significantly.



2sans ssiaUSHAU
Business Review 157

U7 15 aouA 2 (nsnmAU - SuNAU 2566)
Volume 15 Number 2 (July - December 2023)

Due to the lockdown from the first emerging, the government needed to bring the economy
back before the covid-19 pandemic. There were a few campaigns dedicated to giving away
free money for a citizen like Rao-Cha-Na{t51%ug), Khon La—Kreung(ﬂuazﬂéﬂ), and Mor33 Rao-
Rak-Gun(yl. 33 1595011) which greatly benefit the SMEs.

Furthermore, the third emerging started around April 2021 and continues as the
researcher conducting this research. The specific situation was that the pandemic was found
everywhere in the country, and the financial campaien was running short, unlike the first one,
where everyone stayed home. The government suggested that people stay home while not
many find it necessary to get their hair done, especially with social distancing and virtual
meetings. Because of that, they were selling hair salon equipment online, one way the
respondents gained income.

For the marketing strategy, before the pandemic, each respondent used various
strategies to execute the strategy for their business. There were a few strategies worth
mentioning. First, "Online Marketing Strategy” was no surprise that digital disruption was getting
into every business, and the pandemic pushed those disruptions into a much quicker stage
than expected. Fortunately, many respondents started it before the pandemic. Second, the
"Word of Mouth" this strategy had been used by many respondents as well because it was all
about giving the best experience to the customers in the hope that they would recommend
the service back to their peers. To achieve word of mouth, many respondents had to provide
the best services possible to all the clients. Third, "Customer Loyalty Strategy" was dedicated
to making a customer loyal to your business by making the customers repeatedly purchase
the product or service. By doing so, "Personalization Strategy” was also used to provide the
customers with the best experience. Not to mention, "Continuous Improvement" was also the
strategy focused on improving the business in every aspect; Respondent4 used this strategy
as the core strategy for their business.

After the pandemic spread, the respondent found that factors such as national law
and behavior change led to one of the last century's hairdressing industry’'s most significant
challenges. Rather than mandatory cleanliness, "Online Marketing Strategy" was among the
new stratesgies that many respondents decided to utilize to use the new online tool to sell
products and inform the customers about their services. "Line Extension Strategy" was also
used more than it used to; before the pandemic, selling products was not the priority of the

salons and barbers. However, the law prevents the customer from getting their haircut or
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color. Selling products was one of the best ways to bring profit into the business through line
extensions such as expanding the hairdresser's service into a product seller and selling
products related to hair. Other strategies that the researcher found that many respondents
were currently using include "Promotion Strategy," which could bring the customers into the
business to take advantage of those promotions.

Moreover, "Cost Cutting Strategy," even though this strategy was not necessarily a
marketing strategy. However, the researcher found that almost every single response agreed
to be using this strategy at one point to keep the business going as well as potentially keep
the business from going bankrupt, not to mention this strategy could potentially be another
factor that impacts each marketing strategy that the respondents could execute. Last but not
least, "Delivery Strategy” did not happen in the hairdressing industry before the pandemic. The
researcher found a new strategy to fight the pandemic and social distancing measures. This

strategy brought convenience and also provided services for the consumers.

Conclusion
The results of a study on marketing strategy entrepreneurs in the hair industry used to
manage their business before COVID-19 included "Online Marketing Strategy,” "Word Of Mouth,"

"Customer Loyalty Strategy,” "Personalization Strategy,” and "Continuous Improvement”
Meaning through the Service Marketing Mix consisted of Products, Place, Price, Promotion,
People, Process, and Physical Evidence. The entrepreneurs’ utilized Products, Promotion,
Processes, and Physical Evidence by using the marketing strategies that went into those factors
to gain competitive advantages over their competitors in the hairdressing industry.

During the pandemic, it was very challenging for the entrepreneurs and the hairdressing
industry. The pandemic created problems such as cash flow shortage and shortage of
customers in the industry. There had been many adaptations to survive this pandemic. The
marketing strategies found during those times include "Online Marketing Strategy,” "Line
Extension Strategy,” "Promotion Strategy," "Cost Cutting Strategy,” and "Delivery Strategy,” which
were utilized by the entrepreneurs for the business to survive in this crisis. The researcher
would recommend that the entrepreneurs utilize the strategies found in the study as
guidelines to manage businesses during crises, similar to COVID-19. The researchers found that

all the marketing factors such as Products, Place, Price, Promotion, People, Process, and

Physical Evidence all suffered from the negative impact of the pandemic, especially People,
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Process, and Physical Evidence. The process of hairdressing service altered due to the guideline
provided by the government for reopening a beauty salon and a barbershop. People in the
hairdressing service, specifically employees, were laid off from the profit margin losses and
the shortage of money and liquidity. Moreover, Physical Evidence of the hairdressing service
added new equipment into the space, such as thermometers and alcohol gel bottles to
provide all the customers.

The research results revealed that the factors of the Service Marketing Mix in terms of
products, prices, place, promotion, people, process, and physical evidence in the hairdressing
industry were lacking in academic information and study, especially in the crisis event such as
a pandemic. This study could potentially bring light to the academic world resarding how the
Thai hairdressing industry and the entrepreneurs manage their businesses. It also brought some

light to specific marketing strategies used in the industry.

Discussions and Suggestions

The research results revealed that the factors of the Service Marketing Mix in terms of
products, prices, place, promotion, people, process, and physical evidence in the hairdressing
industry were lacking in academic information and study, especially in the crisis event such as
a pandemic. This study could potentially bring light to the academic world regarding how the
Thai hairdressing industry and the entrepreneurs manage their businesses. It also brought some
light to specific marketing strategies used in the industry.

The pandemic became such a threat to every industry, including the hairdressing
industry. One of the business's significant threats was the cash flow shortage and customers,
especially on the SMEs scale. With that in mind utilizing various strategies in the marketing
department should be highly considered to improve the awareness of the customers toward
the business. Cutting unnecessary costs would always be a great strategy when dealing with
business during a challenging time. Also, online marketing was crucial for the business, with its
more affordable and accessible advantages than traditional media. The idea of provided
promotion remains a great way to introduce customers to the business and purchase the
services provided by the Entrepreneur. Another strategy the researcher would like to point
out was the delivery strategy; the pandemic situation remained unclear when the researcher

conducted this study.
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The Entrepreneur should consider the delivery strategy for services when planning the
business in the future. The researcher hopes this study brought light to any entrepreneurs in
the hairdressing industry who started or looked for ways to improve their business during
challenging times through Service Marketing Mix strategies. This study gathered information
through the business owners or representatives who kindly gave insight into their business and
industry. It could be a valuable lesson for any future or present entrepreneurs to use the
information in this study as suidelines to adapt and survive any future challenges found in the
business. Hopefully, the information will be used in the marketing aspect by entrepreneurs
when planning the future marketing strategy for the hairdressing industry. Furthermore, last
but not least, the researcher would like to point out that the business needed to keep thriving
as an entrepreneur. Continuing to improve the business will always be necessary for the

business no matter what industry the Entrepreneur implies.
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Interview Consent Form

Research proposal: Service Marketing Mix Strategies of Hairdressing Industry During COVID-19

Pandemic

Name of Researcher:

1. | confirm that | have read and understood the Interview guidance for participants

Service Marketing Mix Strategies of Hairdressing Industry During COVID-19 Pandemic

2. | understand that my participation is voluntary and that | am free
to withdraw at any time, without giving any reason.

3. | understand that the notes may be looked at by the researcher

4. | give permission for anonymized data to be presented in
research report and/or publications

| agree to take part in the above study.

Participant Date Signature

Please return it to the researcher.

IRigii
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Factors Related to Employee's Decision to Choose Fruit, Vegetable and Meat Products in

Hotel Business
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Abstract
This research has the purposes to 1) study the importance level in employee's decision
to choosing fruit, vegetable, and meat products in the hotel business, 2) study personal factors

affecting to employee's decision to choosing vegetables, fruits, and meat in the hotel business,
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and, 3) study product quality factors related to employee’s decision to selecting vegetables,
fruit, and meat products in the hotel business. The 96 questionnaires from employees in the
relevant departments were collected and analyzed. The data analysis in this research
employed, frequency distribution analysis, percentage, mean-value analysis, standard
deviation, independent sample t-test, One-way ANOVA and Pearson Product Moment
Correlation techniques. The hypothesis testing results revealed that personal factors were
gender, age, educational status, work experience, and positions have no significant effect on
the decision making. The product quality, brand, standard, and product benefits are significant

in the employees' decision-making, statistically significant at 0.01 level.
Keywords : Product Quality, Decision Making, Hotel Business
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Abstract
This article describes China's circular economy growth. The circular economy gathers
and analyzes pertinent data, including the primary plan for enhancing the national economy
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and addressing China's social development. Government policies, particularly the ongoing
expansion of the logistics sector, are what motivate the creation of a sustainable image and
the promotion of ethical principles to convey to people, communities, and nations the
advantages of maintaining the environment. Includes techniques for collecting garbage at
home China is making strides in its circular economy growth, but there are still challenges and
constraints that the nation must overcome in order to pursue its goal of resource sustainability.
These lessons will serve as a roadmap for creating and understanding Thailand's circular
economy growth plan in accordance with the national development plan, which will inspire

and motivate everyone.

Keywords : Circular Economy Development, People Republic of China, Roadmap, Challenges

and Opportunities
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‘17im - Feng, K, & Lam, C. Y. (2021). An overview of circular economy in China: How the current

challenges shape the plans. The Chinese Economy, 54(5), 355-371.
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reuse in China according to the "Made in China 2025"

strategic plan from 2013 to 2025
(in 1,000 metric tons)

2013 2015 2020* 2025*
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fiun : Mordor Intelligence. (2023). China Waste Management Market - Growth, Trends,
Covid-19 Impact, and Forecast (2023 - 2028). Retrieved March 28, 2023, from:

https://www.mordorintelligence.com/industry-reports/china-waste-management-
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