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Abstract

This study aims to 1. validate the underlying constructs of supply chain
management influencing customer loyalty within the hotel industry in the context of

business sustainability, and 2. analyze the causal influence of supply chain management
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on customer loyalty within the hotel industry in the context of business sustainability.
The research sample comprised 252 hotel executives and supervisors from member
hotels of the Thai Hotels Association, selected via multistage sampling. Data were
collected through a structured questionnaire and analyzed using Structural Equation
Modeling (SEM).

The model demonstrated an acceptable fit to the empirical data, as indicated by fit
indices (* = 223.27, df=172, p-value = 0.005, (*/df=1.29, RMSEA=0.076, SRMR=0.092,
CFI=0.91, GFI=0.91 AGFI=0.90, NNFI=0.94 and NFI=0.90. The latent variables collectively
accounted for 54% of the variance in customer loyalty. The results further identified
supply chain management, corporate social responsibility, and customer satisfaction
influence on loyalty. Based on these findings, hotel operators are advised to prioritize
initiatives that enhance customer satisfaction, particularly in relation to room quality and
service excellence. Concurrently, improving risk management practices within the supply
chain and expanding corporate social responsibility efforts—especially through
community engagement—are essential strategies. These approaches contribute
significantly to fostering customer loyalty and promoting the sustainable development
of hotel businesses.

Keywords: Supply Chain Management, Corporate Social Responsibility, Satisfaction,
Loyalty
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Figure 1 Conceptual Framework
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3. AuiBesiuvaainiasiion

nsaTndeuAmnATasefidl

- mmsaaeuaussudaion (Content Validity) asaaaeulasdidenigy 3 viu
H1UNITAIUIUAT 1OC (Index of Item-Objective Congruence) ?faagﬂusm 0.67-1.00 &4n11
N 0.60 Tumnde

- AsRsI9EeUAIAI1ILT asTy (Reliability) nagaunuNguA18e19119939 (Try Out)
$1u9u 30 918 (ldlau@naunaulsausulve) wudn Cronbach’s Alpha dmSusauysusus
avduoglutng 0.953-0.958 Fsgeninnasi 0.80 (Hair et al,, 2019)

- msuanuasestoya: fudsdunariuadaduszanianu (Skewness) sewing
-1.360 @14 -0.206 wagArduUszANEAMlAT (Kurtosis) se131a -1.91 4 1.850 aglutnmusinig
WANWIIUNRA (£2.0)

- anuduiusseninadauds: AvduusyAnsandusiusifiesdu (Pearson Correlation
Coefficient) aglumaa 0.300-0.767 (p < 0.01) ngmuusduiusiuluiiamadeiiu uaglidl
Uayvn Multicollinearity lngan VIF agsening 1.809-2.71 (< 10) wagn Tolerance 8g3ening
0.370-0.553 (> 0.01)

- A Durbin-Watson = 1.69 8¢/lug197 seusuld (1.5-2.5) uansilafddgym
Autocorrelation 5e7398IkU5da5Y

MNNMINTIREeY NuinateslolniinunmuazaumnzandmiumTiaTe
LUUTARIENN15IAT9A3 (SEM)

NANSANE

1. Hayariluvasdraunuugauny nmaivteyadreunuuasuniudiuiuiisan
252 Au wuin nquiegvdnlnglidnvasidumendgs ong 45 Uy wariisvaunisallu
n3viauEnnd 15 Y leesunsnudiulngidussauduinng dwiuszdunnsgiuaes
Tsausufigdmouuvuasunududunuty dulvaidulsususedu 4 an d5wukesin
11N 150 9 INLLiudaﬂwyjaeﬂuﬁuﬁmﬂ%’fﬁuaaﬂizmﬂm waziianwaunlulsousudasy
fdmeafunulng wonanil Snoundnauedswsudnlngiisiuauszaring 50 i 200 au
wazaliusmsunduszeziainnii 15 U

2. HaN15ItATIERIEAUANARLTUYTaINguRIaE i Baiu n1sdanisTdguniy
ANV AYDUADFIANYDITIAY AUNINTIVRIaNAT LATAIINITNANAYDIGNAT
thiaueseAiads (X) wagdrnudenuuannsgiu (5.0.) uanads Table 1
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Table 1 Descriptive Statistics and Interpretation of Supply Chain Management, Corporate Social

Responsibility, Customer Satisfaction, and Customer Loyalty

Measured Variable X S.D. Interpretation

Supply Chain Management (SCM) 4.36 0.439 Very High
SCM1: Redundancy Reduction 4.13 0.585 Very High
SCM2: Performance Indicators 4.33 0.678 Very High
SCM3: Risk Management 4.33 0.678 Very High
SCM4: Supplier Partnership 4.29 0.637 Very High
SCM5: Customer Relationship 4.69 0.506 Very High
SCMé: Information Sharing 4.17 0.678 High

SCMT: Information Quality 4.42 0.572 Very High
SCM8: Postponement Strategy 4.21 0.637 Very High
SCM9: Agility Strategy 4.56 0.639 Very High
Corporate Social Responsibility: CSR 4.55 0.487 Very High
CSR1: Economic responsibility 4.50 0.577 Very High
CSR2: Legal responsibility 4.65 0.520 Very High
CSR3: Ethical responsibility 4.69 0.466 Very High
CSR4: Philanthropic responsibility 4.38 0.661 Very High
Customer Satisfaction: SAC 4.52 0.477 Very High
SAC1: Product and Service Usability 4.65 0.480 Very High
SAC2: Exceeding Customer Expectations 4.50 0.642 Very High
SAC3: After-Sales Service & Warranty 4.40 0.721 Very High
SACA: Fair Pricing 4.52 0.542 Very High
SAC5: Honest Information 4.60 0.495 Very High
SAC6: Customer-Centered Value 4.46 0.609 Very High
Customer Loyalty: LOY 4.44 0.530 Very High
LOY1: Positive Word-of-Mouth 4.65 0.556 Very High
LOY2: Repurchase Intention 4.62 0.530 Very High
LOY3: Low Price Sensitivity 4.23 0.757 Very High
LOY4: Reduced Complaints 4.27 0.717 Very High

Table 1 uandliifiuin fudsmnusuiinveudedinuvesgsfafiaadegsan oglu
3zﬁ’ummﬁq@ (X) = 4.55, S.D. = 0.487) a1usgAuianalavesgnan (X) = 4.52, S.D. =
0.477) wArANIBAANAVBIGNAT (X) = 4.44, S.D. = 0.530) druiudsnisdanisigguniud
ﬁﬂLQgﬂangiuizﬁUN’lﬂﬁEjﬂ (X) = 4.36, S.D. = 0.439) AUAGU

3. an1saazaunislassadrafeafuninavasnisinnisldgumusianan
293nNAYaINAI (LanIRT Figure 2 Uag Table 2)
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Chi-Square= 180.84 df=162, P-value= 0.14792 RMSEA=0.048 SRMR=0.092 NFI=0.90 GFI=0.95
AGFI=0.91 SRMR=0.10

Figure 2 Confirmatory Model of the Influence of Supply Chain Management on Customer Loyalty in

the Hotel Industry Toward Business Sustainability
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Table 2 Confirmatory Factor Loadings, AVE, CR, and Reliability Coefficients of the Latent Constructs

Latent Variable Factor AVE CR  Cronbach’
Observed Variable
Loading s Alpha

Supply Chain SCM1: Redundancy Reduction 0.750** 051 0.88 0.87
Management (SCM)  SCM2: Performance Indicators 0.830%*

SCM3: Risk Management 0.830**

SCM4: Supplier Partnership 0.780**

SCM5: Customer Relationship 0.480**

SCMB8: Postponement Strategy 0.490**

SCM9: Agility Strategy 0.760**
Corporate Social CSR1: Economic responsibility 0.880** 0.68 0.90 0.98
Responsibility: CSR  CSR2: Legal responsibility 0.820**

CSR3: Ethical responsibility 0.830**

CSR4: Philanthropic responsibility ~ 0.770**
Customer SAC1: Product and Service 0.860** 0.62 091 0.96
Satisfaction: SAC Usability

SAC2: Exceeding Customer 0.670**

Expectations

SAC3: After-Sales Service & 0.890**

Warranty

SAC4: Fair Pricing 0.720**

SAC5: Honest Information 0.790**

SAC6: Customer-Centered Value 0.790**
Customer Loyalty: LOY1: Positive Word-of-Mouth 0.730** 058 0.84 0.97
LOY LOY2: Repurchase Intention 0.620%*

LOY3: Low Price Sensitivity 0.780%**

LOY4: Reduced Complaints 0.880**

Note: ** p<.01

Table 2 wansliiiuin nansinsgiesnuseneuldedudurosdanusuns loun Ans
dan1sldguniu mnusuiinveusiediauvedgsia auianelagnan uasauassninsgnAn
w1 ArthmiinesdusEneu (Factor Loading) wesiiudsdannagszving 0.480 4 0.880 Bga
AINnBE TR un (> 0.30) wazdunglndiAeamnIaaand 0.50 uansdaruvagay
99972194 A1 AVE (Average Variance Extracted) ) a8 Tuy a9 0.51 919 0.68 wavA CR
(Composite Reliability) 985811319 0.84 §19 0.91 avwauammmwsuaammmmiuﬂmmm
Wensadaaiiou (Convergent Validity) uag A osfureadesilotn vl Arvdndn
psAUsznouniiifed Ayneadafisedu p < 0.01 Buduin Mulsdunausaziiano
asungAUsusldeglitedAuazinnngausonsih vl neilunaannisiassasely
(Hair et al., 2019)
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4. NAN1TILATINUUUTIADIENNTTLATIAT1UaNIBNTNAvRIN1TIANlga Unu
ANMUSURAYRUARHIANYRITIRARaAINRIINANAYRIgNANUAUNINElaYaINAT Land
Tu Table 3, 4 way Figure 3

Table 3 The Results if the Goodness of Fit Structural Model

Index values measurement criteria Statistics Results
Chi-Square/ df 0 < X2/df <2 1.29 passed the criteria
RMSEA 0< RMSEA < 0.08 0.076 passed the criteria
SRMR .05<SRMR <1 0.092 passed the criteria
NFI 0.95 < NFI < 1.00 0.90 passed the criteria
NNFI 0.95 < NNFI < 1.00 0.94 passed the criteria
GFl 0.90 < GFI < 1.00 0.90 passed the criteria
AGFI 0.90 < AGFI < 1.00 0.90 passed the criteria
CFI 0.95 < CFl < 1.00 0.92 passed the criteria

From: (Whittaker & Schumacker, 2022)

310 Table 2 uananatayaniendanisusuuiluduuslusuudtaesaunisiaseaing
NWUIAIAYTAIMUITANVDILUUTIA0Y (Goodness-of-fit) BglULNMUIUINTIIU kaAAIIN
ANNAUNUSTENINNTIANSIGUNIUN ANNTURAYR UMD IANYRIGIRY wagANITNANAveY
ane1 dauaennaesiudoyaleuszdny lnenanisnagsudlaauals (Chi-square) e
Winfu 223.27 99mdase (df Wiy 172 wazen pvalue WU 0.005 Feuianen p 2l
Teddyn1eada wiegalsfinny nsiansandfeieuaenadesdu g Aflaulisevuis
feegstpanitAlaauais wansiiuilunaiianumnsanlne s

ﬁﬁmﬁ%ﬁ’mmqmamﬁmmLLUUﬁﬁamﬁ’U%’aaﬂa lauA A1 GFI (Goodness of Fit Index)
ey AGFI (Adjusted Goodness of Fit Index) fiAnwinfiu 0.90 MXETU vauzfiAn NNFI (Non-
Normed Fit Index) wag1 NFI (Normed Fit Index) 88l 0.94 wag 0.90 auadiy Fsnateg

o &

Tunarfioensuld Tnefiddaus 0.90 Tuld wanaflapunaunauvatluaiuleyalielsedany
Tuseaun

wenand AuduaniAinnLAaInLed ouadluaa Iaun A1 RMSEA (Root Mean
Square Error of Approximation) 191U 0.076 hagAm1 SRMR (Standardized Root Mean
Square Residual) 1y 0.092 Feagluinamifiannnsasensuls Tnean RMSEA agluras 0
0.08 wazA1 SRMR ag/luria 0.05-0.10 msnausiues Whittaker hag Schumacker (2022)

% :1'1sa'1ﬁl,ﬂwgmam%l,l,azﬁmiﬁﬁﬁa UNINYIBETNSa U7 18 avuh 1
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Note: t-value > 2.58 Significance level of 0.01 (**), t-value > 1.96 Significance level of 0.05 (*)

Figure 3 Path Model Illustrating the Effect of Supply Chain Management on Customer Loyalty in
the Hotel Sector for Business Sustainability

Table 4 SEM Results: R? and Direct, Indirect, and Total Effects of SCM and CSR on Customer Loyalty
Mediated by Customer Satisfaction

Latent Variable R? Effect Latent Variable
SCM CSR SAC
SAC 0.74 DE 0.60" 0.31" -
IE -
TE 0.60" 0.31" -
LOY 0.54 DE 0.70"
IE 0.42" 0.21" -
TE 0.42" 0.21" 0.70"

Chi-Square= 223.27, df=172, P-value= 0.005, RMSEA=0.076, SRMR=0.092, CFI=0.91, GFI=0.91,
AGFI=0.90, NNFI=0.94, NFI=0.90

Note: ** p<.01

Table 4 wuin Aufianelavesgnén (Customer Satisfaction) usudsiisidnswa
FIUABAINISNANAVRIRNAT (Customer Loyalty) Tneflendudszans sndnasiusiiu 0.70
seamnAe NM3dAnslegunu (Supply Chain Management) Ssiidvswasauiviniy 0.42 wag
ANUTUAAYD UM BFIALYBI§ 3N (Corporate Social Responsibility) :ﬁ@w%wai’maeﬁ 0.21
dmsuardudszansnisweinsal (R2) vesiauusudennelu e arwasdndnfvesgndn fidn
Wiy 0.54 wansindmuusBasslulumaanunsaesuisaunusuniuvesanuassndndgnaila
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= (3

Aniduenay 54 Fafiodnegluseduiidmuinasinisfiansan uanand Ariminvesiaus
Funaildiasuusulayniafidodfynisadffisedu 0.01 uansdsnnuaenndoswadiaLys
Aanelugugiad iafimanzanvesfiud sulusazdiu Taen s Namﬁmﬁwﬁﬁaﬁuaw
Anumzanvedluealunisesutenalnvesauasindnfvesgnaluuunvedgsialsauwsy
pgslityd Ay eana

Table 5 Hypothesis Testing Results: Direct, Indirect, and Total Effects of SCM and CSR on Customer
Loyalty Mediated by Customer Satisfaction

Hypothesis Effect Path Interpretation Effect Coefficient Result

H1 SCM — SAC  Supply chain management DE 0.60" Significant
has a positive effect on IE - -
customer satisfaction TE 0.60"

H2 CSR — SAC  Corporate social DE 0.31" Significant
responsibility has a positive IE - -
effect on customer TE 0.31"

satisfaction

*%

H3 SAC — LOY  Customer satisfaction has a DE 0.70 Significant
positive effect on customer IE -
loyalty TE 0.70"
H4 SCM — SAC  SCM has a positive effect on DE - Significant
— LOY customer loyalty through IE 0.42**
customer satisfaction TE 0.42%*
H5 CSR— SAC  CSR has a positive effect on DE - Significant
— LOY customer loyalty through IE 0.21%*
customer satisfaction TE 0.21%*

Note: ** p<.01

o w

Table 5 WU auufgIuns 5 TelasunisatuayuedaitudAynsadansequ 0.01

o

lngasuranIsnAaeUANLFAgIUAAL

[ | =

H1: M353nnslgauniu (SCM) dniwaniemsaduinegraitdedfsoaiuianala
099N (SAC) Tnefianduszansivindu 0.60 wansliiuinnsdnnisldgumuditiuszansan
Prwduasuligniuinauiianelaunty

H2: A UilnveusedIANYaegsNa (CSR) d8nSnantmsudsuindeauiianelaves
anfegaiifodny Tnefladulsyansnindu 031 fauandiifuingnéfiuunldufienelase
psAnsifiussivegilauuiinveusodny

H3: Auienelavesgnen (SAC) HnSnan1ensudauineg1eildudiAysoniny
3ninfvesgndn (LOY) Inedlendudszdvdintu 0.70

Ha: n153mn1sldgunuilansnaniedeudeninuassninivegnatsiuauianel
Y23gnA lngdldvdnassiniu 0.42
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H5: AnuiuiinveusiediAuYeegsNAiBnSnanvausianuIsnANAveIgNAKIY
anufianelavesgndn Tneflavsnasiuwiniu 0.21 fedudufisenudfyues CSR Tums
dualumnuassninfgnamiunalnanuiianela
d5duaznisaiusiena

1. M3damsleguniu d8nSnadennuasindnivesgnanludnuugniedouniuay
fawolavesgnd wan1s3deilaenndasfuuuifnues Hugos (2024) ina1231 n1sdans
9gunmueesysannsiidmneiiiewiauszdniaim aunm sadwsviegsna uazludigade
arwiaweslavasgnén Tnsantminessusznavgegnvosnisdanisldguiuie nisdanis
AuABs Jauandlififiuin Tssusudisinnsuimsanuidssegeseunsuaunsnias uasandy
dangulunisdniuau sevaussaudesnsgndldity wasiilugeudaduluszerem
KamTIdeiiaonadaaty Kiswantoro et al. (2025) fisgyih msdanisamudesiifiseandam
dawaidsvandennufiswolavesgndn wasdoid asludsanudndluniends uenaind
padUsznauduesnisdansigguniu wu mslimddaussansam nagnsaudedh mnw
saudlofudnnaneions msanaudideu nagnsnsvzasiia wazn1TUIMsALELRUS Y
gnA1 Aduasenuasindndvesgndngudununalnvesniuiimels agglsiniy
asrUsEneuMusERuLazAunmyesnskusluteyanduliiidninareanuiiaelanaza 31y
295nAnAveIgNAN mf\]%Lﬁaqmﬂqﬂﬁﬂﬁmmﬁﬁmﬁ’umaﬁwa‘ﬂmamwaw%mimﬂmf'lmi
Fuitanszuaunsangluveslsausy lnvaenadediu Rossmannek et al. (2022) Uag Lee and
Kim (2023) #inuinnsudsiludeyadsaasiennulindauas e wiuvesdiidnlddiude
aeluasdnsnnitguilaanisuen uenani dnvureunelugsialsusiinuduius
sewindunudoudees wiazdngatumsuimaiieaiisanuionelagegn unndisann
gifegmamnssuiidesorfedoyariiennaununisudnuazandunuy MATedsFesUsEnou
ddnyiidmasgnedaiau ldud msdansmandsaaznagnsanaiedh dstheifiuamui
nolauarANITNANAVeIgNAT (Nsowah et al.,, 2024; Winata et al., 2024)

2. aAnuiuiinvausradeAuvadgina (CSR) daninareninuasininavesgna lnenu
nalnvosaufianelagndi Geaenndostunguifiidulddiude (Freeman et al, 2010) 7
\aueinesAnsmsnszntindauazaitsnualiuliidulddudennineildunansenuvied
drusufuesdng unuilaesaduamediiovu fildulddudedsuiminnu gné dwmane
1005 Wil guru wesmhenunasy WeliAnuausyledsuiulusszen mufls uunde
PuiiaveUsadsnNTetesAng (Carroll's CSR Pyramid) leausdn ssdnsassiugsiaetng
fla3us35u Inoysannsausilosedinuuardannadoudrdunisdniiunudnd ieass
Usglomiuaziaunqaunmdinliudguvy fidwlddnndes uazlanegredsdu lildudnns
UinaseRanssunsnaa wilduduniwesnisuimsianisgsiafiysainaniuaunasewing
msAulamaAsugia dsay uazdswinden (Kusyk, 2021)

pdUsznouTes CSR AldsuAmiminasdusenaugean tiun arwsuiiageudiuns
nAa LAT¥gAa NYVILINY WazaTesssy awdiiu avvieuliiiiufsunuimvesianssuiiedany
WU 3L Msoranasing wagnsatiuayuyuvy lumsaianmdnuaiosdnsia deamnsa
nsvduauianelanazaNuinfvesgnAlied1eliuse@nsnin aenndasiu Jarwan et al.
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1
a v v

(2022) waz Niu et al. (2024) Aiwuin CSR finasenrulindauasinundvesgndn Snviad
dqwaﬁialﬁmm%a%’lwLLazmmﬁ’ﬂﬁﬁiaLwiuﬁa&m&iﬁaﬁﬁm (Li et al., 2024)

3. anwianelagndn Wududsiunansseninamsinnislegununazanusuiavey
odanuvedgifanemnuasindinivesgnai dananisideaenndesiuauisedHiun
(Rajagukguk et al, 2024: Yi et al,, 2023; Zaid et al,, 2021) InefaudsdannfisArumin
9IAUTENDUZIEN LAkA N1TUTNIINSINTVBLaENITTUUTEAUAUA NMstaueduRazu3nig
miloninfigniaants msliaueiugniidugudnans mslideyaigndeaarlusda
arwaninsolunsldauduaruinisléns sudsnstmuasafivnzauandussy el
agviouliiiiuin gnAgsialsaslimnudfyiernudeiuluannmyesiosin tesiines
gUnsalgIsANaaIn naonauNITUUsEAuAILaenadostuAmANA lawanld G
AonARpIiy Ahlawat (2023) fidlifiuiteuareinvedlsiusy Annmreain 913 AY
AuAvessa wazanululing drudmadennudnfivesgndn

uen9ndl famudn anmaansalunisueuusraunsaifivilonnuaaniuagliuing
Tnosilfanuivosgnin iutadvddgiindnduliifinmnuasining Tnsaenadesiu Singh
et al. (2023) fiszyin msliuimsiendonaztivaiianulinga aufisnela wazadny
fnfvesgnan Tuivdaasusraunisallaesilussugend

Tnwagd nansideasaitlmfiudunumadydrinaresnisiansidguniusazaing
Suiingeudodenuvedgsnasonussndndvesgndtiiuaufisnelagnan suduuuims
Banagndiannsothludszgndldlunisuimsdanisgsialsuanieaisaudsdunas
ANaasatunsudatulusreze

VOLAUDLLUY
Jarauanuzlunisuinanisiaeluly

v A |

o/ 1 < v o v v a £
1. ns3anslagunu 1luladeddyidwmadaninuasindnavesgnan lasanie

o

'
=

g8 dluviunveslangandaaniunisalladn-19 Feilauliutueuniaasusia woinss
Fuslaafidsundas wazanudsadnuguaim gsfelssusudamsyaudiunsnanutazuims
mnuidssenaduszuy ieieduaiennudangy arwansolunsuiud waganudeliles
Y9333NIlusEEreN dmTuasAusenaumunsklsludeyauaznaninvainsuusdudeya wil
wfimnuddnydedwnansiond wilinudninalnenssionuasindnivosgnd fadu 53ie
TsausuanansaRansandaasminensludiesduszneuvesnisinnslsguniuiiidnsnasie
AnufisnalawazauassninivesgnAtegeliusEansamannnd

2. AUTUANYUADHIANYBIS 3N (CSR) d8NTnaneanI1uITninAveIgne
Tnetavnzlugaiiduilaeliiudfyiuaiesssunarauamsdsassnnnindedosusandios
g1 Aanssu CSR fijatfunmsativayuyuey msouinvauwnnden wagnsildmsaily
Aanssuanssaulseleviastivasinindnualosansludauin uwaesasuadeaulingdaan
gnélegededu damaliAnnisuense Ms33uBsuan wazanuindeuusudlussezen

3. anwiiawalagndn Wudeduddnidsuasernuasininivesgnailugsialsausa
Tnganizd1un15uinsvdsnisunsuasn1ssuuseduaunmduduazuinig ey
AUsENauN1IAIsliAudAyiun1ssnwInunImeiaein inesiines uazgunsaldiuley
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auazanivanadasiunndnuainieteyaildlunislavanyssendusiug valdlugadide
ooularifiunungs gnéndluunliulunisdeasuszaumsaiveswusindommdudeaiife mn
I§$uUszaunisaliidazilugnisuenseldsuan (positive word-of-mouth) Tunansafud
ynUszaumsallsiifulumumnuaands e1vdmwaliiAnnsimnginsainiesiudeay 3
oadsnaidedonminuvaiiazanuiideiiovesgsfaldogimai

Foruanuzdmiumaidelusuaniianmsideadedaly

1.9MNWANTITENUIN FUTN153ANI5IUNIU ANUTURAYO U IANYRITING WAL
ANUTanelavesgnii a1unsnesuleAuwlsUTINYRIRLSNANATegnAlasesay 54
fadu maifeluowanesinsunfinfudud by flonafinasionmasindnAvesgndn 1y
anulindalunusud amdnvalesdns auamnisliuinas nieUsvaunisalvesgnan
(Customer Experience) il atilugnisaraluinadiiiussansaiwlunismensaiwazesune
ngAnssuvesgnaldiesnnsaungusnnB iy

2. msfnwinmaaeulunaluIunvesssialsustluinsUssmaiddnuazuansing
fu ethwadmdUSsuIfisunaginsgimuanmesEinassme

123111 v899UITY

mAdeidliAueudiiusssrinsiauusldesnadaiau uliiasddosinunssznis
WU nauegdfinamglsaksuandnaunaulsusulnessiu 3-5 a3 (sampling bias) way
AudeyamisuuuaauniuiiesdSiies (common method bias) wAran133iA1ERdadaA Y
unBefouazanunsalvideasuiifinuaronisinuanuduiugssrineduysls
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