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Abstract

This research aimed to 1) explores the marketing potential of community
enterprise products in Cha-wang District, Nakhon Si Thammarat Province, 2) conduct a
SWOT analysis for these products' export potential, and 3) assess purchase intention
while recommending export guidelines. The study employed both qualitative and
quantitative methods. In the qualitative method, two groups were sampled. The first
group included 10 key informants from 5 community enterprises in Cha-wang District,
selected through purposive sampling. Data were collected via semi-structured interviews
and non- participant observation. The second group consisted of 7 individuals from
government and private sectors involved with the products in Cha- wang District,
providing insights for the SWOT analysis. Then the quantitative method, the population
of foreign tourists who had purchased or consumed the community enterprise products
was estimated using Cochran's formula, resulting in a sample of 385 tourists selected
through convenience sampling. These participants completed a questionnaire with a
five-rating scale and the data were analyzed using descriptive statistics, nonparametric
statistics, and the Chi- square test. The findings revealed that 1) the community
enterprises produced goods using local natural resources, but the production processes
lacked certification. Marketing efforts were hindered by a lack of unique product
characteristics, with many items imitating existing market products. 2) The SWOT analysis
indicated that the products' strength lay in their use of local wisdom, while their
weakness was the absence of Good Manufacturing Practice ( GMP) certification.
Opportunities included promotion by government and private organizations, while
threats involved export restrictions due to product standards aimed at protecting
manufacturers and consumers. 3) Personal factors significantly influenced the purchase
intention of five products, with a statistical significance level of 0.05 to strengthen and
develop marketing potential. Therefore, we propose the following export guidelines:
Produce valuable products for consumers. Develop products to receive standard
certification Clearly define the target customer group. and hire middlemen with expertise
in exports to act on behalf of group members.

Keywords: Marketing Potential, Community Enterprise’s Product, Export
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Table 1 SWOT Analysis of Community Enterprise Products in Chawang District.

Strengths

Weaknesses

1. Use local resources
2. The product comes from wisdom passed

down from ancestors.
3. Expertise in producing products

4. Study about product needs.
5. Continuous product development.
6. Marketing communication with consumers

in the domestic market.

1. The product lacks uniqueness.

2. The product lacks a production standard
certification.

3. Human labor in production not being up to
the standard of product quality

4. Lack of regular product production training.

5. Lack of funds for operations
6. Unable to clearly define target customers.

7. Lack of knowledge about exporting products
to foreign markets.

8. lack of language and technology skills.

9. Lack of knowledge about export marketing.
10. Lack of personnel involved in carrying out
marketing and regulatory activities for export
11. Lack of information to analyze production

costs and determine product prices.

Opportunities

Threats

1. Government and private units provide
support.

2. Modernizing information and
communication technology, to reach
consumers conveniently, and quickly

3. Consumers have more behavior in
searching for information and purchasing

products from various online channels.

1. Many competitors in the domestic market.

2. The customs procedures or processes for

export are complicated. and has a high cost

3. Trade protection measures regarding product
standards of each country to protect producers
and consumers in their country.

4. The cost of requesting standard certification

both domestically and abroad is high.
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namsAnwngAnssunsnsladonntdnviondiedsnidivondesurgururesndy
EMNIYUYUTUNDRIN FINTAUATATTITUIY il

ﬁwusﬁayjaﬁ’ﬂﬂ wui dauluidumarig S1uau 252 AU ARuSPEaE 65.50 LA
dmuau 133 A Anluieway 34.50 a1y 35-44 U d1uau 153 Au Anduseeag 39.70 MsAnyge
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YUYUTUNDRIN FNIAUATATITINIY wanaTeazdenlaan Table 2

Table 2 The Result of Foreign Tourists’ Opinion on Community Products of Community Enterprise Groups

in Chawang District, Nakhon Si Thammarat Province

Crispy fried . . L .
Product Roselle tea Tie Dye Fabric Souvenir knife Massage Oils
cassava
Factors _ _ _ _ _
X SD. Scale X SD. Scale x SD. Scale X SD. Scale X SD.  Scale
Benefit for
) 366 0953 Agree 373 0838 Agree 378 0910 Agree 332 1067 Moderately 369 0866 Agree
consumption
Suitable size 342
373 0935 Agree 366 0876 Agree 368 0966 Agree 1034 Moderately 369 0922 Agree
product
Good
appearance 355 1026 Agree 376 0892 Agree 358 0910 Agree 331 1033 Moderately 358 0847 Agree
product
Attractive
) 350 1.008 Agree 358 0959 Agree 354 0901 Agree 327 1063 Moderately 353 0961 Agree
packaging
Branding is
easy to 333 1070 Moderately 359 1023 Agree 338 0974 Moderately 319 1089 Moderately 343 0835 Agee
remember
Total 355 0829 Agree 366 0775 Agree 359 0780 Agree 330 0909 Moderately 358 0.711 Agree

21N Table 2 HaN15I98 WU UNMBUN81EIRNsEAUAIUARLTAUR Bt a8 AU

1Y

a v L3 3 a v 1 1 [ [ 14 1 a 6 o -
NARAUNNG 5 HANA U IUANTIU ?ﬂﬂiﬁig@%lﬂ'ﬁ%ﬂUiﬂﬂ laun nandusidunennseu (x =355,

L4

SD.=0.829) WAAS o BINTLS 8 (x=3.66, SD. = 0.775) WanA i sndou (

X =359, SD.=

0.780) wag WanAmuNUTULAZATIWIA (X = 3.58, SD.=0.711) dmunaniumniavesiiseaney

TusesuUunas (x =3.30, SD.=0.909)

NamFITeNeUsERUAMUARTIW LTI AN TsUNIATaTerEns aeigumLELne

L L2 = L4 ! dl 1 a = ¥
2970 FIIAUASASSITNIVRITNYIoUNEIRN9R uansswazidenlaann Table 3
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Table 3 The Results Level of Opinions on Foreign Tourists Purchase Intention on Community Products,

Chawang District Community Enterprise Group Nakhon Si Thammarat Province

Crispy fried . . Souvenir .
Purchase Roselle tea Tie Dye Fabric . Massage Oils
cassava knife
Intention _ _ _ _ _
X SD. Scale X SD. Scale X SD. Scale x SD. Scale y SD. Scale
Purchase
) o Moderately Moderately
intention in 370 0977 Agree 340 0821 Agree 337 0791 354 1017 Agree 328 0814
Agree gree
the future
Intension and
recommend 366 1015 Agree 350 0919 Agree 354 0934 Agree 352 1084 Agree 344 0928 Agree
to others
Moderately
Total 368 0921 Agree 345 0811 Agee 345 0800 Agree 353 0988 Agree 336 0.821 A
gree

[y a

9 Table 3 WaMFITeTEAUNGANTTUANINADINITAIAGONANTUNYUIUIIG 5 WENSTEUN

[y a

TUNINTIN WU 4 HAAA I T TEAUAINUAIUA AL UATUAIILA DIN1TH 1199 DLuTEA VLN
UszNoUmey NANNMITUNDANTIU NANHMUINVIVINTLLIYU NANHUNHI AT DU LATHANS UNIA
YDINTEAN FNTUNARAUNUTULAEASUUIAT T UAMUAMUAATIUA LA BIN15H 1A% B lu

SEAUUIUNANY

Table 4 The Results of the Relationship between Personal Factors and Purchase Intention Behavior.

Purchase intention behavior

Crispy fried Roselle  Tie Dye  Souvenir Massage
Personal factors

cassava tea Fabric knife Oils

Gender

x2 14.219 15.994 13.889 7.536 5.185
cramer’v 0.192 0.204 0.19 0.14 0.116
p-value 0.076 0.025* 0.053* 0.480 0.738
Age

2

X 48.719 45.349 57.884 61.65 100.931
cramer’v 0.179 0.172 0.194 0.200 0.256
p-value 0.004* 0.002* 0.002* 0.013* 0.000*
Education

.X'2 31.182 4.137 27.205 23.221 33.075
cramer’v 0.201 0.176 0.188 0.174 0.207
p-value 0.016* 0.006* 0.007* 0.001* 0.005*
Status

X2 76.826 34.012 29.066 24.96 25.825
cramer’v 0.316 0.213 0.194 0.180 0.183
p-value 0.000* 0.006* 0.001* 0.004* 0.034*
Occupation

X2 21.235 10.036 16.597 32.586 48.369
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Purchase intention behavior

Crispy fried Roselle  Tie Dye  Souvenir Massage
Personal factors
cassava tea Fabric knife Oils

cramer’v 0.136 0.115 0.120 0.168 0.205
p-value 0.017* 0.005* 0.029* 0.031* 0.002*
Monthly income

x2 34.148 423.062 44775 41.159 42.125
cramer’v 0.149 0.167 0.171 0.163 0.165
p-value 0.008* 0.002* 0.044* 0.005* 0.007*

* pvalue Sifedndnymneadffisesu 0.05
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A Study of the Relationship between Accountants’ Skill in the
Digital Era and Work Performance Success of Accountants in
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Abstract

This research aims to 1) study the skills of accountants in the digital age and their
job performance. 2) Analyze the relationship between digital accounting skills and job
performance success of hotel business accountants in Songkhla Province. This research
is a quantitative study, collecting data using a questionnaire. The sample group in the
research consists of accountants in the hotel business in Songkhla Province. Simple
random sampling was used, with a total of 157 participants. Data were analyzed using
descriptive statistics, including frequency, percentage, mean, and standard deviation. The
relationship was analyzed using Pearson Correlation statistics.

The study found that the skills of accountants in the digital age, including
accounting knowledge, communication skills, digital technology usage, language
diversity, attitudes, and analytical and problem-solving skills, are at a high level. Similarly,
their work performance success, which includes work processes, work quality,
acceptance, and work speed, is also at a high level. These skills have a moderately
positive relationship with the work performance success of hotel business accountants
in Songkhla Province, statistically significant at the 0.05 level. The research can serve as
a guideline for developing digital technology, communication, and accounting
knowledge skills to enhance personnel efficiency through training.

Keywords: Digital Accountant Skills, Hotel Business, Work Performance Success,

Songkhla Province
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AU sdu AN
Accountant skills in the digital age Performance Success
1. Accounting Knowledge 1. Operation Process
2. Communication Skills 2. Quality of Work
3. Use of Digital Technology _—> 3. Acceptance
4. Language Diversity 4. Speed of Work
5. Attitudes
6. Analytical Thinking and Problem
Solving

Figure 1 Research Conceptual Framework
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Frog199nNsEMEnMIAMILIANGLF1aE1s ¥e Yamane (1973) Aiseduannandosiu
95 % AArmnaaleAeuTisenUlRliAu sedutivddn 0.05 S 157 au Tagliisnsdu
F18E199819918
\n3nefiefildlunside
Tumafusunuteyaditelfuvasuamiiadisduinlaefnwainonasuas
ATeRAETes wuseeanidu 4 dau Ao daudl 1 Jeyailuveangudedne ey
Fonneu dwifl 2 amuAniuiafiuTinuvesintydlugadivia Usznouse aaimnadayd
aruannsalunsdeans nsldmeluladida auvainuaienieniw Viauad uagnishn
Aesevinazudlatogm dawd 3 mwdadiudefuanudisalunsujuinuesindyd
Usgnousie fMunszuaumsufiinu aunmvessany maduiiveniu wazanusaily
A wazdudl & aruRndiusasdeiaueue ilwuudeunwdi 2 ednd 3 Wude
mmmwummwmuﬂi \uA1 (Rating Scale) 5 szaU loe 1 wueds 5y m‘umimumauaa
fian uaz 5 mnos sEFUMTRusEIINTIgR WUUABUANAINA1HIUNTNTIVEBUAIIITIE
Taggmsanand 3 v fansadendermamdifidfuianuaenadosmuinguszasd (Index
of Item-Objective Congruence) fiainfiu 0.838 Jsu1nnin 0.5 uazasivaeuaudedels
(Reliability) lngnaasslduuuaauaiy (Try out) 3113U 30 A LavmAduUsEans waati
Y89AT9UUIA (Cronbach’s Alpha Coefficient) wuAAId asTuvesdarauve IR In
vinweinUnydlugaddsia fian 957 uavanasinanudnsalunisufuaau fle1 942 Fafidn
11NN 0.70 wansinduaIasiiefisensunnuderiuld (Sekaran & Bougie, 2010)
YDULIANITANE
vauwaduiom
Tunsnwadadl Iefvunveuanisineilom Useneudae
1. fudsiu vinwednanUytlugnndva Ussnaume
1.1 uANuIMaNsUyd (Accounting Knowledge)
1.2 fruanuanansalunisdeans (Communication Skills)
1.3 sunsitimaluladfdsia (Use of Digital Technology)
1.4 ANUAMNNAINRAIENNTYT (Language Diversity)
1.5 guvieuA@ (Attitudes)
1.6 sunsaniasginaznsunludami (Analytical Thinking and Problem
Solving)
2. fuusmu anudnsalunisieu ldnwinseunuian Usenousme
2.1 9unsEUIuNITUHURI U (Operation Process)
2.2 PTUAMANYBINANY (Quality of Work)
2.3 sumadufivensu (Acceptance)

2.4 fuaNsInsilunsieu (Speed of Work)
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UftRnuvestindnyd feeiads (Mean) wagdrudeauuannsgiu (Standard Deviation) 1ng
fuainasinisulanariade (Srisawat, 2002) deil

FLAUATUU nsuUana

4.51 - 5.00 WUAIELINER (Highest)

351 - 4.50 Wiusaen (High)

2.51 - 3.50 WingeUunans (Moderate)
1.51 - 2.50 Wiugetioy (Low)

1.00 - 1.50 Wiushetiesiian (Lowest)
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g v a . a = aa a ¢

Y07l b N1574A5199 Pearson Correlation 1 uin3 aedead dlun1sTinse

anuduiusiinuevesinUydlugaddva duanudisslunisufifnuvesindydssialsausy
ENGERY
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HansAnwdeyatinUndlugsialsusuuinadminasaly 1w 157 au wud
Foyailuvesfmeunuuaauan
Aneunuvdeuny dnlvgdumandgediuiu 119 au Anludesas 75.8 T¥at01g
23-30 U 911U 62 Au Anlludesay 39.5 dnsAnwseaulsyanisiuwiu 122 au Anduies

ay 77.7 uarfiszeznamsuf iRy 1-5 U §1unu 85 au Aniluevas 54.1
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Table 1 Shows Mean (X ), Standard Deviation (S.D.) of Accountants' Skills in the Digital Age.

Accountants’ skills in the digital age X S.D. Interpretation

1. Accounting Knowledge 4.051 0.580 High
2. Communication Skills 4.079 0.570 High
3. Use of Digital Technology 4.079 0.570 High
4. Language Diversity 4.038 0.636 High
5. Attitudes 4.181 0.519 High
6. Analytical Thinking and Problem Solving 4.092 0.585 High

Over all 4.082 0.515 High
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Table 2 Shows Mean (X), Standard Deviation (S.D.) of Performance Success.

Performance Success X S.D. Interpretation
1. Operation Process 4.127 0.483 High
2. Quality of Work 4.066 0.537 High
3. Acceptance 3.965 0.650 High
4. Speed of Work 4.156 0.527 High
Over all 4.111 0.447 High
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Table 3 Show the Relationship Between Digital Accountants' Skills and Overall Operational Success.

Performance Success

Accounting Skill in the digital age

Pearson Correlation Relationship p-value
Accounting Knowledge .649%* moderate <.001
Communication Skills 591%* moderate <.001
Use of Digital Technology .651%* moderate <.001
Language Diversity .559%* moderate <.001
Attitudes S579%* moderate <.001
Analytical Thinking and Problem 535%* moderate <.001

Solving

** Significance at the 0.01
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Table 4 Show the Relationship Between Digital Accountant Skills and Success in Each Area of

Operational Success.

Performance Success

Accounting Skill

. . Operation Quality of Acceptance Speed of
in the digital age

Process Work Work
) Pearson .580** 579 .509** .508**
Accounting ) )
Relationship moderate moderate moderate moderate
Knowledge
p-value <.001 <.001 <.001 <.001
. Pearson 522%* 515%* 451%* .500%*
Communication )
kil Relationship moderate moderate poor poor
ills
p-value <.001 <.001 <.001 <.001
Pearson 621%* .586** LT 497
Use of Digital ) )
Relationship moderate moderate poor poor
Technology
p-value <.001 <.001 <.001 <.001
Pearson AT70%* 527 428** 460%*
Language . .
o Relationship poor moderate poor poor
Diversity
p-value <.001 <.001 <.001 <.001
Pearson 564** A76%* 433** 463%*
Attitudes Relationship moderate poor poor poor
p-value <.001 <.001 <.001 <.001
Analytical Pearson 418% 471 .440** .480**
Thinking and Relationship poor poor poor poor
Problem Solving  p-value <.001 <.001 <.001 <.001

*x Significance at the 0.01
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Abstract

This research aims to design weather index insurance (WII) schemes and to

analyze risk reduction performance of weather index insurance to cope with future
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climate change for rice production in Thailand. The econometric methods and panel
data were conducted to analyze the impacts of climate change, which will give base
results for designing WII systems for rice production. The design of the WIl is based on
the average temperature index in 2021. A case study for the northeastern region found
that the Wil was effective in reducing income risk by 2.39 percent. In the case of rainfall,
it could reduce income risk by 6.65 percent. For future climate change, the WIl on
temperature index effectively reduced income risk by 8.01 percent, 10.59 percent, and
11.98 percent; the rainfall index was effective at 9.55 percent, 7.59 percent, and 7.02
percent in 2030, 2040, and 2050, respectively. These index-based insurance system
reviews that are to be considered are: WIl design, WII pricing, weather measurement,
ease of use of insurance, and perception and public relations. The readiness and
limitations of developing WII systems continue to be challenges, and public- private
partnerships are required for efficiency driving of WIl to cope with future climate change.
Keywords: Weather Index Insurance, Climate Change, Risk Reduction, Rice Production,
Thailand
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szuunanUseAusedadulussfuseinananmsadudseduld Tasnsldeuuszanailulunns
PagszuuUsziudanistudeifianudemesulsann 9 (Tail risk) lAundfssuunainagu
16 (Kunreuther & Pauly, 2004) FsaztredfnArwavegaaiivssndseiudesdny Tnavinld
deUseiugnas uaztreliinuasnadrfssuuuszduseldundu nstiomdodinanae
duafumnudualituszuudseudelunann wagdaomuusegdaliinunsnsyseiudoun
Pu Badunsysannisunumeesmasglunisdaniseudssennumsnsogaduszuy way
ANARNADLADYTNINLAZNTHAILINIUATYFNIVANYATNS

szilgulsnisAnen

N1359uTIMTaYasnA 9N 2 MitgaTuman ol

(1) Yoyansnint1iul seaudandn luniangiusenieanile 17 Jwmin laeivua
gamanzUgnasuiioungquniau-suanau Wusel deudd wa. 2532-2563 573 32 1
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a

Uizﬂaué’w%’auuamamémaz‘ﬁuﬁwaﬂgﬂ INFUNNUATHFAINTNYAT havTouagannd
Wiy wazUiinaiHy NNTUEANUYLINEN

(2) Yoyan1sAIANITalanIneINIAINLUUTIA09He1NAYIIAIA PRECIS 90 King
Mongkut’s University of Technology Thonburi (2016) #idavinmansewiannisideuulas
pieniavesUszimalneuaziuiifrafssdaslduavosnissiassaninerniaoutnnain
wuudnaeagiennielan (ECHAMA) lnguuuitastgdoniagiinialudnuaen1s1ania (Grid)
yun 20x20 Alawuns lneAwanaduyateyaseiunasnyasniaanissuil 21 anu
anun1salnsUansfinviTounszanuy A2

n1seRNKUUNIsUTERUAEAUAYiaINA

n1380NLUUNTHSTTY (Insurance contract) d1uiuiduiadesdiotostuninudssain
N191UA suLUasanIne NI aunsauszend lYLuIfAnYas Heimfarth et al. (2010), Chen
(2011), Musshoff et al. (2011) FsUseneudne 4 Fupau #q Figure 1

1. Specification of a weather variable

L1

2. Estimation of relationship between rice production and weathers

g

3. Design and valuation of WII contract

g

4. Evaluation of the risk profile with/without using Wil

Figure 1 WII Design Process

(1) nsnnuafUIENIWBINTA (Specification of the Weather Variables) Tngvialy
%168’(51’3LLUiquQﬁLLazU%mmﬁmuLﬁuwé’ﬂ iiemsmannuduiusyesanIne AT UNANGERT
FALaU

(2) NM5USTHIUAIAMUFTUNUS VBIFAINDINIANUNISHANDI2 (Estimation of the

Rice Production Function) ﬁ%umu ﬁ\‘iﬁ

1.M3Y9ABVENAYDILIAVDIUBYANANENT? esnlpeunfnandndnvzildsuntas
dlonanvasuly Soilildamnsathundieudisuiuduriaaails Tnedsuultunaiuuy
L& URSe (Linear Time Trend) AULWIAAYDY Goodwin & Mahul (2004) d1%SurindvsNaves
nanlusudsnsudn sheuuudiasinisannseseisiaaeatosdign feaunsi 1

N=Y+e=yT+e (1)
d' = a ¥ a Y a
WD Yy AD NANARUYNINLLINA

A

Y, A9 wandatnfinainnsiasuslasuaanan
T, A9 SyeLan

e; A9 AANUAAIALARDLU
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TumeusisAen sUsuARanan i TumUnATliTuegiua  Iiewseun1sinsien
maNudTusvemandnivanine1nia InganansausuamananlveglutlnUnis wu U
A.A. 2020 AIENNITN 2

(Normalized - yield), = Yo, (1+%) 2

2. MUTLNUAHAYDIENINEINARBNITHANTI FeATnsmaasugRALitelsle
sUnuUmNLduTus sEiefuUsan e N ALasNanARTA Tian ainn1slddeyandane
(Observed data) 93¢ dwsunistvunsiaiiiusssy (Actuarially-fair pricing) Tudunou
N13eenwUUNIUsITIUTEAUAY Lﬁ@ﬁ@ﬂ@%ﬂ’ﬁMﬁﬁﬁ@W (Basis risk) v@an15UsEAUNY
mudriennia aunsolduuuitassnsannosdmiudoyaniua fannsamunuiladen
Aaanaauunna1sreiiuiiuazgasnaivesuuusiaedd Tnsfuuusiaondmeuids
aunsi 3

it :a+Xi,uB+”n (3)
Tnefmuawuusiaesfifiauaaimad euniaien (One-way Error Component Model)
AN ILAAIALARDUYBILUUS RO UaNNST 4

U, =l +0, (4)

dlo Y, #o Aunfveswandsrdnuvesdniad i o U ¢

X! e vnwesveswulseduie vesdwiadl i o Ui ¢

L #eo nnnesvesiduuszansainnisusyanue

up Ao AAaeLARoudilugy (White Noise Residuals)

U o MpaAAAsUAnINANLLANA LT T] (Unobservable Individual-
specific Effect) hag vy A9 ANMENALARBLYBILUUSIADY (Disturbance Term)

Tngnsagikuuinassinduieslinmegeudnuarn1IinuALUUT A9 (Model

Specification Test) 3 N1INAADU AD ﬂ’]iVI@ﬂEJUﬂ’N%JﬁIWENGi’J’EJ%aW’]Lua (Panel Unit Root

Test) #2835 Levin, Lin and Chu (LLC) wag Im, Pesaran and Shin (IPS) MInaAgauuLuy

AUN15WUU Fixed 4az Random LWt eVAdeUKUUT @07 LnunzauLl on1sinund nuae

AuduRusssnindninavestadeiildamsadunalafusudsesuie fme3s Redundant

Fixed Effects Test waznisnadoud guinliunainead oudarnuudsusiuly ad

(Heteroscedasticity) #1878 Breusch-Pagan-Godfrey Test wag White Test #nLUUIIGDUAA

dayyanan annsaliBnsussinuidsaosiesianyluiiululy (Feasible Generalized

Least Squares, FGLS) unumsuszanauesneisidsaeatosfianuuusssun (OLS) itelils

fusznueiAian fanunuudowasliioudssmundnada

FeanunsamuuanuUsaendelsednvdmiun s ildsaunisi 5

Y, =a,+BAT + BVT + B,TR+ BVR + BTT +u, (5)

o—

o Y, Aa nandntivesdanindl i s UN t. AT Ae aaungiliade (Average Temperature)
A

VT fe avawlsusiuvesgaumgil (Variance of Temperature) TR A8 Usinastslusiy
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(Total Rainfall) VR @9 AnuwusUsuvadly (Variance of Rainfall) way 77 Ao wudli
L1381 (Time Trend)

(3) nMseanuuUnsusIINUsEAUABRINATTBINTA (Design WII) 31nNaN1TUIZUIUAT
SvnavesdkUsanINeINIARaNaNART1Y anunseenkUURAZAIUASIANAIUTEAUSY B9
\nwAsnsaNInadennsUsEAuLUY Call Option danmenniaassiligenindrsefudiusefu
1§ w¥euuu Put Option 1azdreAUseiu (Indemnity, /) Wieanmerniaassnitasedud
Useiuld (Threshold) mudennasedseiuseninanunsnsiugliuseiu

armuuald W Aeanimernimeslugisszesiandyaiuseiy Iuszml,%'méfucﬂﬁ
Useiuagldsuandeussiu (Premium) :ninumsns uazdeuliinunsnadloduandoya Tu

T

a

n3d] Call Option fiAn W gandnseduiirnvun (Strike Level, S) glvseiuazdremaulyaun
LAWATNININU
I = W-S) (6)

dle Ve Ardulnudidwusdiedendlsvesdyidonnia (Tick Size) 1y umseadm
waldoa lunsdl Put Option flsiUszAuszareadulnuilonn W dessnine s Gefife
I= VS -W) (Zeng, 2000)

Tiifleituseiunnmsnant e ununsnsaansamlgannandn Ineldsanain
gaet 1 ludimnun WnnuesnsFin1ssulsERusesUINNIsHaRT1 InuRsnsfeTnen
Dedseuhiuadulmamaunuadefinuasnsldunaenegdoan (Fair Premium) ognslsf
mmmﬂﬁﬂizﬁ’ué’qﬁé}’unﬂumiﬁhEJLﬁyaUizﬁ’uﬁulﬁamuﬁmumﬁmﬁmLLagmU%mi%’mms
(Transaction Cost) Falusauesvesiflviuseiu dyanusziudesunglusiaiiginindunuiade
voansliusyiuiionsilsluszozen lusasiinunsnsdesnisundnlseiuinandeuseiud
PelUaseRuasesaudssiiinananineniaiideussfulily Inefiandeussiuanunan
AmuAlanIugnsves Black-Sholes (Hull, 2012) Fatiu Call Option d@usuaviionia W al
annfingavemiAfinun o sedU Strike Level (S) wagdnsnisdneadulvawintu V seviie
fudlonnia A1 W anunsauszanaeildainddanafisiusnld §1 wiinsnszaisuuy
Lognormal LLazﬂ'm'mLﬂ'mmummgmmaa INW AU w A Expected Payoff U99n5u5354l
Useiufomuduiionnia suuwifaves Hull (2012) mildainaunisit 7

E(I,)=VX[EW)N(d,)-SN(d,)] (7)
Lﬁa
- In[EW)/S]+ (W /2)
! w
p _In[EW)/S]-(w*/2)
: w

E (W) fie Andevasnuusanimennia uaz N () Ao Ailsidunsnszansennanitey
Duazay dwsunsnszaievesdeyauuuinfininsgiu

Jadafernudsetednedliuse funazinwnsnsuagdununisuimsdanis a1
Expected Payoff Faduyadluouianazdeshnandesninondeliaudes (Risk-free
Interest Rate, r) Widuyadilagiiu feaunisi 8

% NIAIATUFANANTUATUTINTTIND W Inendevinta U 17 adud 3
Ry
&ﬁ?) Economics and Business Administration Journal, Thaksin University



P(W)call =E(

cal

1).6(—r.At) (8)
e PWe Ao garntagturesandeuseiuludoya,

<

At Ao sveznanduandayay (maturity)

(4) n1531As1zsiUsEANS AMwn1sanA1uLE B4 (Evaluation of the Risk Reduction
Performance, RRP) a1unsanildainnisiisuiiisunisnszanevessiesulunsdize
Useiudorunsdiilalladeusyiuse de Ry ﬁaiw%’waqmwmﬂiﬁlﬁlﬁ%aﬂszﬁuﬁaﬁﬁuag
fuszezian nswaadnmuileidu Y(F) 5101813 (P) wazdnsdean (1) faauniss 9

R, =Y (W).P.e"™ 9)

Tnesesulunsiindeuseiune (R) muiadlaann aunish 10

R =R +IW).e""™-PW) (10)
Frumninunsnseinstetiuauide womuLes \neRsnsReseAUseiuly
5901 PW) anntununsnsalasusesuanmsudnd (Ro) wazAUsEAUMNFYQYY ((W)).
UsgAnEnmnisananudes (Hedsing Efficiency) Swmldainnisanainunlsusau
Yeaseldannsnandvennuns faaunsi 11

RRP — Var(R,))—Var(R,)
Var(R,)
Wi Var(Ry) A A1AukUsUSIUYR9518SUINNNITAISHAAT1 b UNSaIT bl fin5@e

x100% (11)

Usenune wae Var(R,) ABAIANULUSUTINYBI5185UINNNITNTHANTI L UNSNTaUsE AU

NANISANGY

n1seenuuunsusTIiusEiufenusviianansdlanvnll dmiuanaruidesain
nansznuvaInsiUAsuLasEngiianaiididenanantia Tuggnawizugn w.a. 2564
@ a.6. 2021)

nseenuuUnINsTIUUsEAuAElul w.a. 2564 nsaldnwdmsunianyiueonidaunile
q’fqﬁﬁuﬁ'L‘wwﬂauﬂeﬂ’nmmﬁ'qﬂimaﬁmmﬂazﬂiBUﬂqmmaaﬂwﬁaﬂmimémLLUU Call Option
gaumgiladmussiuiiusyfufimunld (Strike Level) 1Hogil 27.68 ssmwaidoa maulvasie
e (Tick Size) wWindu 139.25 UnAeasrnaaded snsnendofnaniilaenninudssie
Sovay 5 Wlrldandedseiufinumsnstinusefudefiassosdneduiu 135.22 vindels ile
fsanmsannnudesiiindy Imﬁm’smmsﬂa"Lé’mmmwmmuJ%smLﬁauﬁuiwdwﬂﬁﬁﬁ
Useiuuazdilivhusedu Ingldsadidenaiudu 15% wislulgufe 7.94 vmsio
Alansu TnsinwasnsgiivhuseAulinraudsusuvesneldidosningilailivinuseiu nsussel
Jesfiusransamitanuisoanauidennseldvieananuiurauvessgldainnsuedn
YDUNEATNT 3088y 2.39

mMIsenuUUNsUsTRIUsEAUfEdmiuanaadsInRansEnuvaInI S EsuLUAS

dngiianmeaniidenanand1alusuian 19dayanmargeuiananingieinia (Climate
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Scenario) Tul w.e. 2573 2583 uay 2593 lnedoyagumniindslusuianinisnszaneuuy
Lognormal FsmnzauiiannsaifeyaluldluniseenuuunsussniseAudomudviionnia
luawanla

MseenLUUNTLSTTUTERUfY fvusguvnfiadunussiuiussiudmualy (Strke
Level) 1ol 27.68 asrniwaidoa Ardulnusiane (Tick Size) Witdu 139.25 uinsoosen
waldua Anadvvesgungilueunand we. 2573 2583 uag 2593 dAuvinfu 29.65 29.76
LAy 30.47 BaMLTALTYE AIUEIAY ﬂ"]Lﬁaﬂizﬁuﬁmwmﬂi;ﬁ’ﬁmszﬁ’uﬁ%%éfaw’lalﬂuﬁu
255.30 umdals 315.63 umsels uay 538.14 vmdels AudIRU efin1TAUNNNTANAM
HosfiAndunuimmmnunansisstusy nsussaiiasivssansnmanaundssanaeld
lpSevay 8.01 ouaz 10.59 uavdeway 11.98 nUa1AU s Table 1

Table 1 WIl Design Based on Temperature Index for Rice Production in the Northeast and Climate

Change Risk Reduction Simulation

Weather index = Average temperature Option Type = Call Option

Strike Level, S; (°C) = 27.68 Tick Size per Index Point, V; (THB) = 139.25 THB/°C
Risk-free Interest Rate, r (%) = 5.0 Rice price in 2021; (THB/kg.) = 7.94

Year 2021 2030 2040 2050

Average
Temperature 28.04 29.65 29.76 30.47
(°Q)
Expected
insurance
) 135.22 255.30 315.63 538.14
premium
(THB/rai)
Insurance
premium
130.10 217.07 366.71 531.80
(Present value
(THB/rai))
Risk

Reduction

No Yes No Yes No Yes No Yes
Performance

(RRP)
Expected

Income 2,341.92 2,255.57 2,341.92 2,181.45 2,341.92 2,539.08 2,341.92 1,817.28
(THB/rai)

Income

98,172.49  95821.57 102,172.49 93979.72 102,172.49  91,348.78 102,172.49 89,929.82
variance

RRP (%) 2.39 8.01 10.59 11.98
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n1508nKUUNTUsITIUsE A USBaus vl USunaunely drwiuanaanuideann
HansznuYaIMsiUasunlassawgiionnaiiiidenandnd1iud Tuggniamizugn U w.a.
2564 (U a.A. 2021)

nseenuuUnIusssHUsEAufelul w.a. 2564 nsdifnwamsuniangiusenideaunie
%ﬂﬁﬁuﬁmzﬂqm’hamﬂﬁqmim85@@%%@%@%8@%15@mswﬁm WUy Call Option
USmnanisumuseAuiivszdutmualy (Stike Level) 1og#l 1,322 fiaduns Arduluude
wiie (Tick Size) Wiy 3.51 Unsefiadiuns snsinenitofnaniivasnrudssfotosas 5
slldandeusstuiiinunsnsdvissfusofiazdosdnefuiu 243,20 videls Wofiarsan
nsananuAiiAndy emumumasliveununanaieuiisuussinagiiviause fusas
Aitlaiviusedu Tagldmadraudenaudy 15% wdsludgiufe 7.94 vmdeilansy deiy
nsussstariiusEavsnmitanunsaananudssainseld Tddeas 6.65

nseRnuwUUNssIsiUsTiussdmiuananudssainuansenuvasnsiuasunlas
amwgﬁmmﬁﬁﬁ@iawawﬁm%’ﬁﬂuamﬂm Iddayaninargewiananingionnia tul w.e.
2573, 2583 way 2593 ImstiTa:gJaU?mszmuiuamﬂmﬁmsmzmaLLUU Lognormal 34
manzauianansathdeyalulflunsesnuuunsusssivsyfuseauaiionnelusuanls

nMsepnuuUNsNsssIUsEAufe AMuuaUsinadumussRuiivssiusmunls (Strike
Level) 157@@1"1’71' 1,419 faduns Ardulvunenuie (Tick size) Winfu 2,418,73 UNABNAALUAS
Usinaniwusiuluewian U e, 2573, 2583 uag 2593 fidwiniu 1,538 1,320 way 1,822
fodiuns mudiiy Andedseiufinumsnsgvidseiusoasdessneduiu 33599 vndels
51.01 uwsisld waz 997.23 uwisels muaddy Weiansanmsanaudssiintunuin wn
\nensnsUsERUSY nsusTaiiasiUssansnmanmudssainseldldsesas 9.55 Sewaz
7.59 wagsesay 7.02 M1uaIu e Table 2

Table 2 WII Policy Design Based on Rainfall Index for Rice Production in the Northeastern and Climate

Change Risk Reduction Simulation

Weather index = Total rainfall Option Type = Call Option
Strike Level, S; (mm.) = 1,322 Tick Size per Index Point, V; (THB) = 3.51THB/mm.
Risk-free Interest Rate, r (%) = 5.0 Rice price in 2021; (THB/kg.) = 7.94
Year 2021 2030 2040 2050
Total rainfall
1,469.00 1,425.89 1,791.68 1,5686.52
(mm.)
Expected
insurance
) 243.24 235.92 151.02 177.25
premium
(THB/rai)
Insurance
premium
20291 319.6082 48.53 289.43

(Present value
(THB/rai))
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Risk Reduction
Performance No Yes No Yes No Yes No Yes
(RRP)
Expected
Income 2,301.92 2,255.57 2,341.92 218145  2,341.92 2,539.08 2,341.92 1,817.28
(THB/rai)

Income

. 100,012.49  93,359.62  100,012.49 90,456.4 100,012.49 92,412.22  100,012.49  92,982.47
variance

RRP (%) 6.65 9.55 7.59 7.02

d5Uduaznisaiusena

n1seenkuunsusITlUsEiudenudvilaamailud w.e. 2564 nsal@nwidmsunia
arFuosndoaunie awisaannnudesinsiols lasesas 2.39 waznsusssivsyiudy
ﬁm%"uammmLﬁmmﬂmamzmmaamﬂﬂ?{wuﬂmaquﬁmmﬂ‘[,uau’mm AUTZANT AN
anaudssnTeldlasesas 8.01 fedoray 11.98 MsoenuUUNSHEIHUTER U LR

Usuaidulul w.e. 2564 fUssansnmiiaiusnanmnuideaainsiels wsevas 6.65 way

a

ﬂiﬂﬁiiﬁﬂ5zﬁ’uﬁaéﬁw%’uammmLammﬂmaﬂizmﬁuaqﬂmﬂ?ﬁmwmaquﬁmmﬁ‘luamﬂm
flusgansnmanmudssanseldsevas 7.02 Aedovar 9.55 futumsusefudoazaiunsa
anAudsvessgldvonnuasnsluswianld HadannansiseivseiiuniseAUsefiaag
Fnile il

1.n1seenuuvdsziudeatuaviiannia \Junislddeyaanineiniadeundun
ApTrinazeenuuUNITUsEAY 89 Oseood & Shirley (2012) ldlausininaunsenves
%@gaﬂ%mmﬂfﬂNuuazqmmﬁuwaymmLamizawnﬁ]unm 25§14 30 U WJuanuinnie
AUSUUsEIMANEINAIL Laztafvuasnisitduseiudneay Call Option @0ARRRIAUNANITINY
284 Jin et al. (2005) ﬁaqﬁdwﬂﬁﬂsxﬁuﬁ’amummLﬁammwuguﬁmdaulmjﬂaqf‘ﬁ’umm
Fomeasenimanisaifefithssdusunss winsUssfufedulaniwerniawuudygdens
satheenuuualddmiuimamaniisuusatos wu Usinashsuliifisane dHeuseiusuy
FuduagdesumsfigaiaudemeluiuiileSusaulnumauny nsusefumudadanin
omAsaideldU3udunsUSmMsINNAIISUsSEAULUUR LY

2.M5nnuasIaaUsEiudenufsionideinid GdelauSeuninniinisuseiu
fonauuusaiy fusemardiemaulnmunudemnoHananiAnT LaNan eI ue
nsuseAumUATan neIna ﬂﬁf\hm’ﬁmzlai??uasjﬁumamﬁmﬁﬁua%q Feavann1sAIuIanTg
PaLNanaULNULaridalenaRaviAnsunsIensiassa (Moral Hazard) nMsidenuuulsiia
Uszaad (Adverse Selection) iasannansifiouviomaulnudieaunudaioinefinnad
Tudayeyr (Musshoff et al., 2011)

3. nsanaudeslaenisldnisussiudeausaiionna famsSeuiiouselsaes
dvuseiufefugilivihussiude wuindiviussfuseziannuulsunuvesnelifosnin
3 fun15anAILEB99INENINOINIATOLATATNT LATARAIIUAUNIUYDINANEALAZ AL
wUsusauresselainensns (Kusuma et al., 2017)
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4.015U5AUABULUUTAAIINANINDINIA LNBATNTANNITOAUNALALATIFARULDILG
18 1ndeyavoansugnioinelussduiui Ssamumiouvosainaninerma danudidny
110 (Musshoff et al., 2011) Fafendastuanuidssiiugiu (Basis Risk) Aiflnaidesonsueusy
nsuseiudvtianimeneluyssinaidaimun

5.A21088A9NYaeN5lUsEAUAY Ing Tadesse et al. (2015) syyinnsvitseiuniy
dudlanmemaiidaasldfunsiau wasduitmsfifaudululdiazandldaesunis
Jamsvesiguianagldnmadrfagnéiiudusensldaningeenasaluifazdioudiym
nstufinanwernia daiugemsiainaniweinmannsuegdewineluiiufiazdaudfy
061984 Dslusuanizuiaeaarannsaiisdeyasnmginefuasgumgiindedoundslily
weUndiaturasnumins Alddeandunienislunseseaeuiuduanimernmaidudiuges
FvinUseiulasSuUseiu

6.n3viUsERui asauaguisAvAnassdandoudu FuldSuamudouniniu
dosnlunananuasiiamudesiivarnansuassausaiuiy msisuuasandauls
VANPUANINDINTA TINTWUUTUUTOUITUSAUANINEINA kagLrsNITAIAURAUNAYRIEN N
o1mAkazfofivR dedpsaannuianudilefednuuranuiuasseiumuguns e ARt
sufdlenafiazfntuetseiiesiivnionansenuienianisinums (Benso et al., 2023) &
fegansusyusefiunanusvdnuanudsandefitionfoudauarusinauin nduly
(Kapsambelis et al., 2019; Shirsath et al., 2019) Wazn15UTEAUAUNINAANATHAIUAIL
L?%mmﬂqmmﬁﬁﬁﬂLLazquﬁu”Lﬂ (Guo et al,, 2019)

7.unumanuiauianiaigienvulunistuisunisussiusenuduidainia ns
ponuuUdyaUsziufsmusuiennaiigumiesorfomaluladimvtuas uinnssuds
a1ty Sududesfitusinvianinguasionyu Tneniasgiunumlunisiusesnmninaes
Fyauarlinisaduayuiiazdagandunu iWiulonmanisidhfmainuseduss msvgigy e
nsfdunng uazamssgaimdsBulunisdiiuns (Carter et al, 2014) fatilosninnis
Usgiufomanisinens 1uduindidudeslalld uazdesendensiseuiainuszaunsailuein
Fafldodain 2 Usgns Ao maddsuntammamaluladvinliuszaunisalnndeneluefng
anuuanAafuilionalidugruvandmsutagtuld uarmsuseiusemudviionniaiisean
nsUseiudelagnss idadnnudemeldlaonss uinsuseiudemudviifudnvuznis
Usziumudemedusing (Correlated Risk) inwnsnslianunsaldguanundsmeifuves
pueaziiloutuduteyasadald Clarke & Wren-Lewis (2013) Feflenuszuumsusefuse

£ o ]

AnuevieInIAINTuszUUNITUSE AU F R0 AU 9l uTad 39d9901RBALTILT 09N

Y

o a Y
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Abstract

The objectives of this research are to study the characteristics of modern
entrepreneurs and to analyze the influence of characteristics of new generation
entrepreneurs influencing the decision to become entrepreneurs among generation Z.
The population is generation Z , samples were selected by purposive sampling. Data
was collected through questionnaires. Statistics used in data analysis include descriptive
statistics; percentages, means, standard deviations, and inferential statistics is multiple
regression analysis.

The results of the hypothesis testing found that the characteristics of new
generation entrepreneurs have a positive influence on their decision to become an
entrepreneur, statistically significant at the 0.05 level, English proficiency, entrepreneurial
orientation, risk taking, compete aggressiveness, internal entrepreneurs, autonomy,
innovativeness, and consisting of social interaction. These variables can explain 63.00%
of the variance in the decision to become an entrepreneur and has a prediction error of
0.173. The generation Z should develop themselves for the important characteristics of
new generation entrepreneurs included English proficiency, entrepreneurial orientation
and risk takins.

Keywords: Character, Entrepreneurs, Generation Z, Decision
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waluladi “egnasanar” Mmadldsummwala fnmswasuuasegrannlunginsy Fruad
wargUiuunslidin sidluuduanuaziitng feuldinsdwislede ledeaiifs nadoude
og3siniflos nasnuANITUTaLaznTHoIIIAINFRINNT WURnIfUAIUBLTTuTiala
Wea (Millennials) ﬂ']ﬁL’%'méfuammuﬂuﬁuimajﬁLﬁaL’;mmuiﬂ%ﬁmmﬁﬁzgasi'mu’m (Dimock,
2019) Wstinguau Gen Z finmsnszsiuiteruguuesmulesgsninay Gen Y (Chompukum &
Chakrapeesirisuk, 2020) ;;’{L%mmzyﬁmmﬁ@mﬂmqmi Gen Z WagyiuamuynmIguazuin
nsatuayulutiaiuduendn rdsauddyreansneuaussaudomisvesan el
fulalumnudsdunislussdng (Borg et al., 2023) Gen Z fauddnuazdansnasoden
LaziAsugAvesssinaeg1aun asdiulddnaungui Suuldui s dudwides uio
fsznaumsgelsiifissnnty

AudNwazveUsEneun1sealmindmadenisinduladeonidudussnauns
Yy 1lug N33TAT 19N1aT5E 0191583 wazAsNN Ine R



nsdnduladendudusznaunsuaanguauauiualsiud

mssmaula WunsRavdnuesiiuivns uaiihfidesinenuies dadunszuiunism
Tomaiiazdndula Tnsnseyineg uuil ugiuresdoyat1aans (Information) nsiUsuiiiey
madenuazmadenainausng q Afley ilugnisidenviennaslalunisidenmadenla
madenuisanmadenifleguatsnma ileluduiiunu Ganssuiunisindula 7 7 dunou
il

Fudi 1 n55¢yUeynn (Define the Problem) dudunouusniifauddyedisin
memsssq‘ﬂcymié’aaé’aw%hjﬂamﬁwaﬁiamim"wLﬁumuﬁluﬁifwia 9 U 993nT8UIUNS
dnAnula Ssazdmansenudenmnmuaamsdnaulase feiu fuimsiansseiing TaliAe
Auiananlunsszylaymvetasdnis ithi AUTMIAITUENLEY AIUUANAIITENIN8INTS
wana (Symptom) ﬁLﬁﬂsﬁuﬁUﬁ’lﬁ@MWﬁLLﬁQ%ﬂL?iEJﬂ'EJ'u W nsdifisenuievesuiEranas 9
ANMALNNAMNMALA AziiuinsTigenusananiueinisuans uasd ullgymides
Al Taun msﬁqmmwauﬁ’]ﬁﬁ Fetfu QU%ﬁﬂiﬁ%ﬁ@ﬁﬁﬁﬂﬁ@ﬂﬂaaé’qmmmmmammq 9 i
Fossurudeyaiisidudensfumanivmueseimanananatiy fesiilugnmsssydgmi
uwa3slapgagnanauaiugn (Chalyananta, 1996)

Fuit 2 msszydedtnvastiady (Identify Limiting Factors) iioanunsnssy dymild
gnfeaLd Juimsmsiansandstedidaming 4 vesesdnis Inefiansanainnineinsdady
p3AUsENOUYDINTEUIUNMSHAN THuA Adeau Funy 1n3esdns Asuigauazaindu 9
sauTiaen §QﬁﬂLﬂuﬂaﬁaﬁwﬁmﬁwuagLaua 9 M3iSEu3adednin viadeulvdildanunse
Wasuuadls astaeliguimsimusveualunsiammadenlyiueuasld wu dfideuly
TiesdsdumiuagnAnieluia 1 ey mufenveamsuiludymnisudndud ldifieane
ﬁﬁizavnmﬁ%ﬁumimmd'} 1 1ou mimé‘fmﬂ‘ﬁuﬂlﬂ (Chaiyananta, 1996)

fuil 3 mﬁwwmwmaaﬂ (Devetop Potential Alternatives) Funousaly & WUIVNTAIS
yhnsiaLadonse 4 Tuin femadenmaniumndumadeniifdneninuaziang
Fululdlumsuitgmisidesas wieliuselovigegn segratu nsdifiesdnsuszauym
LA sHanldiiese Huimsenaniansannisden Fadl 1) Wfiumsvhaungiey 2) dfianis
vihauaranalagldnisand 3) iudiuiumineu nie 4) bivieslsias Tunswaun
ymadenduimsonsvemudnfiuantinuimedu 4 fvssaumnudidaismeluaznisuen
03Ams S01aldiEmsUinvmndaduneyaes wiedanUssrungudosiu deyafildsuan
yarawaity Wenuinsudrfvaityg aud anuaiunsn Anufnadiassd ua
Uszaun1salvesnues eisliumsaunsaimumnadenliegnediussdnsam
(Chaiyananta, 1996)

Fuit 4 mlwseiniaden (Analyze the Alternatives) Lﬁ'aﬁﬁmﬂﬁﬁwmiﬁwm
Nadeneg 9 laeazienUen wastoldy Yasisazn1aonuUTeuLsuiueE 1959 UADY
Larmsiasgimadenluaeauim fe madentuaunsarunldasfinnan (Chaiyananta,
1996)

a & & Aaa

Ui 5 Madenudeniiiiign (Select the Best Alternative) Wlafu3mslavinnis
AT UazUseliumadsneng q uad dusmismsideuiisuten uazdeiduveusiay

(% '
U =€

& a A a & Aad =~ = = aaa = =
NWLADNDNATINUN LW@W‘U']?QJ']V]']\TL@@ﬂV]@WQWLWENV]”NL@EJ'J ‘Vl']\TLaE]ﬂV]ﬂ‘Wq@ﬂ?iﬂJNaLaEJ
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sorleslunendsdesiian uarliuauseloviuniian uduadafuimsenadnaulaiden
madenuuuusziuszuey lnsfinnsanesduseneuiiniigaeuiaymadontihunsamauiy
(Chaiyananta, 1996)

Fuft 6 nMswan1sfeAulalUUfoR (mplement the Decision) 1o u3nslé
yadeniiifianuds msdnstwanisdadulauludios weldnsdidueuduledied
Usednsam Juimsadsimualisunsuveinisandula lneszyfnsisiainisaniduu
sUUsEINn waryAnaTitesiunsufiRny msiinsueumnesunanihdiidaey uasdn
Tidssvunisfindedeansiazdaeglvnsdaduladuiivonsu uenanifuimsaisimua
se08u35 ng uazuleuns deddiuatvayulinisduidunudulegrsiussansam
(Chaiyananta, 1996)

Fuil 7 N15831958UUAIUALKALUTELTUNA (Establish a Control and Evaluation
System) tiuduneuaniisvesnszuaunsdadula Wid n1sadeszuunisauguuaznig
Uszifiuna Faastaeliffudmslisudeyadounduifenfunansufiauinduluaudmune
w3ali Teyadounduastigliguimsuiagvivserimsdndulalnale laeldnadnsvesnis
Uﬁﬁaﬁaﬁqm (Chaiyananta, 1996)

Auanvazuasfusznaunisealmifunisiaduladenidudusenaunisvasngunu
RuwBLsTuT

Characteristics of New Generation Entrepreneurs: The Decision on Become an Entrepreneurs
-A: fingaannisandugsiamiiiinenulaiuseunenis of Generation Z
e (Competitive Advantage) BA msszulaymn visemssuiternudiadnis
-B: m3veusuluAmA1vadY (Appreciation) (Define the problem or Need recognition)
-C: msfufduiusseninadsny (Social Interaction) BB msszydednrinvesiiad (Identify limiting
-D: i']a%maiumawﬂssﬂaums (Internal Entrepreneur) factors)
-E: ‘Tjﬁmamﬂuaﬂwawﬂszﬂaumi (External Entrepreneur) BC n1swaunvnnaiden (Develop potential
-F: msfiuinnssu (Innovativeness) Hak alternatives)
v o . . 3 a ¢
-G: MNUNALEYN (Risk Taking) BD msiasizvinaden (Analyze the
-H: Anundviazudatu (Competitive Aggressiveness) alternatives)
I msiidaszlunsuimsanu (Autonomy) » BE nstdenymaidentiaiian uagnisivua
2% a [ v . =l .
-J: enuililanBedlunmsiludusenauns (Entrepreneurial 19890 (Select the best alternative and
Orientation) determining options)
-K: awanunsatunisldniedsnge (English Proficiency) BF nmsthransdndulaluufoR waznisussiiuna

¥p3nsinaula (Implement the decision and
evaluation of decisions)

BG mﬁﬁ%’ﬂﬁwumu@uLLaz‘UizLﬁuwa (Establish
a control and evaluation system)

BH nisUsziliunaniadonuaznisilSeuiiieu
ﬂqiuﬂ'ﬂ (Evaluation of alternatives and value)

Bl usmnandeyanians (Data Collection)

BJ nssindula (Decision)

BK ngins5u (Behavior)

Figure 1 Research Framework
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sziigudsnshne

euiedidun139uiBsUsunn (Quantitative Research) Tnssjufufinuwnamdnuosy
Yo Usenaun1syalni wdnuIATeindnsnavesnudnyrveIUsENauNseAlaiiy
msdndulaidenduuszneunisvesnguau Gen Z muinguszasdnsideded 1 uag 2
ud U uzitedinisndenyssrinsuaznduiiegn fil

TEE G HIGEGHI RN

Tuns3deil fvusnguusznsdidinu Ae nduau Gen Z Aifivaseny 12-29 U $1uam
16,966,522 A (Bureau of Registration Administration, 2024) ¥n1sgufagnalagling
AMUIIINgA3 Taro Yamane Wlefmunuuiavesngusiogns seszsuaudesiuiesas 95
AAuAaIALAG B 0.05 lruinueenguiietie 400 au sfiinaminsdnidennguiieg
(Inclusion Criteria) Ao §if71991858wIe 12-29 T Tnenquitiiengsiinin 18 Useslésuaina
fugennngunasesuaziirudslaiovlideya inasilunisdnoonvesnguinedng (Exclusion
Criteria) WnnaudIog et udasn1senEnn1T9mmeuwVdauaT ieliazmniiaznoy
wuvaesuaufiFedlinaumld

nsaaasesiienldlunsise

wwdasilofililunisidendsd auediteldasrsuuuanunny (Questionnaire) Ined 5
Funoumudiy dil

1. numunssanssuanuilsdo tenans unen wasnauAdeiiiAeadesiunudnuny
vesf{Usznoumsgalnifidsadonsdaduladenifugusznounisveanguau Gen Z 1ilold
dmuarstoia (tem) vesuuuasuauiiazihaniaunadesielunisifusiusudeya

2. MVUANTOUKNANUANLLNTIRY

3. Ainwvdnmisaianiesile

4. fmuedsziy wazvaulavesinulidenrdaiuingusrasiiazUsslovianinis

)
(el

5. ﬂ"wLﬁums'ﬁwLmuaa‘uawﬂﬁﬁwmamqéﬁﬁwﬁwmé’a°1 LLmﬁgqﬂizLﬁuﬂmmweuaq
\n3esile ienadeuAmIfissmsazmnTedevosuvuasuamlnedMsInud ¥
Tryout fuau Gen Z Alilvnguiiegng d1uiu 30 au Lilensiaaeunugndes AumLNzay
voal omn uagnsrvaouadlaves mouLuuanunIN neaeuaIuL LT o eves
WUUABUNNRINAT Cronbach’s Alpha ld@n 0.989 wansindermaudiauindede (A
WaNgay 8g5¥1319 0.908-0.953) LazAINTIATIEEAINNTINNALT 091 (Index of Items
Congruence: 10C.) wangavannsa lldlumsifusiusmdeyals (nfimnzan 0.67-1)

in3esileflilunside

anizg3duldmmundnuvazvennieailelunside Tunsiiusiusndeyaugugian
nauAu Gen Z ansideidenlduvvasuaudauadu 4 nou il

poufl 1 dnwarnauszunsmans IiuA e engy sefunsne Ysvaunisainig
Judusznauns waganuaanislunsiduluszneuns dnvasdemaiuduiuunsisdey
57615 (Check List) 31171 5 18

poufl 2 AadnvAIzYesUsEneUNSYAlva dnuardermauuuunsinvesdiAm
(Likert Rating Scale) 971U 11 98
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poudl 3 msdinduladonduuszneunisvenquau Gen Z dnuwaizdoniuuuy
1MTINVOIALATN (Likert Rating Scale) 91U 12 U9
nshirnminazuuuresuuaBUAINROUN 2-3 difall

SEAUANUARLTILY AhmtnazLuwesTIEennoU
sEUANARLTLLNNTIgA fAiu 5 Azwuy
SEAUANUAALAULN AAWYIAU 4 AzLUY
sEAUANLARLILUILAANS AAWVINAU 3 AZLUY
SEAUANUAALTIUTRY TAWVINAU 2 AgluY
seiumLARITutesTign A 1 Azuuu

LNEUIINITLUAAMNNMLNEAZLUULNDARTEAUASLULLIRAEYBITEAUAMUAMLTILA Y UAL T
%19PZH UL AapelUll

ATRLLRAY SEAUANLAALIY
4.21-5.00 mﬂﬁqm
3.41-4.20 un

2.61-3.40 Y1unang
1.81-2.60 oy

1.00-1.80 tioeiign

noufl 4 Tolauewuy WJudemonuuuutatada (Open-end)
fumumsnuTmteyauaznmiinszidoya
N1357U5UTaYA
1. Yoyaugugdl (Primary Data) \iusiusiuk1uszuvesulal Google Forms
Tnsmsuuvdsdlivudeludoa danseafuannguau Gen Z Aflengszning 12-29 ¥ §1uau
400 A Faszevhaasiieuliiay Suiounguniau 2567
2. Yoyanivqil (Secondary Data) A Feyaiilduranuvasdoyadiyifiv
s Budndudeyaluedn 1dud onans s1sn wwidengui] uazswidefifedes sauluis
MIAUALEIUNNSTULUBLmMESIIN
n5AATIEVtaYA
1. adffanssaiun (Descriptive Statistics) lawn Aaud wazasesay 14
Ainseideyalszrnsemandvesineunuuasuny Aadsuazarddsauunsgiu 14
BpTwhiLUsAaanysveUsznounisyatal uazmsdnduladenduduszneunis
2. afinlaausnu (inferential Statistics) 19n15iiAsIzviAuanneLITINYAM
(Multiple Regression Analysis) Lﬁamaau§m%waﬁuamma"ﬂwmwmQ’Uﬁxﬂaumiqﬂimﬁ'u
nsdnduladeniludusznounis

NANISANYA

anwazNIUszYNIAEnS

Anouswuvdeunudlngneamds S1uu 202 au Ancdudosay 50.50 ey F1U9U
198 au Anlusosaz 49.50 91g 18-23 T d1uau 261 au Anidudewas 65.30 sosa9u laun
91y 12-17 T 9w 74 au Asdusesay 18.50 wazeny 24-29 U $1uau 65 au Andudesas

AudNvLTIUTENOUNMsYANNdmarensinduladenduiusznouns
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16.30 s¥AuN15Anwlseudnyr 91udu 142 au Aadudesas 35.50 s09a9u7 laun
Uixﬂﬂﬁﬁﬂﬁ@iﬁ%ﬂ%w%uqﬂ (Uad.) 91uu 95 au Andudesas 23.80 USwgns 112U 85 A
Andusesay 21.30 Usgniaflodns3vdn (Uaw.) 91uiu 69 au Andufesay 17.30 uay
seauUsEauAne 91w 9 au Anduiesay 2.30 ey diulualliinefivszaunisainig
Juusznauns d1uau 282 au Andusesas 70.50 wasireiiuszaunisel 91w 118 A
AnuSosaz 29.50 Trumenislunisidugusznouns duau 235 au Anluiosas 58.80
duivdolifianumanidunadufuszneuns $1uu 165 au Aaiduiesay 41.30

AuaNYMzYaUsEnauNIseAln

AasnvuzreUsTnaunsealntlunwsudiauAnivedlusgauyuiunas (X=
3.35, S.D. = 0.29) Wnediandunnudidgy 5 duduwsn agluseauuin taun Audnyueauns
vonsulunaAwedy (X= 3.67, S.0.= 0.41) se%aan loud Jadunieluvesifusznaunns
(X=3.62, S.D. =0.42) msiluFdutusszwinedenu (X= 3.56, S.D.= 0.43) Anmunddss (X=
3.52, S.0.= 0.42) M3iluinnssu (X= 3.50, S.D.= 0.42) SFufl 6 fs 10 Tdwuanuddner
Tusgsutrunans liua dnenmnssufiugsiaiilfifsanuldiuisumansusstu (X=3.40,
S.D.= 0.43) A wnédnfiasudadiu (X= 3.36, S.0.= 0.45) msiidastlunisudmsau (X= 3.23,
S.D.= 0.44) pulideslunmsidugusznaunis (X= 3.22, S.0.= 0.47) Yaduneuenves
JUszneuns (X= 3.17, S.0.= 0.55) uwagduil 11 amnuanunsalunsldnmwisangy egly
syfiutley (X= 2.38, S.0.= 0.89) Aauandlu Table 1

Table 1 Mean and Standard Deviation of the Characteristics of New Generation Entrepreneurs

Characteristics of New Generation Entrepreneurs Mean S.D. Interpret
Appreciation 3.67 0.41 High
Internal Entrepreneur 3.62 0.42 High
Social Interaction 3.56 0.43 High
Risk Taking 3.52 0.42 High
Innovativeness 3.50 0.42 High
Competitive Advantage 3.40 0.43 Average
Competitive Aggressiveness 3.36 0.45 Average
Autonomy 3.23 0.44 Average
Entrepreneurial Orientation 3.22 0.47 Average
External Entrepreneur 3.17 0.55 Average
English Proficiency 2.38 0.89 Less

Total 3.35 0.29 Average

nsanduladeniudusznaunisvasnguau Gen Z

muAaiurensnduladenduusenounisveanguau Gen Z lunmsiueyly
sEAuUIUNaN (X= 3.40, S.0.= 0.28) lnedduaiudAsy 3 a1auusn agluseauann lawa
NOANTIY (X'= 3.75, S.0.=0.36) Uaevvoyar1ians (X = 3.58, S.0.= 0.36) uay N15Uszidung
madoniarmaiTouifisunmue (X = 3.41, S.D.= 0.39) diud 4-11 egflusziutiunans

12
v A [

fail MsauImaden (X = 3.39, S.D. 0.43) N155eutednnnvesdads (X= 3.38, S.0.= 0.45)
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msdenmadeniiffian warnsivuamaden (X= 3.36, S.0.= 0.36) nstwamsinaulaly
UHUR waznisuszifiunavesnsindule (X= 3.33, S.D. 0.36) N1y layy n3en1ssu3ag
ANNABINTT (X= 3.33, S.D.= 0.43) MTAATIEYINIBGeNn (X= 3.32, S.D.= 0.44) 1583 1958UY
muALlazUsziluNg (X=3.28, S.0.= 0.42) uay n13dndula (X=3.28, S.D.= 0.43) AUa1GY
fawandly Table 2

Table 2 Mean and Standard Deviation of the Decision on Become an Entrepreneurs of Generation Z

Decision on Become an Entrepreneurs of Generation Z Mean S.D. Interpret
BK (Behavior) 3.75 0.36 High
Bl (Data Collection) 3.58 0.36 High
BH (Evaluation of alternatives and value) 3.41 0.39 High
BC (Develop potential alternatives) 3.39 0.43 Average
BB (Identify limiting factors) 3.38 0.45 Average
BE (Select the best alternative and determining options) 3.36 0.36 Average
BF (Implement the decision and evaluation of decisions) 3.33 0.36 Average
BA (Define the problem or Need recognition) 3.33 0.43 Average
BD (Analyze the alternatives) 3.32 0.44 Average
BG (Establish a control and evaluation system) 3.28 0.42 Average
BJ (Decision) 3.28 0.43 Average
Total 3.40 0.28 Average

HANSNAABUANLFLTUSYDIFIMUTAIY Pearson Correlations WU HA1ANENTUS
sEAUUIUNATY 58WI9 0.4<r<0.6 31U 19 @ HArmuduiusseaulos s81ming 0.2<r<0.4
$1uan a1 ¢ deramduiussedutesiian 5513 0<r<0.2 $1udu 6 ¢ Wevhnmadey
ANUFUTUSsEninaiuysdasy Iagld multicollinear test wuln i VIF 8g/5e1i19 1.190-
1.850 afidntiosndn 10 wansindiulsdassusazirfinnuduiudsulidinnauiliAndym
multicollinear sgnineauduiusaneluveiauysdase A1 Tolerance o8 581319 0.540-
0.840 laiitlaymn multicollinear msnzflandlng 1 uaneinduusdassiudinuduiusi
FauUsdu 9 Tusedus dauandlu Table 3 uaw 4

AudNwazveUsEneun1sealmindmadenisinduladeonidudussnauns _
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Table 3 Pearson Correlations of the Decision on Become an Entrepreneurs of Generation Z

BBBL AA AB AC AD AE AF AG AH Al Al AK
BBB 1.00
AA 0.40 1.00
AB 0.26 0.18 1.00
AC 038 0.28 0.24 1.00
AD 047 025 027 0.25 1.00
AE 046 030 0.16 0.26 0.20 1.00
AF 056 026 034 037 043 039 1.00
AG 053 024 027 030 034 032 043 1.00
AH 055 026 021 025 033 035 049 034 1.00
Al 054 034 0.16 021 030 042 040 042 044 1.00
Al 059 036 0.19 020 037 036 049 039 048 043 1.00
AK 050 033 0.07 0.18 020 037 026 031 030 033 039 1.00

AudnvuzveIUszneunsiionsnanensnduladondugussnaunis

auNAgIUNTITY Ha-He unsmanisalaadnuazvesiszneunisyalndinasdema

Favansenisanduladenduduseneunis aaidelaldnistnsziauanneedanmgu
Aauandly Table 4

Table 4 The Results of the Characteristics of New Generation Entrepreneurs that Affecting to the

Decision on Become an Entrepreneurs of Generation Z

Hypotheses Ha-Hk

Independent Variables >E B ¢ >i8 Tolerance VIF
Constant 0.969 0.119 8.121  0.000*
A: Competitive Advantage 0.030 0.023 0.046 1.307 0.192 759 1.318
B: Appreciation 0.009 0.023 0.014 0.406 0.685 .840 1.190
C: Social Interaction 0.064 0.023 0.098 2831 0.005* 791 1.265
D: Internal Entrepreneur 0.084 0.024 0.127 3510 0.001* 133 1.364
E: External Entrepreneur 0.031 0.019 0.061 1661 0.098 .696 1.436
F: Innovativeness 0.086 0.032 0.112 2.655 0.008* .540 1.850
G: Risk Taking 0.098 0.025 0.147 3912 0.000* 678 1.475
H: Competitive Aggressiveness ~ 0.090 0.024 0.145 3.759 0.000* .637 1.570
l: Autonomy 0.079 0.024 0.125 3.233 0.001* .634 1.577
J: Entrepreneurial Orientation 0.098 0.024 0.164 4.066 0.000* .584 1.711
K: English Proficiency 0.063 0.011 0.200 5.575 0.000% 742 1.348

R=0.794 Adjusted R®= 0619 R =0630 SE=0.173 F=60.019 P-Value = 0.000

*Tud AN INEnANIEAu .05
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HANTNADUANNAFIY WU AMSN YU UTENRUNTYALMIT NS NaLTIuINGe
nsdnduladenidudusznouns eghsdilfudfgmsada Aiszdu 0.05 WoRiansanszivves
vEnavesnudnuazvewUsznaunisyelmifiidninaguissdduaninnlumios fail
AnuausatunslgnIwsangy (K, B = 0.200, S.E. = 0.011, P-Value = 0.000) AultuLB s
Tumsifugusznounis U, B = 0.164, S.E. = 0.024, P-Value = 0.000) aundndes (G, B =
0.147, S.E. = 0.025, P-Value = 0.000) A1UNE17 92wy (H, B = 0.145, S.E. =0.024, P-
Value = 0.000) Yaduneluvesusenauns (O, B = 0.127, S.E. = 0.024, P-Value - 0.001)
nsvasylun1susmsau (, B = 0.125, S.E. = 0.024, P-Value = 0.001) n1sdwinnssy (F, B
= 0.112, S.E. = 0.032, P-Value = 0.008) Uag n1sfiufduiusseninedany (C, B = 0.098, S.E.
= 0.023, P-Value = 0.005) sy MedfuUsfnanasnesuIsauuUsUTIuTesnIs
snduladendudussneunisiddesas 63.00 (R? = 0.630) uasiianumainiadousnsgiu
Tun1s¥iue 0.173 uansaunisnennsalluguazuuusnasgiu Tissd

Z =0.969 +0.200K +0.164J +0.147G +0.145H +0.127D +0.1251 +0.112F +0.098C

=

dgluaznisanusiena

#3UNan1339Y

Anauwuudeunudadunguau Gen Z dulviglinand o1g 18-23 U dufanisdinw

[ Y = 1 = 3 v | v <

seaulseudnuyr lameduszaunisalnisiduUsznaunis waliauaiandslunisidu
HUsENaUNTS

1. nan1sAnesEAuANAniuseAanvuzvasusTnounsyatai Tunmsiudiaag
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Abstract

This research aimed to 1) the behavior of tourists in Nakhon Phanom Province,
2) investigate the relationship between tourist behavior and the potential of tourist
attractions in Nakhon Phanom Province. Using Krejcie and Morgan's sample size
determination, the minimum sample size was 384 respondents. However, with 36 tourist
attractions, the actual sample size was 500 respondents. Probability sampling was
employed, utilizing a quota sampling technique for each attraction, with simple random
sampling for respondent selection. Data collection was conducted through survey
administration. The data from the questionnaires were analyzed using descriptive
statistics, including frequency and percentage calculations. Inferential statistics were also
employed to test the research hypotheses, utilizing Chi-square, t-test, and F-test. The
findings were presented in tabular form, accompanied by narrative descriptions and a
summary of the research outcomes.

The findings revealed that most respondents were female, aged 36-45 years,
married, self-employed/business owners, held a bachelor's degree, and had a monthly
income of 20,001-25,000 baht. Regarding tourist behavior, the primary purpose was
leisure/relaxation. Respondents typically traveled with 2-3 family members, used private
vehicles, made independent travel decisions, visited for a day trip, spent no more than
1,000 baht, had visited Nakhon Phanom once before, and obtained travel information
from the internet. Concerning the potential of tourist attractions, all 36 sites received a
high satisfaction level. Comparisons by gender revealed significant differences at five
sites: Phra That Maha Chai, Phra That Tha Uthen, Wat Nak Bun Anna, Nong Saeng, and
the ferry crossing to Laos.

In summary, this study found that tourists primarily traveled for leisure and were
highly satisfied with the 36 tourist attractions. These findings will greatly benefit
government agencies and private sectors involved in tourism in Nakhon Phanom
Province. The insights can inform appropriate planning and strategy development to
meet tourist demands and promote sustainable tourism development. Moreover, the
research outcomes can serve as a foundation for future studies and collaborations
between academia, government institutions, and the private sector. The findings can
stimulate further investigations into specific aspects of tourist behavior, leading to a
deeper understanding of the dynamics within the tourism industry in Nakhon Phanom

Province and potentially other similar destinations.
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Table 1 Data on the Potential of Tourist Attractions in Nakhon Phanom Province Tested with a
t-test

Male Female

Tourist Attractions Mean  SD.  Mean  So. t Sig.  Lavel
1. Phra That Phanom 4.06 0.36 4.00 034 377 0.28  High
2. Phra That Renu Nakhon 3.99 0.37 4.03 037 -217 063 High
3. Phra That Si Khun 3.99 0.37 4.01 037 -1.38 081 High
4. Phra That Maha Chai 4.00 0.36 4.02 040 -094 0.04* High
5. Phra That Muk Khon 4.00 0.38 4.00 036 0.33 0.42  High
6. Phra That Prasit 4.03 0.33 3.96 036  4.69 0.20  High
7. Phra That Tha Uthen 4.04 0.39 4.00 033 248 0.00* High
8. Phra That Nakhon 4.05 0.35 4.00 036  3.57 0.99  High
9. Landmark of Phraya Srisattanakharaj 4.03 0.35 4.02 0.36 1.10 0.50  High
10. Ho Chi Minh Memorial 3.96 0.36 3.97 036 -059 024 High
11. St. Anna Church Nong Saeng 4.02 0.39 4.01 0.35 0.76  0.05* High
12. Thai-Lao Friendship Bridge #3 4.01 0.36 4.00 038 047 0.19  High
13. Phu Phan Udomtham Temple (Lan Sao 4.00 0.36 3.99 039  1.07 0.3¢  High
Koi)
14. Phu Langa National Park 3.97 0.37 4.00 033 -231 014 High

15. Ban Tha Ruea Handicraft Village (Pin Kan 4.00 0.37 4.01 037 -0.93 0.47  High
Huat)

16. Tat Kham Waterfall 3.97 0.33 3.99 035 -1.88 0.33  High
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Male Female
Tourist Attractions t Sig.  Lavel
Mean S.D. Mean S.D.

17. Tat Pho Waterfall 3.99 0.36 3.98 0.39 0.31 0.21 High
18. Freshwater Aquarium Museum, World of 3.97 0.36 4.01 0.38 -2.56 0.23 High
Mekong Fish, Science Center for Education

Nakhon Phanom

19. Thai-Lao Market (Tue, Thu) - Tha Uthen 4.01 0.38 3.98 037  1.86 091  High
20. Thai-Lao Market (Tue, Thu) - That 4.00 0.36 4.00 037  0.09 0.46  High
Phanom

21. Thai-Lao Market (Tue, Thu) - Ban Phaeng 4.01 0.38 3.98 0.38 1.74 0.47  High
22. Phra That Phanom Annual Worship 3.97 0.36 4.01 038 -256 023 High

Festival in February

23. Phra Ya Srisattanakharat Worship (7 days) 3.99 0.37 3.99 035 -0.29 0.15 High
before Buddhist Lent in early July

24. Iluminating Boat Procession (9 days) after 3.98 0.36 4.01 038 -1.79 047  High
Buddhist Lent

25. Cruising along the Mekong River 3.96 0.35 4.02 035 -422 037 High
26. Sak Ten Sak Folk Dance Tradition 4.00 0.36 3.98 0.40 152 0.05* High
27. Vietnamese Memorial Clock Tower 3.99 0.37 4.01 039 -099 037 High
28. Nakhon Phanom Provincial Governor's 4.03 0.35 4.01 038 097 0.12  High
Residence Museum

29. Nakhon Phanom National Library 3.99 0.35 4.01 037 -1.79 045 High
30. Nakhon Phanom Riverside Walking Street 3.99 0.39 3.99 034  0.26 0.07  High
31. Naga Tunnel 4.01 0.35 3.97 036 231 0.14  High
32. Pier for crossing to Laos 4.00 0.34 3.98 0.39 1.36 0.05*  High
33. Phra Uppakhut Procession 4.00 0.35 3.97 034 236 0.70  High
34. Jungle Space Cafe & Bistro 3.99 0.37 3.99 036 -0.20 0.69  High
35. Blue Gold Civet Coffee Plantation 3.98 0.35 3.99 034 -0.73 071 High
36. Wean Pla Footprints 3.96 0.36 3.96 036 -0.27 035 High

971 Table 1 mﬁmiwﬁ%y’awudﬂ Anenndsisgalaniinisveaiien lngdswinala
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Table 2 Displays the Variance in Scoring of Tourist Attractions in Nakhon Phanom Province

Tourist Attractions Variance SS df MS F p-value
1. Phra That Phanom Between Groups 0.794 a4 0.199 1.620 0.168
Within Groups 60.666 495 0.123
Total 61.461 499
2. Phra That Renu Nakhon Between Groups 0.608 4 0.152 1.102 0.355
Within Groups 68.280 495 0.138
Total 68.888 499
3. Phra That Si Khun Between Groups 0.276 4 0.069  0.511 0.727
Within Groups 66.682 495 0.135
Total 66.957 499

m ?E NIANTATYFANAATUATUINIFING W I devinBes U 17 atud 3
{}?} Economics and Business Administration Journal, Thaksin University



Tourist Attractions Variance SS df MS F p-value
4. Phra That Maha Chai Between Groups 0.347 a4 0.087  0.592 0.669
Within Groups 72515 495 0.146
Total 72.862 499
5. Phra That Muk Khon Between Groups .685 a4 0.171 1.226 0.299
Within Groups 69.114 495 0.140
Total 69.799 499
6. Phra That Prasit Between Groups 0.032 a4 0.008  0.066 0.992
Within Groups 60.398 495 0.122
Total 60.430 499
7. Phra That Tha Uthen Between Groups 0.278 a4 0.069  0.526 0.717
Within Groups 65.400 495  0.132
Total 65.678 499
8. Phra That Nakhon Between Groups 0.149 4 0.037  0.291 0.884
Within Groups 63.391 495  0.128
Total 63.540 499
9. Landmark of Phraya Between Groups 0.672 4 0.168  1.305 0.267
Srisattanakharaj Within Groups 63.760 495  0.129
Total 64.432 499
10. Ho Chi Minh Memorial Between Groups 0.189 a4 0.047  0.364 0.834
Within Groups 64.126 495 0.130
Total 64.315 499
11. St. Anna Church Nong Saeng Between Groups 0.393 4 0.098 0.723 0.577
Within Groups 67.357 495 0.136
Total 67.751 499
12. Thai-Lao Friendship Bridge #3 Between Groups 0.285 a4 0.071  0.516 0.724
Within Groups 68.366 495 0.138
Total 68.651 499
13. Phu Phan Udomtham Between Groups 0.155 a4 0.039  0.275 0.894
Temple (Lan Sao Koi) Within Groups 69.947 495  0.141
Total 70.102 499
14. Phu Langa National Park Between Groups 0.642 4 0.160  1.304 0.268
Within Groups 60.923 495  0.123
Total 61.564 499
15. Ban Tha Ruea Handicraft Between Groups 0.193 4 0.048  0.349 0.844
Village (Pin Kan Huat) Within Groups 68.261 495  0.138
Total 68.454 499
16. Tat Kham Waterfall Between Groups 0.359 4 0.090  0.775 0.542
Within Groups 57.376 495 0.116
Total 57.736 499
17. Tat Pho Waterfall Between Groups 2774 4 0.694 2936 0.020*
Within Groups 116.954 495  0.236
Total 119.728 499
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Tourist Attractions Variance SS df MS F p-value

18. Freshwater Aquarium Between Groups 0.592 4 0.148 1.048 0.382
Museum, World of Mekong Fish, Within Groups 69.907 495  0.141
Science Center for Education Total 70.499 499
Nakhon Phanom
19. Thai-Lao Market (Tue, Thu) - Between Groups 0.690 4 0.172 1.265 8.283
Tha Uthen Within Groups 67.438 495  0.136

Total 68.128 499
20. Thai-Lao Market (Tue, Thu) - Between Groups 0.767 4 0.192 1.381 8.239
That Phanom Within Groups 68.712 495 0.139

Total 69.479 499
21. Thai-Lao Market (Tue, Thu) - Between Groups 0.078 4 0.020  0.145 0.965
Ban Phaeng Within Groups 66.481 495 0.134

Total 66.559 499
22. Phra That Phanom Annual Between Groups 0.675 4 0.169  1.173 0.322
Worship Festival in February Within Groups 71.203 495 0.144

Total 71.878 499
23. Phra Ya Srisattanakharat Between Groups 0.690 a4 0.172 1.265 0.283
Worship (7 days) before Buddhist Within Groups 67.438 495 0.136
Lent in early July Total 68.128 499
24. Iluminating Boat Procession Between Groups 0.898 4 0.224  1.763 0.135
(9 days) after Buddhist Lent Within Groups 63.027 495 0.127

Total 63.925 499
25. Cruising along the Mekong Between Groups 0.416 il 0.104  0.771 0.544
River Within Groups 66.684 495 0.135

Total 67.100 499
26. Sak Ten Sak Folk Dance Between Groups 0.425 4 0.106  0.853 0.492
Tradition Within Groups 61.617 495 0.124

Total 62.041 499
27. Vietnamese Memorial Clock Between Groups 0.300 4 0.075  0.525 0.718
Tower Within Groups 70.872 495 0.143

Total 71.173 499
28. Nakhon Phanom Provincial Between Groups 0.131 4 0.033  0.231 0.921
Governor's Residence Museum Within Groups 70.385 495 0.142

Total 70.516 499
29. Nakhon Phanom National Between Groups 0.249 4 0.062  0.462 0.763
Library Within Groups 66.607 495 0.135

Total 66.856 499
30. Nakhon Phanom Riverside Between Groups 1.504 4 0376  2.956 0.020%
Walking Street Within Groups 62.976 495 8.127

Total 64.480 499
31. Naga Tunnel Between Groups 0.077 4 0.019  0.147 0.964

Within Groups 64.924 495 0.131
Total 65.001 499
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Tourist Attractions Variance SS df MS F p-value
32. Pier for crossing to Laos Between Groups 0.475 4 0.119  0.940 0.440
Within Groups 62.528 495 0.126
Total 63.003 499
33. Phra Uppakhut Procession Between Groups 0.348 a4 0.087  0.643 0.632
Within Groups 66.975 495 0.135
Total 67.323 499
34. Jungle Space Cafe & Bistro Between Groups 125 a4 0.031 259 0.904
Within Groups 59.817 495 0.121
Total 59.942 499
35. Blue Gold Civet Coffee Between Groups 1.128 a4 0.282  2.109 0.079
Plantation Within Groups 66.195 495  0.134
Total 67.323 499
36. Wean Pla Footprints Between Groups 0.093 4 0.023  0.192 0.942
Within Groups 60.020 495 0.121
Total 60.113 499
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The Role of Attitudes, Health and Environmental Awareness, and
Marketing Communication on Purchasing Decisions of Organic
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Abstract

This research aims to study attitudes, health, and environmental awareness, and
marketing communication influencing consumers' purchasing decisions for organic
cosmetic products in Songkhla Province. The sample group consists of 250 consumers
in Songkhla Province who have previously purchased organic cosmetics. A purposive

sampling method was employed. For the analysis of causal relationship models. The
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study utilized the Partial Least Squares Structural Equation Modeling (PLS-SEM). The
research results revealed that factors such as attitude, health awareness, environmental
awareness, and advertising positively influence consumers purchasing consumers
purchasing decisions. Meanwhile, publicity and public relations, personal selling, sales
promotion, and direct marketing did not affect consumers’ purchasing decisions. This
study highlights the importance of fostering positive attitudes through effective
communication, impactful advertising planning, and the development of products and
services that meet consumer needs, particularly those related to health. It also
emphasizes the use of strategies focused on sustainability and environmental
conservation as key approaches to capturing consumer attention, building trust,
enhancing brand perception, and ultimately influencing purchase decisions. These
elements can contribute to the long-term sustainability of the business.

Keywords: Attitude, Environmental Awareness, Health Awareness, Integrated Marketing
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Ariffin et al. (2016) lea8u1e71 nsnseniindsdsuanden unsiinguyanavie
fuslnavdonguniendalaty damudanudilavidoinsdinssuiumsmeanu@a auddn
waviruedlUlumafifveaurazyaraiiideduiwiedunden uarndenaznsyimionaui
wvjvinioidunisuanioonityanaty fanufnaidninAniadesdandon wazas
uanseendenInssuasiruailumaduiniiahlidunadonseutieity
nsARaNsN1SAAN (Marketing Communication)

Msdeasnsnann Ae Msausudnglunmseaisnisnainliaenadesiunain
Hmnevesesansiiieliiussginguszasdngsnaldednsdiussansnmiazsiniifigainiay
Juldld msfearsnsnansuisnislddetonemsauay Waamwmmmwuﬂﬂmmw
UsrAnsnmuagyiliuslnadlasagldsunsuieatunandost vieuinisniigauenaini
Futumsadseuduiusfafuduilaaiiunisdeansiinseunquyndunouvonszuauns
msnanllaufisnsadisaufiswelalundndasivieuinisvesesdns seisnsdeansuuy
ATU93T bawa 1) mslavan 2) nslivnnaznisussandunus 3) nsvelasldndnau
4) NMTAEINNITVIY 5) N1TRAIANINATI (Sabbmueangpak & Rittiboonchai, 2022)
n1siidulade (Purchase Decision)

Wongmontha (2015) laliaanumingld miﬁmﬁﬂwmﬁu'%‘[m“lums%aﬁuﬁﬂmﬁuﬁw
uils Tngagiinsruaumsnaudisuiuluaufaimueindannldldaudud fuvadutunoudsd
msueafiuiiam nsumamanely Maumamateuen matssdumaden nisiadulade
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fiaunRndsio waw Kotler (as cited in Pochai, 2019) Idndmidisnisdadulatovesiuslnaly
Irdunoulunisiaduladevesiuilnatuazdesinunszuiums 5 duneulunisiadulade Ao
nssusfemnudesmansdumdeya msssliunamaden nsdnaulade uazauidn
AENEIN5T0 s?i’wzLLam‘LﬁLﬁudmwmumi?gaa%a6‘]

MATeiiReds
viauad uaznsdnaulade

yimuad Ao Aug Anudila anwidnvesyanaiisodddadmis dadunauiain
Uszaunsal vie dwndeudiduualiuiiaglviyananansufisen uaznisnssiviedslag
Tumsaiuayunioufias Wauadidudeiiliaunsoueadiuldognadaiau (Sumittikrai, 2019)
LAZINNITNUNIUIITIUNTINVE Pinta and Mallawong (2022) nan1sfinyimuin Yaduriu
fauaRTiavswaemsndeandensinaulatonisareiauediinliuifuslnalunsdmar
ﬂ’]iﬁmﬁulﬁﬁ?a%aﬂ@u‘ﬂﬂﬂ TurgLAeIiuaINNISANYI Y84 Pakaya and Prasertchuwong
(2023) wuin Yadeduitauaiidnsnasdonisdniulad oomnaiioavainvesfuslnaly
NRINIVILAT TNNTNUYALITTANT TSN GsausRigudel

auyAgIntort 1 vaundsmanonsinduledeiniasieneesuninvesuuslng
nsmszuiinfaasguain uaznsdndulede

nsnszvind s esquainveaduilaa Ae nsiiguilaainaudilasazdaiig
pszuiinifsanimuindouiifinaieguainvesmuies SINFsgUALALSIWIgYAITNINBIAY
N9 MUTEY Lﬁ@iﬁﬁqmmwﬁl,tfﬁal,m (Laocharoensuk, 2019) #siaudsediieades
99 Chunhachachachai (2022) WuingReuLUUABUAMATENUNTIZUAM UazTurauNTgUa
guameedatoddanaly Jaduiunisldlaguain uasauninndndusdmadenisindula
Jovruslyymii oaunmvesuilanteviauluun ngaunwuniuas asnad ey
Thongyehburit (2021) AlgFnwiesdladenssndulagesmsaay Tuaarunsaiveddaia
2019 waannsAnwmud dadeivhliuilnadnaulatoemseduyadunauainiifusina
susrldlagunimanniunazuesmamseduyaiieanaudssinlsauaziaiuadaguniniia
Tnsmengugaiaaudsauaziavasdunedauadldlulnsunswesauaimanndu s
yieyauazqualavuinisednsasden msuilanemnsaduyndadumadondiiaenndosivia
TIndiLssTunazfosnsguamialuszez1n WagaINNTNUMILATTUNTINTN1NGs A Rgiu

Lﬂe
be

guyiguted 2 msnsenindusesgunimasanonsinauledoinisssiores suns
Iavewuslng
nMsassindedawanden wazn1sinaulade

Msnsenindedawandou fe miLﬁﬁﬂ,ﬁJLLaz%’UiﬁaiaUﬁ’am warflaunseviniiesnw
uazUuUseAIndeslviAiTy (Thai Health Promotion Foundation, 2015) kagannnsnt
sATeMATees Rattana (2022) Asnsedulubesesiyvdunndon dwasonsdndula
%aﬁumﬁziu%lm TuvuziAeaiu Chinsattapong (2018) Wudﬂﬂuﬁﬂﬂiﬁmmﬁﬂﬁmﬁuﬁqmé’@m
wazazitaduiunisassminferfuaedousnifuduniligldRansanlunsedaduls

UNUMYRIWIAUAR N13ATeinTequnImazdingo wWagnsaeasnIsnaIn
v o o ¢ o a a v & v & o 7
wodn dusne Swviuuv dni uadaniad Sunies I



Fodudmiausmsrneg feglildmanssnusieduinden 91nNTNUMILATsAINTSUE Wi
ARyl

auyATIudod 3 mamsemindedauandondeanonisiaduladonosdion oosuni
nvewuslng
3806130159810
mslawan waznsindulade

mslawandunisdeaisnsniseainfinniseaindiulugfiansannistavanindy
Lﬂ%qﬁaﬁﬁﬁyé’wﬁaﬁm%’umisuw?mﬁﬂ (Makkhapant, 1996 as cited in Raton, 2021) wag
1NN1IANBIVDY Russell & Lane as cited in Kulkanok (2022) WuUa1 n15lawang18@319
Usvaumsninialumstenazmsldaudviliiuslnadndansndud Keracosmetic uuduan
Lmsmﬁa%é’mﬁﬂa?}u@Lﬂ?@qeﬁmaﬁﬁaﬁa Wulvluiianai@enady Fang (2020) wuin nng
Tawansuweundinduiniien (Tik Tok) finasenisinauladoindosdrens annsunIu
ai'mmiiu%’mﬁmﬁaamgagmﬁqﬁ

suydgdod 4 mslavandwasonsindulefeinosdioreesuninvewiuilnn
mslidnauaznisUszanduius waznisinaulade

msUsvrnduiusidudeiiazaienmdnualialiiunnauduaz dunisnseduaing
aulavesuslaa LWun1s N1seensudanansduni (Khunthintara et al., 2022) lagain
N15ANw1989 Insun and Leejaiwara (2020) 131 N158 0d13n15Ma19R28n151H 1A
Uszanduiusinansenuidauniunisanauledodudn denndasiu Boonyarod and Hansanti
(2023) wuin sl narmsUsznduiusdwaiensdndulade annsnumnIssanTsy
Jaanfeausfged

auyATden 5 msbiviuaymsussmdiusadumasiontsindulodoinsodronoas
unilnvesguslng
msuelngldniineu waznisindulede

mi?iami‘[maiﬁi’fwﬁm’mma%Lﬁﬁﬂﬁ%gﬂaqnﬁﬂﬁlﬁ&LLGiLLimmﬁﬁJmmima 1y
wilnauezfuiimidiviauedudi (Stong, 1925 as cited in Neam-imsub, 2017) 211
AISNUVITIAUNTINVDL Thanusilp and Sawang (2021) wuin nsvelaglantinauainananis
dnduladondndusinvdiengeiuvosfuslaalumnsanmamiues Turuzidoadu 910
N15ANYIVBY Kumsungnoen and Sawang (2021) wua1 n1suelaeldwinaudinanonis
sinauladorrdoaiiniiud C-Vitt vasfuslnAlulumNFUNNVILAT INAINUNIUITTUNTTH
Faanfeans Rl

quyiguted 6 nsvielagltminaauasonisinduledeiniessioneosuninves
Huslam
mMsaaasunIsIe waznsinaulade

Kotler (as cited in Chaisuda, 2020) #lsiem1dn msduaiunisueindunagnsi
anunsaaiaussgdlalussosdy enseduliiAnnsdedudlulimadiinniu aneideves
Singkorn and Rodpon (2023) wudh msduasun1sviedsanisuindenisinduledoiniosiy
wesAmiuvestiuslna aenndesfures Tavong (2020) wuin nsdaaiunsviesudenasiadl
éw%waeiamsﬁmﬁuh%ﬁmmﬁqm fmﬂmi‘vm1/1’Jmiiz:uﬂiimﬁqﬂwm%aamu@gmﬁq‘ﬁ
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quyAg1uded 7 nisduasunisnigamasienisinduladenieedronieosuninves
Huslnm
n1IMANATINSs uazn1sRnaulade
syuumsnanaiifueiasedoasiufuilnanienguidvanelaensa lnglifaunats e
nszduliiAnmsnevaussiiinnaldluiud vieuioliiAnnsigsnsulaonss (Kotler &
Armstrong, 2020) 91nn15AN¥IUBY Boonrawd and Hansanti (2023) WU11 N15AAIANINATY
dawasiomsdnauladondndueied osdenseasunin (ulufiemaieniu Meksuwan et al
(2023) finuin MsrarneRsIiaudeAdainansenudsuindenisdaduladondns e
wdnsdeneeulavesiuilnalutsumalng nmsmumussunssuiahunGeauyigiuded

quAgIudod 8 nsnaranimidaasionisinduledainsosdoneesuninves
HUslom

Attitude H1

Health Awareness

Environmental Awareness H3

. N Consumer Decision-
Marketing Communications

Making for Organi
1. Advertising aking for Organic

) . . oL Cosmetics in
2. Public Relations and News Dissemination Ha-8

Songkhla Province
3. Salesperson
4. Sales Promotion

5. Direct Marketing

Figure 1 Research Conceptual Framework
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nMsisendaiifuaudduiBad3una (Quantitative Research) Tngl4#38n53d01ds d1599
(Survey Method) tagvinnisiiusausindeyalaslduuvasuaiu Yssvinsngudinaneg fe
QU%IﬂﬂﬁLﬂB%@Lﬂ%@QﬁW@N’e)E)%LLﬂf!ﬂ Tudsninasvalussoznaliiu 6 Woudishuun dly
nsudauiuide Tagldn1sdusaoganuuiaizas (Purposive Sampling Method) fle{nau
LUUEB UL IMLATILAY 250 Ay adusiuiudildsuniseensulunisinsisiuuusians
aunnslaseadng (SEM) (Chin et al, 2003) wenanii Hair et al. (2013) Fawuzirinwuin
Fret 9T aLAISRTAUNINTILILFILUTUR LAY SaluTama tielinadndiinany
wiuguazindede waziisliiAnanuudlaindneunuvasuawiianudle wazanunsoney
Amaldnuanuduasimnde uasitelidennuanufinuivinsmisada Jaldviinng
nagoulaenisukuuas v uliivdoyadiuau 50 fAaeen9 n&s1niudeiinsgsianu
wuuasvanleeldadfnasRarsananadulssansa seuunawoarvesianulunsaz s G
uiazinUsldAANudesiusening 0.74-0.95 uavaddfldlunsinsizideya fe afifide

UNUWITRIVIALAR N15ATEMinTsqunImazdsindol wazn1sdeasn1snain
YA AUYID STV IUUN ANG karIaIad JuNses




100

nssauun Tdun erdosay Al Aade Andesuuinesgusuisldmaanuduiusd
Antusuiemnduushaesiuliiinisiadentu uasdinsuszsgndlfluaaaunislassad
wuuindsassifosfiaauisdu (PLS-SEM) tilenageuaiu undesiuveunissile (Reliability)
T Adadinanud esfuressiauusdaunald (Composite Reliability: CR) dasldsinia 0.7,
Indicator Reliability (Outer Loading) Tya™Mn77 0.5 wasnadouAI1LLi Bansaniely
(Convergent Validity) #18 Average Variance Extracted (AVE) Taisnan 0.5 (Hair et al,, 2013)
A3 89m 5918 9811UN (Discriminant Validity) Ao A1 HTMT Criterion 13ig 4041 0.90
(Henseler et al., 2015) uagndsaInyinismaaeuaA1AINLLg osfulazAALT B3mTaves
\Aosdlaiuiesuda dunoufianmagou Structural Model Assessment Lteyenadusius
voeRauUswileiidudase (Exogenous Variable) fudauusuafiidusuusanu (Endogenous
Variable)

Fauvvaeuanuutseanidu 7 dw ldud 1) wwuasuanuierfudeyaimluvesney
LWUUADUANN 2) LuuasuaMAsITUNgAnsTunsiaiaiosdionsoadundn 3) wuuasuniu
Aeaduiauafneini esdre19oasunin UsuUgau191n Chenchalyapooom (2019)
4) wuvaeuuLA st unIATEUnG 93 03gun1m USuU531197n Patamphasukul (2019)
5) wuuasUILABIRUNMIAsTERinTas eedsuinden USuUganan Patamphasukul (2019)
6) LUUABUANLABITUNNTABANTNNIAA U3UU5901970 Kritayachaiwatthan (2021) uag
Suriyan (2011) 7) wuvaeuanui satunisdnduled sndnfmeiing esdonseasundnves
Austaaly Jwmdnaswan YSuusenain Chomsuppachamroen (2019) wag Thanusilp (2021)
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Anlu Sepaz 13.50 seAumsAnwIUSInIe WU 203 AU Anduiesas 80.60 S09adN Ao
fseuvane/Uam §1uau 29 au Andudesaz 11.50 wazmuusie oyu3ya/dradnuau 20
au Andudesay 7.90 Mesiudu 252 au Andudesay 100 naufogeild@nuiiendn
UniSeuAln@nwnduiu 119 au Anduiesay 47.20 sesaen Ae wiinauuSEMenwy $1uu
49 au Anludowaz 19.40 uazmuLIMIETN §3nadIU S 47 au Andudesas 18.70
nausegnailifnuniineldtiosnin 15,000 vndwau 148 au Andudesas 58.70 s89a
A9 15,000-30,000 U1 31U 80 AU Anluipear 31.70 WazmuuIAIY 30,001-45,000 UM
Fuu 14 au Anludesas 5.60 way 45,001 vmtuliisuan 10 au Andiufosas 4.00
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971 500-1,000 UMY 129 Ay Amdudosas 51 sesaende find1 500 vm Anidudes
Az 28.6 Lazu1NnI1 1,000 vmAndusesay 20.20 naannsIduaiungAnssunualunly
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lifouuou S 16 au Amidudosar 630 mwilunsdendndusiaiosdiorseesunin
Tusgozinan 19 wudwneuuuuasunwdlvgdendnfusiedesdionseasunin 1ied
Tonadwau 130 au Andufesay 51.60 sesawnde 1-2 Weundadnu 60 au Andufesay
23.80 sesadufe Forfiutszdmniieusiuiu 33 au Andudosas 13.10 uag 3 1Heunds
91uu 29 au Andusesas 11.50 ‘UizLﬂ‘VlLﬁ%‘I’e)\‘iﬁﬁa’N@@S‘LLﬂﬁﬂﬁQ]m@ULLUUﬁ@Uﬂ’]@J%@L%u
UszanunUselnnyinanuazenn (Cleansing product) 14U WARAMINA1MRUY dASU LazAd
uBsildnnu 123 au Andudesas 48.80 sesaunAeUszaMUNgsE (Skin care) 1y AduLEeS
Tnued walwud iy fadu latuildnau 100 au Anduiesay 39.70 uavUszindmiu
ANuAa (Makeup) 19U 503y uilwlu udveou eneurlat AUaRndsuau 29 au Andudosas
11.50

Table 1: Descriptive Statistics

~

X SD Result
Attitude 3.78 0.84  Very Suitable
Health Awareness 3.96 0.84  Very Suitable
Environmental Awareness 3.62 1.20 Very Suitable
Marketing Communications 3.48 0.72 Moderately Suitable
Advertising 3.43 0.99 Moderately Suitable
Public Relations and News Dissemination 3.58 0.88 Very Suitable
Salesperson 4.10 0.92  Very Suitable
Sales Promotion 4.07 0.98  Very Suitable
Direct Marketing 1.78 0.62 Slightly Suitable
Decision 3.87 0.77 Moderately Suitable

Note: The rating criteria for suitability on a 5-point scale are as follows: 4.51-5.00 =Most Suitable, 3.51-4.50 = Very
Suitable, 2.51-3.50 = Moderately Suitable,1.51-2.50 =Slightly Suitable, 1.00-1.50 = Least Suitable

971 Table 1 wanswamslinsgidoyaieiuiiadeiidmaronisiaduladevesnou
wuvaouna Tnefiansunanade (Mean) wardrmudeaunannsgu (Standard Deviation) @4l
1as1au 5 seulunsussiiuanumnzanveusiartiaedy 9nnan1siesed wui Jaded
losumsussiiudneglusedu Very Suitable laun viruad (Attitude), AuRsEENAUEUA N
(Health Awareness), A1uAsEWTINETLUAMIN0L (Environmental Awareness), N3lduaz
ANsUsEdUNUS (Public Relations and News Dissemination), Win91uw1e (Sales Person)
LAz NN3ANE3UN3UY (Sales Promotion) G eiiA1iadvegsening 3.51-4.50 Tuvaigd A3
A0a151191159879 (Marketing Communications), n15laiweun (Advertising) kazn1ssndula
(Decision) gnaneglusziu Moderately Suitable TnefiAnadeszning 2.51-3.50 agnslsfn
N19MA1ANI9A TS (Direct Marketing) Lﬂuﬂ%%’mﬁmﬁgﬂﬁ’m&ﬂuwﬁu Slightly Suitable lagdl
@iWLaﬁaﬁwqmﬁ 1.78 LLamﬂﬁLﬁudﬁﬁmauLLwaaumﬂﬁmmﬁwﬁmﬁuﬂﬂﬁaﬁﬁaaﬂdﬂf]ﬁ]é’agm
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Table 2 Measurement Model of PLS (n=250)

Construct ltems Loading  CR*rho c  AVE
Attitude Knowl1 0.78 0.92 0.56
Knowl2 0.82
Knowl3 0.80
Feell 0.75
Feel2 0.69
Feel3 0.67
Behavl 0.75
Behav2 0.81
Behav3 0.67
Health Awareness Healthl 0.65 0.88 0.59
Health2 0.73
Health3 0.90
Healthd 0.71
Health5 0.81
Environmental Awareness Environl 0.84 0.96 0.85
Environ2 0.93
Environ3 0.90
Environ4 0.97
Environ5 0.95
Advertising Advert2 0.93 0.90 0.75
Advert3 0.80
Advertd 0.85
Public Relations PR1 0.91 0.86 0.67
PR2 0.88
PR4 0.65
Salesperson Sales3 0.97 0.94 0.89
Salesd 0.91
Sales Promotion Promo2 0.80 0.92 0.78
Promo3 0.96
Promod 0.88
Direct Marketing DirectMK1 0.97 0.91 0.84
DirectMK2 0.86
Decision-Making Dm1 0.71 0.88 0.64
Dm2 0.83
Dm3 0.84
Dm4 0.81

nugLnin: CR = Composite Reliability; **AVE = average variance extracted

9717 Table 2 HANITIATIEWANUNINTUTINLDU WU ST IAUIIFIENalAA1 AVE
AN 0.50 Feln19inf28Tau1eda Taun advert, salesl, sales2, prl, promotiond, Lag
directMK3 wan1snaaey wui1 MTTanneiilen Loading 8gsening 0.65 - 0.97 Fau1nniien
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115571 0.50 fiA7 CR 0g3331919 0.81 — 0.96 91NNI1ANNMTFIU 0.70 (Hair et al., 2013)
uazilen AVE aefsening 0.56 - 0.89 Fsitedagfluduasgiuilsisinnda 0.5 (Hair at al., 2013)
wansindasnnnunndeluiit inanunsataaldindefofauiismsuazannuduiusues
&1’36??5’@Lwiazﬁuma‘Luﬁ’JLLUiLamﬁ’uﬁcshqqm'"]mﬂ’mué’mﬂ’uﬁ‘ﬁ’uﬁfgfa’mqﬁuLLﬁJiﬁ’uLLamﬁq
Aranissnsadeiuun wasdian R vesiuusudenisindulatiendd 0.30 uansiniauysis 8
#7 anunsaeSutsauUsUTluA YT wlaiananlddesas 30.00 Feieineylusedud
(Cohen, 1988) @ wsumsfinnsanAnuaennsosseitlunalisauyAgiuiudeyalelszdny
wuilueauansnmaonadediusziuiivensuld oy dvilsinfiaesidsassads (Standard
Root Mean Square Residual: SRMR) aifhusvdiilfiusuifisusefuanunaunduiudeyaids
Usdnduaslumalunsdiiiuiouiioulunasesluna lnglddoyayaiien A1 SRMR aglutas
521919 0 89 1 WagATisnnIn 0.08 Usdiaaunaunauiia (Henseler et al, 2016) swadei
A1 SRMR fildvindu 0.11 Feeglunasisnnsgiufivensuld Snuilsdvifléinfe Normed Fit
Index (NFI) a4l Bentler and Bonett (1980) Ifiausly dwil NFI doglunqudviliiinaiiu
aoandenannauduing Inefldegszning 0 fls 1 JedrAiunnin 0.90 vsuendssziiuaiiy
naundufigs agndlsfnu Tunsidot wudn NFI Sdwinty 0.46 ulidneniagliig uwidseglu
ey ufiansoseniuld Fafuannsasuldiuuuhaesdiniuaenadesnauniuiy
Toyaidelszdny (Hair at al., 2013)

Table 3 Discriminant Validity: Heterotrait-Monotrait Ratio of Correlations (HTMT) (n=250)

1 2 3 4 5 6 7 8 9
1.Advertising
2 Attitude 0.64
3.Decision 0.22 0.47
4.Direct MK 0.09 0.15 0.16
5.Environmental 0.31 0.19 0.28 0.13
6.Health 0.87 0.66 0.38 0.06 0.49
7.Public Relations 0.83 0.82 0.30 0.19 0.45 0.85
8.Promotion 0.73 0.67 0.22 0.06 0.10 0.76 0.75
9.Salesperson 0.70 0.56 0.21 0.09 0.14 0.73 0.75 0.84

Y

910 Table 3 MINTIAUATIITIBIMTUTITUUNLAYAUN VB INATINVBUAALE
wUs nuTanasinveusariuUsansawendaldianydeuazivuiuinasinreswiuusdy
FanrnmsnauandliiiuinAm TS Su T Sasesaud suansdennaii s msadasiuun
\es1nuaniIsmaaeuynAIrIng 0.90 uagidulumue1unsgiuil Henseler, Ringle, and
Sarstedt (2015) Awuald Inonamnasgiu HTMT mstianlaiAu 0.90 Weagummignsiouds
Fauun fadu Tun1sideafsdanmnsnagdléan lweadndnianuiswsadsduunuay
aunsathlvieneilueaaunisiassasiela
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Table 4 Significance of Direct Effects-Path Coefficients (n=250)

H.  Relationships Std.  Std. t- P- VIF 2 Confidence Supported
Beta Error values values Intervals
5.0% 95.0%

H1  Attitude- 0.47 0.09  5.27* 0.00 213 014 032 0.61 Yes
>Decision

H2  Health->Decision  0.21 0.13 1.64 * 0.05 3.16 0.02 -0.01 0.41 Yes

H3  Environmental- 0.22 0.07  3.28** 0.00 1.50 0.05 0.11 0.33 Yes
>Decision

H4  Advertising- (0.26) 0.10  2.63** 0.00 260 0.04 -0.36 -0.07 Yes
>Decision

H5  Public Relations- (0.16) 0.13 1.22 0.11 242 001 -0.37 0.05 No
>Decision

H6  Salesperson>- (0.03) o0.11 0.32 0.37 267 0.00 -0.24 0.10 No
Decision

H7  Promotion>- 0.09 0.12 0.75 0.23 273 0.00 -0.07 0.31 No
Decision

H8  DirectMK- 0.04  0.05 0.66 0.25 1.06 0.00 -0.08 0.13 No
>Decision

NUWUA : *p<0.05, t>1.645,** p.01, £>2.327, (one tailed); SE: Standard Error, H: Hypothesis

310 Table 4 nan1svageUaANLAzIU WUl JaderuiiruaRinansenuidauinagnedl
ﬂaﬁwﬁzgsiamiﬁm%u%%amﬁmﬁm%m?mﬁ’lmqaaimﬁﬂﬁuaaﬁu‘%‘[miu Jeninasvan (B=0.47,
b < 0.00, t>5.27) atfuayuauuAgiudedl sesasnn Aetadefunisasemindedannden
ﬁqwam'amiéfﬂ%ﬂﬁ@mémﬁmsﬁm‘%mﬁwmﬂaail,ﬂﬁﬂ%qc:iu‘%‘[,miu Jeninawan (B=0.22, p <
0.00, t>3.28) aﬁ’uauuamﬁgm%’aﬁ 3 sasnAeiasedunslavandamadonisindulede
wﬁmﬁ’msﬁl,ﬂ%aﬁ’wmaaaﬂt,ﬂﬁﬂsuaﬂ@U%Imiu JanTnasvan (f=-0.26, p < 0.00, t>2.63)
atfuayuauudgiuded ¢ uagsonn Ao Jadesnunisnszminddesguniwdssadenisindule
Fondn aiiadeadienseeiuninveauilaalu fwmiaasuan (B=0.21, p < 0.05, t>1.64)
atvayuauufsiuded 2 egrslsfamanuidedudnuindadedn nslianuasnis
Uszorduniug n1sviglagldninaiy n1sduasuniseiy uaznsnatananselidanasonns
dndulaoindesdrensonsuninvesfuilaaly fainasardaiunanisideduildatuayu
auyAgiuded 5 aunfgiuted 6 auyAgiuded 7 aunfgiuded 8 a1 910 Table 4 A1 A
wUsUSIUSIN (Variance Inflation Factor; VIF) YouLUTUNlANGILs 1.06 4 3.16 30T
Lif s osanuduiusiZanmga (Multicollinearity) Tulmmans3ded drafutasanu
Jasiu (Confidence Intervals) nans3iasgsiuandliiuinléld3s Bootstrap iioUseiiugag
madestulunisvaaouin anmidedeldvesdauysies (Construct Reliability) fidngand

Y

sRutuiuugiegsliteddny (9 Table 4 Usznau)
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Abstract

The purpose of this study is to investigate the relationship and impact of
applying information technology for audits on the audit quality of certified public
accountants (CPA) in Thailand. A questionnaire was administered to collect data from
99 certified public accountants included through stratified random sampling. Statistical
methods for data analyses included percentage, mean, standard deviation, correlation
analysis, and multiple regression analysis.

The study revealed that the use of IT in audit on the understanding in
data security has a relationship and positive impact on the overall audit quality and
specific aspects, including objectivity, communication and clarity, credibility, and
cogency, at a statistical significance of 0.05. In addition, the use of IT in audit in specific
aspects namely risk analysis, the knowledge of applying IT for audits, and the ability to
apply IT for audits, and an understanding of data security does not demonstrate a
statistically significant relationship with the overall audit quality. Therefore, audit quality
may be achieved through other factors, including knowledge, expertise, experience, and
professional discretion on audit quality of certified public accountants. The findings of
this study can be used as a guideline for improving the effectiveness of accounting audit.
Keywords: Information Technology Application for Auditing, Audit Quality, Certified

Public Accountants
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Independent variables: Dependent variables:
Information Technology Application for Audit Audit Quality

1. Risk analysis 1. Objectiveness

2. IT Audit Use knowledge for Auditing [> 2. Communication and Clarity
3. Audit Technology Application Implementation Ability 3. Cogency

4. Understanding of Information Security 4. Reliability

Figure 1 Conceptual Framework

FUNAFIUNNIY
nmsnumuenaskardfeiiieades {ifodaunigudd

H1 msUszgndlimeluladansaumedlunismsiaaey smumsinneinindes
feuduiusiazkansenuiuaunmnsaeulyd

H2 MsUszgndldinaluladansaumaluninsivaeu muanuslunislidmealulad
asaunAluNIIATINE0U Tanuduiusiasnansenuiuaunmnsaaulnyd

H3 n1sUseyndldmalulagarsaumalunisngiaaay aAruauaIunsalunis
Uszgnaltinalulaglunisnsiaaey danuduiusuasransenuiunmuninnisaaudoyd

H4 MsUssgnaldmaluladansaunalunisnsaaeu suanudilalunisshw
AuUaensieveslaya danuduiusuaznansenuiunannsae Ul

szigudsnishne

1. Uszwns (Population) flluns3de Téun HeaeuUnsueunnlulssmelng
fdamedoyaluiulsianivdndaydlunssususyudud $1uau 1,753 Ay (Federation of
Accounting Professions, 2022) ‘i’lj’ejga o fuil 4 WEFINYY W.A. 2565

2. nguAaaE1e (Sample) 7lHluns3se Tdud daoutiydsuouanalulsemelne

LR

lnetdnnn519vee Krejcie and Morgan (1970) $7u3u 400 A kagldidni1sdusiiagnaiuuis
Funil (Stratified Random Sampling) &eilvunoulunsdusiieg 19se Table 1

Table 1 The Population, the Sample Group, and the Number of Questionnaire Respondents of

Certified public accountants in Thailand sorted by location

Location Population Sample Number of
(people) (people) respondents
Bangkok 1,172 267 267X100/1,172= 22.78% 52
Metropolitan areas 333 76 76X100/333 = 22.82% 24
Regional areas 248 57 57x100/248 = 22.98% 23
Total 1,753 400 99

v = o o v o A
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911 Table 1 wuIn ﬁi’ﬁLLuﬂﬂa'uéhasi'mmaaﬁaauﬁ’w%%’uaumﬂuﬂivLwﬁimmu A9

q U

1 v a

Fell ngammuviuns Saiauiunma wagniinng ImdmﬁmsqmmamqLLUULLU@WM B
fvuamudadiuvesiaeuiydiueygymtaneiuiivszasdUameteyaiiton1sinse) Soe
awaqﬁﬁwaqmjuﬁ";aéw 311U 400 A
in3esileflilunside
.3 aaflaft 14 lun 53 Teidunuuasunin(Questionnaire) Insuu i 3 nou dail
noudl 1 Teyaaluvesfaeudydfveyny nlussnalneg dnvazuuvaeuandunuy
PTI9EBUTIBNTT (Checklist) $1uau 8 T Tnsnsounquieyaliesnty e oy @n1unw sz6u
msfinen Asssusileunisaeutadeie/d Ussaumsalidiunsaeutad Ussaunsalludiu
5 q wariids noudl 2 sedufanudiuisasunisuszgndldinaluladarsaumnelunis
M37980U anwazidukuuaa UL UUNInTIdINYTENIAAT(Rating Scale) 91uau 20 4o
Usgnaudie fumsiiasgianudss S1uau 5 9o duanuilunisldmaluladansaumely
N139TIERY I 5 To suanuansalun1sussyndldmalulaglunisesiaaey 1uau 5
fo suanandlalunisinwaiaasnisvesdeya S1uu 5 4o meudl 3 seduiinuiy
Lﬁ'mf‘ﬁ"u@mmwnWiaauﬁ'zy%%mﬂaauﬂ’m%%’uaummiuﬂizmﬂl‘ma anwaluluvgauauwuy
11m51duUTELA (Rating Scale) §1uau 18 o Usznausie drunufisdsssy 1w 5
Yo Frunsdoasuazaudaiau $1uru 4 4o duanunssUsziiu $1udu 4 4o dunsati
arandesiu S1uau 5 4o Mndumanadsvesineunuuaeunu Ineldinaslumsuseidiume
ﬁﬁ‘l‘j (Srisaard, 2017)
Aade 4.51-500  wnefadimnudniusgluseduinndige
Aade 3.51-4.50  wnefeiinrwAndiueglusysuin
Aade 251-350  wnefeiinrwAndiueglusysuuiunans
Aade 1.51-250  wnefedimnuAndiueglussiutios
Aads 1.00 - 1.50  wnefeiimwAndiueglusyiuiesiian
nsa¥anaziauLaTasile
fAseldsuiunmanudunou Anwionasuaranisefifendenieatunisussyndld
weluladansaumalunisnsaaoy quamnsasuiad wWerwndutuimisunisaiig
Luvaouay dvhuuvaeunumunsoulnAnfifuslasRansanieeazBenfinseungy
fetnqusrasduazauufigiu antuiuuuaeuniuudauasofidevig i 3 vy
mmﬁmi’mm (Index of Item ObjeCtlve Congruence I0C) 1lans19daUAIUTIBIns D
lavn(Content Validityuazaseuaquiilomsdiadaud 0.714-0.829 Tnefiarganinnaseid
gausulafa 0.50 31nan5 (Roiviovelli & Hambleton, 1977) uumuaaumulﬂmaau
(Try-out) Augasuliydsveugnluusemalng $1u7u 30 Auusn 91nUszensiildlyings
fog1e Aldsunsunduiilievnunmeiesile TinsmadeuasadLuNYDILUUABUANY
Husedeuazmanuideiuveaaiesle mmeseumeisuaduunvesuvasuaniiy
57898 (Discriminant Power) lagldinaila Item-total Correlation n1sUszgndldinalulad
ansaumelunNIInTIEeY LaAgIu1aTuun (1) 0g5e1Ing 0.51-0.942 UazAnNINNNSaauUTyT
lamrgruragun (r) @83 #1194 0.625 - 0.932 @0AARBINU (Nunnalty, 1978) “Lmaua'm
Ag1u1aTIun 11nndn 0.40 Juldibudrfisousuld n1smaaud eduvonndosile
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(Reliability) Inelda1duussans uoan (Alpha Coefficient) nu3ivesnseuuia(Cronbach)
FamsUszyndliinaluladansaumalunisnsinaeuiidduuszansuean ogszwing 0.735-
0.950 uarAmANNITAUTYT SArduUsyAniuoar ogsening 0.855-0.951 aenndosiu
(Hair et al., 2010) Ilausnandesiuveaaiesdioninnin 0.50 Wueigeuiuld
msiusausutoya
miAdeiiunuadoys mndasutndsueunnlulssmelnefidamedoyaninly

|3 ¥

Auledan v dndydlunszususigudug §adeladniuuuasuaiunudiuiungudiiogns
Wndanalusedld 91uau 400 9a deludanguiiegnsluiasiinmunld lfuwuuasuaiundudiu
WU 104 AU fau {IT8lavinsd1sianNgnaes AsutIukarANaNy el Tuiilom
AN Yo o A o gj Qy Y a 3 1% = = = [y
Yo UVAD U NALASURBUNSUAY 1UIUNSEL 99 atu AnluSesay 24.75 Weallseuliieuiu
duruwuvasununaluGinguiegs aanadasiu (Aaker, Kumar & Day, 2001) latiaue
1NsdsluvdsunIudeslionsmeunduLIetlasioras 20 Ieazhioitweusula Foniinis
MOUNAU“Response Rate” A® A15988¥YOITIUIULUUADUANNRDUNAUNT ATUINUAINTIUIU
WUUABUANUAENNAUAY M598I TUIULADULUUABUUYIIMUALUNANATIDE 1UAaE N LA
Awsey (Mitchell , 1989) 8nsin1seunduluvdsunIuniglusuild (Mailed Questionnaire)
Andusosazuds 8n31N15MBUNTUTBILUUADUNINIZDY SENIN9T oAz 20-65 winAndu
Sovavudd Yeliveyailululuiiamadiontu Kerlinger (1986) MladliuI1“Sasinisnaundu
Nea v v = & @ o a, o = a o
YoduuUasUaINNlUswalgNteuniIndesay 40 wse 50 duluiesund" WeTeuiisunu
dnsnismeundureskuudeunulugliuuniedsnisdu q andunisiiusiusiudeyasin
wuugeunNiladENysal el IinseiasUssinanatayasioly
aa a Y
ananltlunisiiaseidaya
O ‘o . 2 D e X

ndgluaTalinsimsesideyauwiianiu 4 @ dail Ae

1) lagld38n19Uszananananananmadanssaiun (Descriptive Statistics) #1AIAINA
(Frequency) A13aeas (Percentage) AnduideqiuniInggiu (Standard Deviation) 2) @fifidl
l¥nsraaeununimasssuudauaiy taun nsmarguradwundusieds (Discriiminant
Power) lagldinatia Item - total Correlations N1511ANMLT DR UVDILATDIHD (Reliability
Test) lnglaigniaduuszansuean (Alpha-Coefficient) muisvesaseuuin (Cronbach) 3)
adfflvlunsvaasunuaN¥UEAILUT AB N1INAFRUANFUNUS TeNnT19duUsTase
(Multicolinearity Test) Iaeld Variance Inflation Factors (VIFs) 4) @@ L4 lun1svaaeu
auuAgu laun nsTensiatdulsednsandunusvesdiudsnldlunisweinsal (Multiple
Correlation Analysis) LLazmi’Emeﬁmmmaamwuwmm (Multiple Regression Analysis)

HaN15ANEI
1. fasuday?susygnlulszmelng nqudiegns dwlwglunawe (Sovaz 50.51)

o q
¥

918111171 40 U (Soway 81.82) anmunnausa seaunsAnwUsyniln (Seuas 66.67)

|

AsTINLleunsaRUUyTRa/U u1nnd1 900,000U0M (Sevaz 50.51) Uszaunisallun1svinau

AuNTaauUd 1NN 15 U (Segar 61.62) Uszaunisalludiudu q a1ngneu 1w 97
- Y v A& ao v o o a ao A o

AU TUSnweudnyd $91uIu 66 AU uazsuvindnyd I9uIu 56 au uaziag diudlngjegluiun

nyunnunuas (Segay 52.53)
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Table 2 Opinions on the Application of Information Technology for Audits of Certified Public
Accountants in Thailand

Application of IT for Audits X S.D. Level

1. Risk analysis 4.03 0.58 High

2. 1T Audit Use knowledge for Auditing 393 0.60 High

3. Audit Technology Application Implementation 3.77 0.69 High

Ability

4. Understanding of Information Security 4.21 0.63 High
Total 3.98 0.53 High

971 Table 2 wud1 Jasudydfveygrnlulssimalneg danuiiudvadunis
Uszgndldmalulagasaunealunisnsiaaeulaesivegluszduuin (X = 3.98) fiarsandu
s wuih eglussduanyndnu Tnsdosdduaiade 3 saduusn fail funnudlaly
mMs3nwmnuUasndovesdoyal X = 4.21) fumsiesizsinnmides (X =4.03)uazauily
nsldwalulagansaumelunisnsivasu( X =3.93)

Table 3 Opinions on the Audit Quality of Certified Public Accountants in Thailand

Audit Quality X S.D. Level

1. Objectiveness 4.47 0.45 High
2. Communication and Clarity 4.47 0.49 High
3. Cogency 4.41 0.48 High
4. Reliability 4.42 0.51 High
Total 4.44 0.44 High

910 Table 3 wua1 Faeudndsveygalulszmealve danuiuiiiuauninnis
aoulnydlaesiu eglusedvun (X = 4.44) Aarsundusiedu sgluseduunnyndiu g
ISU9EIAUANRAY 3 ANPULSN 19T PUANMULNEISTTY WaZAIUNITERASHasTARY (X = 4.47)

fuNTas19Ieiu (X = 4.42) wazsumnunsidseau (X =4.41)

Table 4 Correlation analysis of the Application of Information Technology for Audits and the
overall Audit quality of Certified Public Accountants in Thailand

Variable AQL RA AUK ATI ulIS VIFs

X 4.44 4.03 3.93 3.77 4.21
S.D. 0.44 0.58 0.59 0.69 0.63
AQL - 0.270* 0.314* 0.305* 0.501*

RA - 0.744* 0.668* 0.521* 2.397
AUK - 0.787* 0.536* 3.404
ATI - 0.590* 2.993
ulIs - 1.609

*Significant values are indicated with * for P < 0.05 and with ** for P < 0.01
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910 Table 4 wui1 1 ofi91sanAduUsEANS anduwussevinadanysdasenis
Uszenaldmalulagansaunalunisnsiaeuluwdazaiy wudt danuduiusiududsniy
AN Msaputa Tl Munsiesizianudsara) funnulunisldinalulad
A13aUNAUNIATINEDU (AUK) suauaiuisatunisuseendldimalulaglunisnsivaey
(AT wagdunmilalumsinuanudaendsvesteya(uls) sgrslisdmfynsainfisssiu
0.05 TneAndudsrAndanduiusogsening 0.270 - 0501 9ntu fAsuldvinsinnesinig
AneBLUUNANLAYasaNNTNeIN Tl A mnsaustyTlaean (AQL) 1#dd

AQL = 2.888 - 0.033 RA + 0.095AUK - 0.034ATI + 0.342UIS

uona1nd §37eldvhnnsrvaoudgianuduius szudaiauysdase
Multicollinearity Iagl¥pn VIFs U31n4371 A1 VIFs vaeiaulsdase n1sussgndldinalulad
ansaumnelunsasadeudiandaug 1.609-3.404 FeiiAniandn 10 wansindauusdaselad
ANUFUNUSAY (Black, 2006) %aﬁumsﬁlé’ﬁmmsawmﬂsaimammwmsaauﬁ@%‘lmmm
(AQL) Teagnefitfuddymneadffisedu 0.05 (F=8.084 ; p=0.000) uazAduUssan3 V0913
wensalu$uuss (AdjR2) Windu 0.224 (Table 5) Wit lunnasuauduiussewineiauds
daszusazauiufiKUInN Usinguans Table 5

Table 5 The test on the Relationship between a Regression Coefficient and the Overall Audit
quality of Certified Public Accountants in Thailand

Total Audit Quality
Information Technology Application for

Audit Regression Standard t pvalue
coefficient  tolerances

Constant (¢4) 2.888 0.318 9.096 0.000*
Risk analysis (RA) -0.033 0.105 -0.313 0.755
IT Audit Use knowledge for Auditing (AUK) 0.095 0.122 0.776 0.440
Audit Technology Application Implementation -0.034 0.099 -0.348 0.729
Ability (ATI)
Understanding of Information Security (UIS) 0.342 0.079 4.312 0.000*

F=28.084 p = 0.000 AdeZ: 0.224

*Significant values are indicated with * for P < 0.05 and with ** for P < 0.01

1NI9197 5 wan1FIdenudn Mevszendldnaluladansaumalunisasiaaey fu
anudlalunisdnwiaudaeadevesdeya (UIS) danuduiusuaznansenuiauiniu
Anunm nsaeusayTlaesam (AQL) egnafidoddymsadanszsu 0.05 Jadulunuannigiu
il 4 dwumsuszgnalimaluladansaumalunisnsieaey fumsiaszinnuidss (RA)
Auaus lunstdinalulagaisaunalunisnsiaaeu (AUK) uagauauaunsalunis
Ussgnaldmalulaglunisnsiaaeu (AT) hifianuduiusiuauninnisasutadlnesid (AQL)
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d5duazniseiusena

namsideluafedl $fngusrasdifionaasumuduiuduasnansenunisuszgnefld
walulagasaunelunisnsvgeuiuaunImnisaeulydvesraeulndsuougnlulsema
lny nan1533unudn n1sUseyndldinaluladansaumealunisnsisaeuanudunusuay
nanszvuideuaniuamnmnisaoutayFlassm annsnefuena fil

1. sgfuanuAniiuAefunsussgndldmelulaansaumndlunisnsivasulag s
frunsiinsinndss duauglunisldmaluladaisaumalunisasiaeu fu
AaNuansalunisusendldmalulaglunisasisasvuazaiuanudilalunisshuwiniy
Uasndovesdaya ogluszduuin idesnndagiuidugai ssuuinaluladarsaumnad
arwddsonsUtRnuiielfiAnmunag werannsdudumdoyaldietu defaou
Td i fearinisnsiageusenunianisiuesazui iy deudedausndudiazi
waluladansaumanldlunsnsiaaey dreuadsansamlunsasianudeianain 91e
Hostunaranarundssfiennaniotu ansoleneiuassaduamudsmessenismans
Jaddntunazudlodamldiine fedy Raeulnyddeuldisouiuazadiaauiaudila
mamnaluladansaumanntaglinisnsiageuiyd inrnuazain sISuaviaiug) @mnsn
FaglinsufoAnurewiuliiaugnies azmin a5 wazidede wazidunis¥nu
anulasadsvesteyalunisnsisasusunisiiuegeaiiane asnndesiunuidoves
(Kulroop, 2022) wu31 aussaugnisnalulagaisaumeidnsnanisuinegeivedragynig
adanonsruIunTaoudydluraziAeddu nszviun1saeulyddonsnanisuiney 14l
foddgmsadnremsldgasftiadssfusznouindnwaramunmnisaoutiyd uonand n1s
Tqasfidadefszneuindniddvinamauin srsdifoddymsadfsenanimnsasudad
Wuierty waznansanedeilinudvinasteiivudfynsadivesaussousmamalulad
asaumaiiidenisldnasfidad sefUssneviv@nuazqunimnisaeutyd aoandesiy
UITyes (lamchaturapatr & Boonyanet, 2019) U1 N15UseENALUSLATUNITIATIEN
Toyardsdnamnsaiingunmaunnaaeudad uasiiiuaud esuvesdaeutadlunis
neauTIENIsTinTouAquiasas 100 vesdoyaioun Ssansadfiunuamauae Uty
By naenIuteaniuuuasialunIsTadey aanndestuauidees (Mustapha & Lai,
2017) wuid welulagansaumadmivgnsivaeudnydianuduiusiviaeuinyienlauas
rgga"f@mimEJm’maaULwﬂiuiaﬁmiaummwmmﬁdaaamzaznmmim’maauﬁzﬁlﬁmﬂ?jﬁu
wardnalvinisvhauesiaeuty sy ansnmnnd ey

2. seRuAmARuABIRUAUATINTAR UT YT TA M FuAATIBIs TN Aunng
doansuardaiau MumnunssUsziiy wazdunsaiueudery sgluszduun osan
uauiAniuguresiasutnydturdosdauiiosss arraevssvdas nssUsuiu ua
annsadeansteyaderlddeyawmsiuldedrsdaiou iloiinaudostudedasutydies
fafu faeutyiiatawdnsamuaraiununmnisaeutiy@liAnt uegaseiiios Unaan
ondlunsliinmsuaglagliifiusslovidusvienansuumilaangdu uansanudndiuna
Terfaassildnamulilunenumsaeutyd Welidldunmsiulddulssloviannslde
mMsfufimainaueenuransnsRasuiinssluasmuasfulununasgunsaeudyd
uennil naiiauedeyannvdnguiilifumansaseuogumngaufivme eadai
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Besuliglddeyasumstutasiinnuanunsalumsinuiendidsgndn aeandesiuauide
999 (Karavak, 2022) Wu31 :ﬁmmLﬁmﬁmﬁ’uﬂmmwmuaauﬂ’ﬁﬁimasaml,azsw@’fm agluy
JEAULN FOAARBANUIITEUDY (Kaewsit, 2018) wuin Haeulyvesusuvlunainnanning
wisszimalng fanudasiuirfunisiaunmauaeuiydlassm vuavesdtingmu
AsssuLlenanulny® Ussaunmsalvesaeulnyd egluseauiin

3. msvszendtdinaluladgansaunalunisnsisasy auanudilalunsinweany
Uaendvestaya danuduiusuagnansgnuidauiniuasnImnsaeudndlnesiu Auay
iess390 funsdeansuazdnlou MumnunssUssiy uazsumsaseudesiu  Taeid
FuuszdAnsnisonnes 0.342 wardideddymisadafisedu 0.05 Wulupwauudsiud 4 7
fvuald 1esan aandlalunsinvanulasndovesdeyalunisasiaaeusenunisnis
Fuiiu Wumssuivesiasutiyddinlaluduneuinasnisinvaraesfevesdoyadowi
Hudeyavesiiidnuieadesiifinislinu welildsumsundesangitlifavslunsidifionis
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nsUszgndldimalulagansaumalunsnsiageu awnsaasisnuninnisaeutydlviulaeu
v A

Tadldidusgred vinlsdfuuinsifannuidesiuressnunansanuiuresdaeudyduas
U URAUAINTTEUTIUITINADUT YT @onna03iuITuIT898s lamchaturapatr et al.
(2019) Wum N15UsEg A LUTWNTUNITILATIEY VL ALT9an (Audit Data Analytics: ADAS)
mmamwmﬂmmwammmaaww% LLavaummL%ammmmaawmﬂumsmaamwmw
AsoUARNDEAY 100 Tesdayanvun mmmmmeammwmuaawzﬁiwmwu MABAIUYIL
andunuuaznalun1snTsaey insduasaifoudn mslinmesideyaiddndions
#37989U (Audit Data Analytics : ADAs) anansanevauasnmasdedowusznouindnld
$18NIINTATIAADURVULGY #0AARDIIUIUITEVDY (Phosrichan, 2018) Wui1 ANMENYTH]
Y8951UT ey an1sae Uiyl auatnsalunisd eulesasevienisnisasuiyduas
auananselunisidgenuasminsasutadiuaioidvinalduindeauiunaiveanis
s1eunsasulytluiusadeniu anudilalunisldmalulaglunisnsiageunisnsenin
femnuanysalvesgrudeyansasudyduazanuamnsalunisldvenui manisaoutn i
Viuadelansnaauinegaifvdfgydennugnaeddunisuifauaeuldyd uarasnndesriy
4398909 (Mustapha & Lai, 2017) wu31 waluladarsaumadvsusnsiaasudyddl
AnuduiusiugaeudydenlatavInnisiensiaaey naluladasaunaaiunsayisan

Uy
2
=

szeznaIn1InTIvaeutydlduingaty wazdalinsvinuvesaeudnyddusyansaimuin
fatu

4. n3Uszyndltinaluladansaumalunisnsaaoy Funsieseinnudes
Tngldfimnuduiusuasnansgnuogaiifoddnonnnmmsasulindlassy fuandies

5554 é’wumiﬁaammv%’mau FAIUAUATIUTELAUY BAAIUNITAS 19PN BT AN Ideil

Uﬁmaammmm 1 Lua\‘i?\]’lﬂ Wumusuaamaauumﬁni‘uaummwzﬂfuﬂsvﬂamﬁm%wmumsaau
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Y

UnyBiu apudnyiae maqmmﬁmmmmmmhmﬂﬂjLwﬂiuiaEJmiauLmiumuﬂﬁmnaaU
%’a;&amwm LLazmmmL%’JmmmumiaLmﬂmmmam HeapuUnyisuaunnae mmumm
szi’ﬂmgl,t,awﬂiuaummt,amQﬂiuﬂamﬁméﬁw fmmiaawfgﬁniuu@mﬂwwaﬂﬂuWQWﬂﬂﬁ]ﬂaau 9 7

danalminnuninnisaeuidle daenndoaiuauidevss Kulroop (2022) Wudn Nan1s
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Anuiselinudninaegaived fynnsadivesaussousmaveluladasaumaiisontsld
nafdadeafusznovindnuazaunmnsasutad aunmnsaeutaydiduiiedeiazlesu
SvEnansuanannszuumsaeutiyBuasmslinaefdadsusznouindn

5. msUszgndldimalulagasaumealunisnsisaey suanuilunisldnalulad
ansauwmelun1snsvaey lnglidanuduiusuasnansenu egralitudAnnanunImNITaoU
Tau@laesan f1umuiiossssy funisdeasuardmau fuaunsauseiiu wazsiunns
assarunderiu nanifeiufiesausfignd 2 e fustumesaeutyTsueynniily
Usgneuindndunsasudyiiu faudanudilalunmslfmalulafansaumeludiunis
nyraaeuliyd uasidesiuitnruimanaluladansaumainvislinismsaaeutydldesis
wnzauaziuszansnm suauilunsliinelulafasaumalunsnsaaey Jafaeudnd
Suounnazdesiianudnmguazlsraunisal nslinaefifiadesusznevivInvesiasy
Uay¥inansynusenunimnsaoutyd msaeutydliinuniwerainaintladedy o fidwali
\AnAunwnsaeudnydle Giaenadesfiusideves (Srisukont, 2020) wuin AnuBeIT Ty
gnavinssuvesdtinauas U disvEnansausegunmnsae U e InAaNyaives
s19n15A9A198 sl nafidavesfuims uavszeznaimsiudasuiadluuisngniuay
Uszaun1salvesd@aeudnyiuazaennaeeiuanuideves (Troshani & Lymer, 2010) 81484lu
NUIT809 (Phosrichan, 2018) wuin Autdlalunistdimalulaglunisnsiaasulud
AMNFURUT AUAIINTTUIAIYRIN1TT8UN1saeuT YT lne dag dunisvinadnudlaly
welulaftugeiududesiigeenuazdudoudsdoidudosiivimeuasdodldina fanfu A
Wlalunisldwalulaglunisnsisaeudsliiauduiusiuanuiunaivenissenuns
doulnyd
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Abstract

D-Ticket is an online train ticket booking application developed by the State
Railway of Thailand to increase convenience and efficiency in ticket booking. Users can
book and pay via the application anytime, anywhere. The objective of this research is to
analyze how the quality of the system, perceived risks, and user satisfaction impact the
net benefits of train ticket bookings through the D-Ticket application. The researcher
employed a quantitative research methodology using an empirical approach, with data
collected from 400 users of the D-Ticket application through questionnaires. Statistical
techniques applied for data analysis include frequency, percentages, means, standard
deviations, and multiple regression analysis. The research findings indicated that the
quality of the system, risk perception, and satisfaction that affect the net benefits of
railway ticket reservations via the D-Ticket application included four factors, ranked from
highest to lowest: system quality in terms of response times, system quality in terms of
usability, satisfaction, and risk perception. The system quality in terms of response times,
system quality in terms of usability, and satisfaction had a positive impact on the net
benefits of railway ticket reservations through the D-Ticket application, while risk
perception had a negative effect. The recommendations from the research results are
to improve the system to work faster, add useful functions that meet the needs of users,
develop service quality, and add measures to prevent risks that may occur to users.
Keywords: Net Benefits, D-Ticket Application, System Quality, Risk Perception,

Satisfaction
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HUARMAIN TEUY ANATNENTAUINA kazANNIMNITIIUSNNS

asulsrin UslewlavSlussuumaluladansauma fe UszdvBnmgegaiglianuldsy
FananmsiarunuAMsEUY AR WANSaUmA wazAunnASliuIAg udseenilu 4 sy
fie A wanunsalunanads Wy inussavEaimansyie suuianssy W afrsanudalml
Tunsvienu muauianela 1wy @5 19auALARTUUTNIT kagAuNIAIUANUSITINNIS
i vilFnszuiunmeheudulumuusumsdniiunu venaini Ysslevdansdaduiuys
ddnlumsinnrmdisa esnannsasyyaunavemansznumsuanuaznisauldidueeig
A

WA UANANSZUY

sUU f M3TUTIANeY Tuyedldoenuuy wasAnadsassdtuniiosiunis
Tussauamandmunedinisld (Banathy, 1968) vaugit AainsEUU (Systermn Quality) waneiia
anuBamgulumsldan arundedsldvestoyaiiinanmsuszinanavesdoyaluszuy sesu
Asdgsansldan anumInzaveaweniug sdsiladdunisldaudiesdnsdesnts
(Akrasuwan, 2015) AaunnszuUiiasaUsenauddny 3 Usens Ao

1. anuagaInlun19dniie (Ease of Access) A ANaTAtUNTIALATEUARY
8192 fsuazninevan Fed1ursanuazainlaenisuszaiuiuegidlnddavesianssy
Uanenenne lddazidunanssunelurienieueniniu Uitprasong, 2016)

2. ausnsalun1snauausa (Response Times) nu1edie L1a1lun1snoUALDIVEY
szuvansawne dausgldnuiesmeaunseissruunavauasndumndeldnuduludeni
90157 7 asliave wazalnaung (DeLone & MclLean, 2003)

3. Uszlewiildans (Usability) waneda Usslewifilasuannnisldauszuy Tneilads
Hadodugldan wansgnusomslinu nsléeulfosanniiiau wasdssansnmlunsld
U (Petter et al., 2008)

agUlddn seun Ao msnusindsingg Auysdesnuuuuarairsiudosniunigli
ussaranadmneingly aunmszuu mneds madavgulunsldanu anudoiieves
foya Anuansalumstestutarausiuasmesszuy TInfenusinsilumsneuausuas
ANNAEAINtUNITUAY NSUTEHUANANTEUUERN TV IANUERAR 1 WU audieluns
Td9u mnudasade anuiiedosnin anusadilunisrevauss wazanudiglunisidngs

wunAnRgaRuAIUIAUEDS

mssuianudsadumsiuifsaliviueulunissnuianuvasade maAusnw
doyadrusuazmnulidnaunsuiuvestoyaiiddeviedliuinislésy viliAnnansemuma
authluganulifianelauarlidedudvielduinisilésuiaudssiu (Praphalai, 2014)
mssuinnundsswesdlduinmsiinsuddialiogvanvansusiinauunaudniindend sty
G?i'ammml,wﬂLm{]aé’]’ammL?{Imﬁmmia%’uilé’éﬁﬁ (Al-Kolles, 2020)

1. mnuidssiunsi (Financial Risk) Wuivimuaftazanadevesgniinelddng
w’%aﬁi’muLﬁuﬁawgmtﬁaﬁmmL?{immmﬁulﬂ LLazﬁmmiﬁﬂ'ﬁﬂﬁu%miﬁﬁﬂ’jﬂuamﬂm ot
andnenadinaulafiazlalldusnistus
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2. anuiAssiuuszdviainnisldan (Performance Risk) gndasiuamnimuesns
Foudedumesidauaznindndaeiets Sedinadevszansamlunisléuinng anudesd
aunsainandeunnsentedeiamaniiintuluszuunsaeans wielymilumsdndonh
Aulue

3. A saduaudaenste (Security Risk) iiuiiniudasndovostoyauaznis
Tusns anuidssgeiudefiarndeiionagnlasnsavdeasifinrnududiuda Ssanunsn
Aina1nn1sgnlasnIsurIuMALATaN nsunlusiagInssy wsensanasuiinfedayadiuda
Tnglilafueynm uenainil | mudeluariednduesdliuinnduteteddyiinadoni
Apesud

4. mnuAssiudsan (Social Risk) lgatesfuauidnuagiauaivesiduiiennd
Snsnasionslduinig flivimsiuunliuiasflenmeaudaiuvesduluaseunsimiean
UAARINATA LagdnSNaINAINIANVBIAUTEUYIN ¥19875 NTBNANTENUIINNTTIATNTTY
Joya

5. fumudssdiudala (Psycholosical Risk) Lﬁsm’faaﬁummiﬁmdm?ﬂﬁifulﬁ
Wgaursea1v iinAues A aiea

6. fuANIEBIFLIAN (Time Risk) 1Agdasiuaandssiitisafunaildlunisi
ganssu mavhgsnsnilildnanaiiang

7. anudssinunnududiuds (Privacy Risk) 1wy msgnazifiaviednasuihdeya
dshvesglivinmsiuldlaglildsuouann dafedosiueudedndvesiliuinisfeuiy

agulé nssuianudes manefs msmsevinddlenalunisgapdeainnsdedudn
visouinns dainilifuslnadnaiorfuansliviueulugunimdudi msdiseiu msdngs
uagAIABINg MY Adssianansnanadlddienisdeansuarnnsdanisiia sl
foyafiasufuuazdaau vasideyaiilinsuduniedudounahlieudsmasdu dmwa
serufianelauazaundesiulundefusiniouinng msdansmnaundssifiuszansain oz
Prwannansznulumsdndulatonielfuing

wurAAigafuauielave sl

aufisnela maneds anudndlafifintudeussquimunenuaudasnisvie
w599¢lav83nes (Wolman, 1973) afntuileuinisanunsaneuaussmuaIn LAy
FeansueagFuuinsldeg1asda (Donabedian, 1980) wagiduamidnwelaiiinainnis
MBUAUDINIUAIIUADINTT mma‘lwmwmﬂmwmmaawlmu (DeLone & McLean, 2003)
uenanidadumsusnduvosgnériifvedudiuazuing ‘(I\‘iE)’H]NSJ@JiJEN‘VILLG]ﬂG]NﬂUG]’]&J
gmawammamu (Thiamkaeo, 2015) lag Shelly (1975) na1371 mmgaﬂuummummas
Fruau Tasanuddnmavinasiluganugeiianansadismuld Seasnsaiiatuldfdano
nSMenInseandInsudau il Bloch et al. (1991) %dwmmﬁawaiﬁ]LﬂuquL%ﬁwﬁmiuﬂﬁi
WAILIUTNIT IN1ENsilamufeInIsuarANAINIegnAIasdielunsUTuUTIusNIs
Timeuauesldfdedu lnemsusuusuinsaedmainenisadanufionelauaznisifivgu
gﬂﬁﬂuamﬂmmmﬁ Aungbangnoi (2020) s¥y31 ANusnela vuneda msfivirunfinsedsd
165U Faduraannsneuausinumindeinsuesyanaluldazaniungal vaieil Kumwong
(2020) namdsmrmdianglafitinainnisliuinsfininauniands suiedenaneusznns
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U M3IasEULAn yaansifinnwuazaiuanansa anuiiiazenn uazanudesiulunnsg
TWu3ns Tneynesdusznoudewhnuiiudusgsfiussavsamitoairsmnuiianelatigegn
IAfugsuusns

asUlidn mufawelavesgldmuAsatestuanuidniiiidedssaunisaluaznisg
povauesuANuManiesaues Wegldldunismevaussiiiulunumumenisazsiili
Aneufiawels wardiaugulunisléaussuutug anufianelagniyusosfiunnsefuni
Uszaumsaluazanumamisveusazyana wazannsaiinandaiuionineinsiinevauss
somNFpsNsuaraumavisesldliAnan

AUNAFIUNITIY

AUAMIZUY M3TUiAmEes uazaufianeladsrareuszlovigniveanisassin
solneukeUndAty D-Ticket

NIOULUIAANTTIVY

AkUsdasy AUsmu

The System Quality of the D-Ticket Application

- Ease of Access

- Response Times

- Usability Net Benefits of Booking

Train Tickets via D-Ticket
Application

Perceived Risk of the D-Ticket Application —

Satisfaction with the Use of the D-Ticket
Application

Figure 1 Research Framework

sxiiguasn1sAnen

UsE9nsuasngualagi

Usganslun1sineil Ao fldvuueundindu D-Ticket 3¥n1susagdlduuua
AwEEAIN (Convenience Sampling) §147u 400 Ay Tavldgmsues Cochran (1977) nsdlitlsl
NIIILINVRIUTEIINST W ua Hseduanmdetiu 95% nesrduiiuddry .05 Tagld
wuudeunueaulaiumsivuesaiunisiunaieniien Tnefidnsnismeundu 100%

w3asfionazifaduniasfionisise

wiasionside

nsAnwdadelduuuanuniu (Questionnaire) Wueiasiiolunisfurusudoya
Tnefiduneulunisadianiesio Tnouvuniosilesendy 5 dw fe

dauil 1 dofamiiaiuteyaialuvesngusegna S1uau 5 4o leun e ong szdu
nsAnw 01N wasseldadesaiou Inadumauuuulndenaeu
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dauil 2 dofanuAafuannmsyuukeUnaledu D-Ticket $1uau 15 e

ddl 3 defauiAafunsiuirudssweaeunaiadu D-Ticket $1uu 5 4o

daudl 4 TefnunAsatuanufiswslavesnisaesdasalwiuueundiadu D-Ticket
U 5 U8

dauit 5 YaranuAaiuussloviansuosnisaesdasalisiiuLounaiady D-Ticket
U 5 U8

Snwaswuvaeuaudd 2-5 Wukuuiasduusediuan (Rating Scale) 5 sz Tag
i 1 e tosiign uay 5 mnefa 1nilga

FWaruaTasilon1side

1. AnwnenansuazanAdefiieadeaieldifuumaunsaiisuuvasuna

2. huvvaeuawitairaasaluuinuiuidennsg 3 v uaziuudleusudgdlid
ANENY TR

3. naaeuiiesionousidunaiuieya Gaisnsdd

3.1 MsnaseUAMLABIAs (Validity) §3Todnuvasuaululididerviy
n3aeutornuazauTisssadaiion (Content Validity) vesuvuasuaty udthanm
ARviANAenAa RN TNOUsEasd (Index of Item-Objective Congruence: 10C) Tngda
Aauiiilen 10C faust 0.50-1.00 uaneitarmanutuldld (Kongsat & Thamwong, 2015) &4
suidermauitsuniien 10C sewing 0.50-1.00
3.2 MynedouAdoiu (Reliability) At uuaaUA1N 91U 30 (f U

naadld (Try out) ﬂ‘UﬂammaEJwvmaawlu%maumamﬂumsmEJ TEEPILER I\
anudesuresiuvasuny lasdSmerdudszansuoatih (Coefficient of Alpha) Tngldgns
194 Cronbach (1970) wansnagouamiosuvesnesiaililunsided wuin wimsia
ANINSEUULBUNAIATY D-Ticket ¥4 3 1y fio Uselowlldaen anuazminlunindids ua
anunialunsnevaues fedudszanianudedeldeyluszduseniula Tnoifid
dusyavismnudetiels 782 755 uag 711 mud iy variinnsianssuianudesueuey
waLAdu D-Ticket fienduuszavdmnudofolfoglusydud Tnsfieduusavdmnudofols
810 1asinanuianelaveinisassdasalwk e Unaiat D-Ticket firrduuszdns i
\Fedelsoglustiuseniuln lneflenduussavsmnudedsls 776 Wudsrtuinsindsslon
anSvosuaUndiadu D-Ticket Aiflenduvszdnsanuitofieldogluszduseniula Tngild
Fulszansanudedold 777 muinasives George and Mallery (2006)

4. vhwvvaeuawlUlglunsifiusivnndeyalunisidesely

n3AATIEVtaYA

1. addanssaunldananud uavafesas ileeSuredeyadildannisifuuuuasuany
dudl 1 uazldAade wazAdoavunasgu ieedunedeyaildanmsaiduiuuasunudiu
fi 2-5

2. adfeunuldn1siiaTein1sanneeidanyan (Multiple Regression Analysis) lag
35 Enter wazaanuudrasuiioAnwinuainszuy Mssudanaudes uazarudfianelafidma

[y

oUselevuaniuainseesiisaluuLeUnaLAty D-Ticket MivdAgynsatiAseay .05

o
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NAN3ANEN

Hoyaluvasnguiaagng

wansAnydoyaniluveanguiiegn §1uau 400 Au wud nguegndnlngLiy
WAnEe 91uIu 221 au Andudosas 52.8 To1g5wing 21 -30 U 91uu 273 Au Aaduses
ay 68.3 dsgAun1sAnuseauuSgans 1w 304 au Antdusesay 76.0 TerdniniSou/
tindnw $1uu 204 e Aadusosar 51.0 uardiseldrnimSowindy 15,000 vw oy
217 au Anwudesay 54.3

AMAINIEUY N155UFAnades anumanele uasuszlevigniveniseasiisalyl
uuaUnaLAgY D-Ticket

NaNSANINUIN AAAINTEUULOUNALATY D-Ticket lunmsmeglussivunniige
efinrsandusediu wuin eglussduaniigasia 3 du iFeadiduanAadsunlutos
feil Fruuselondldaey Teninde 4.398 wagAndoauuansgu 0.661 fuanuazaantunis
s fidade 4.294 uazAfsauumnsgiu 0.726 wazsnuamsInilunsnovaues 3
Aade 4.254 uazAndoauunasgIy 0.749 vairinisiuinundssueaneundindu D-Ticket
oglusziution frnads 2012 wazAndonuunnnsgiu 1.0286 drunnuiiswelavesnisaedi
salwr e UnaLaty D-Ticket aglusziuunniian dAads 4332 uagAndsauunigu
0.6804 Uszlomiavduainisaesiasalyinuueundiadu D-Ticket agfluszfusnniian flrade
4,336 uazALdeauuMIIU 0.7364 T18azldunds Table 1

Table 1 System Quality, Risk Perception, Satisfaction, and Net Benefits of Booking Train Tickets via
D-Ticket Application

(n = 400)

Variables X S.D. Interpretation
System Quality 4.315 0.712 Highest

- Ease of Access 4.294 0.726 Highest

- Response Times 4.254 0.749 Highest

- Usability 4.398 0.661 Highest
Risk Perception 2012 1.0286 Low
Satisfaction 4.332 0.6804 Highest
Net Benefits 4.336 0.7364 Highest

AMATWTEUU N33UAuides wazauiawelefidenadausslovignsvuanisens
wsalurumeUnaAdy D-Ticket

NTIATIEINENTUS 1aen13nsI9aeueT Tolerance UagAn VIF vadsauUsnensal
WU A1 Tolerance vasmUsneINTalnnmILUsiA1egTEnINe 0.255 - 0.852 wawen VIF e
0838114 1.173 - 3.919 Fadulunuinasives Hair et al. (2010) fifwuslsien Tolerance 1
ANNT1 0.01 wage VIF Ailiiin 10 wansdrduusnensainnduusladifatymandy
swduitus (Multicollinearity) Sadulumudennandowiulunsiinmzinisonnosdmy aa
(Multiple Regression Analysis) ﬁ%ﬁf&lﬁﬁLﬂiﬂzﬁ%@gaﬁlu%wialﬂ
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MNMIATTUNAENUTEAVENTARABLIATEIL NUT1 AUAMIEUY MsFudmnudes
wazeitanelafdmareussloviavivosniseesisolwiuueunaiadu D-Ticket i 4 Uade
Sesdduanunniiiles liun A nssuuiiuausInslunsnauaues AMNINTEUUAILY
Usglewidldaey anufanela uaznsiuinnuides lngaunmszuudiunusasaluns
mavaues AuAINsruun1ulselevildasy wazaiuianels dwalufianiwderdudy
Uszlevignivesnisaesiasaliliiuueunaiady D-Ticket vaizinsiuimnudessdanaly
Fasnssiuinufulsslomigriveansaesiasoliiuueundieduy D-Ticket weiltadeiomun
anunsnesuemnasunlasUsslenigvdvesnsassialiiiueundiadu D-Ticket 1#¥os
g 57.3 S18azdenns Table 2

Table 2 Analysis Results of Factors Affecting Net Benefits of Booking Train Tickets via D-Ticket

Application
(n = 400)
Unstandardized Standardized .
Variables Coefficients Coefficients >ig
B Std. Error Beta
(Constant) 1.048 .196 5.353 .000*
Ease of Access -.009 .064 -.009 -.143 .886
Response Times 311 .062 .324 5.046 .000%
Usability .249 .061 .233 4.066 .000%
Risk Perception -076 .026 -.103 -2.919 .004*
Satisfaction .244 .065 .235 3.732 .000%

R =0.761, R* = 0.579, Adj. R = 0.573

d5duaznisaiusiena

1nMFITenuIn aunmszuuiuiidssasieUstlevignsvesnisesiisaluikiiuney
WAty D-Ticket Tiun Amsanisilunisnevauss wazdselovildans Tuved mwazan
Tunsihislidmaseusslovianivesnseesisalwkiuueundindu D-Ticket wonani ns
Suimnudes wazanuitaneladsuasousslovignivosniseesiisalrbiuneundiady -
Ticket fendufiu MnwaIdefandnanusaeiumenaldsd

1. aunmszuuitununailunsnevauessdmaneUssloviansvosnisasein
solkuwoUNAATY D-Ticket siaimmeanusaniiilunismeuaussveswoundiad D-Ticket
finasenisldauvesldueundindu silidldlidesdeatlunisseuiu sudwmasaniny
Fetuiidideszruunisaesdidie deaenadeatuauideves Sutapod et al. (2017) fifinw
anSnavesnunINszuUaansitau anuiaelavesdldeu agUselevidgniveldau
53UV Navis neluvindeunanaty wuin anusinsilunisnevausdisnsnanisuinsenisly
$1UsEUU Navis vesglduneluiiFounauati :1uidsves Prasertoui (2015) Adnwdvsma
VBIAUAINTEUUABN1TIT U Auianela uazuselevdaniveos ldnuienndinduy
Facebook, Line %38 Instagram Tumsidendeld st unduaniveainAnwumninedoensy
lungammumiuas wuin anusiaiiilunisnevauesidninanisuinsenisldaussuy
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Facebook, Line #3® Instagram Tun19i8end otd e unduans waza1uisoves Meeruang
(2018) AFnwPadeiifidvinaseanufiswelavesglisuszuunmsuimsiansaiugnisvinge
Agamn Uit Fasumnusnisilunisnevauesdunidudadeqfiznsnanisuandoniudis
welavosfldan Inefldnuazidnfianelatuszuuainniumnssuuiinnuindefiowazannin
mauauaqmméfaqmi"l,é’asmsmL%ﬁ FeaenndoetuLIAnves DeLone and McLean (2003)
91 musamalunismeuaues (Response Times) vngfs arlun1sneUaUDIvBITTUY
aﬂiaummmLms’ﬂm’miawaauﬂiwmﬁw‘umauauaaﬂaumaqsﬂmmmuwm&J ALTING?
7 asliane wazaNnANNA

2. aunmszuusnulselevdldaesdenaneustlovignivesnisaesiasaliiiuey
WALATY D-Ticket TraimanzdselovildaesWamuaiidaauuddifnuieundindu wu feidu
flazmnlunssosuazdnnisi deyanisifiumeiiduusglond wagmsatuayugndniisind
Fahoinanuianelanazananugeenlunsléuinng damalifldsnuneadiuanuduand
wigisnnnisldueundieduil GeoranseduliAnnslddn dalinsrznisiiduilnaussdud
weunAinduiuaslinaneuunuiiduavdafiuninudesmsvemnamiell dadusued
famnudueuazarionelafinianiiannisldnuneundiadudug nsiiglddanineunain
Futugreuddayn vievhliiinaraindunuiaiands gy ke undiatugnuesind
Uselonildaosas (Xu et al,, 2015) FeaonndeeiunuiTeves Sutapod et al. (2017) Fidnw
anSnavesnmnmszuudensidy anuinelaveldeu wavuselevdgnsverdldau
52U Navis nglurinsaunauats wuin Yselevdldaselidnsnanisuindenisldaussuy
Navis ¥4 lderungluinTowvauats widaugaiuamuideves Sujitorn (2015) fiFnw
dnwnzddovesiuslan Ustlovdlassuaznisdndusuvesusunaiady siafivmzay uay
auiaweladi denasanatud alalun1sd oueunadiatuvuansnivures uilaaly
nssmauas wui1 Jededuusdlenildasslidmadonnuislalunisteusuniindu uu
annivlnuvesuslaalungamnuniuas

3. MssuimnudssdasieUseleviansuasnisassinsalyiruneyndiedu D-Ticket
desnidelésuiindinnudssgdlunisldaunendiedu Wu mnudssainaiuasn e
vesteyansenrmdssnunsldou awhlinudesuvesdldanas flénlisiulaeradenlsl
Tinuwoundnduiy flénueadenlivinmsludesitaaduieviniaines fsaonndastu
3889 Luilapprasert (2017) ﬁﬁﬂmamé’ﬂwmmawam%’u ANUIkATUSTAUNITATULEY
walatu nMssuieandes viruailuizesnsldueundindy wagngdnssumsldueundindud
dsnasonsdnduladenliuinsaesiiinlagliueundinduvuaininivuessravluiun
n3uVMMILAT WUT FaulsTidsuasieviruafuazngAnssuanniign Ae mnudifsaduued
walAdu Msfuirnudes dwasiosimuailunisliueundindy waznginssulunisldueundia
Fulundvesninudyai satuainudasnse (Security Concern) Lmzmwmﬁhﬂumigﬂ
aona (Fraud Risk) InefudsiidamasiorimuafuazngAnssuuniian Ae audsnaiiedu
ANYADANY LazIIUITBUDY Rungruangsak (2015) ﬁﬁﬂmmiﬂau%’uLLazmi%’Ufgmﬂmﬁmﬁ
danasianulinngdalunislduinisseusiiumia (Location-based Services: LBS) vadl4u3nTs
Tulwansammssnuas w1 Mmsuianuidssdmanauieninilinddalunislduinssey
sums (Location-based Services: LBS) vasldiusnis aeandesiu Chanjareantap (2020)
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na1771 NsSuiANuEss manedia Msnseutingadeniaiiaaugadslunsfanunaawsi
#9905 maLiaﬂlmwmumiwammummlmLLuuauﬂUmwmﬂuiﬂlmamaawamwaw

d

Antuniendinmsdedudmieuims anudssanniaialdannisiuiingnisaidunsed
\Antu waziinadionisindulavesiiuilan nssuimiuidssdmlngjasvinliguslansianmlsl

slauagfauiaslofertunadndadululd msfuianudssaunsaiinaderimuaiuaz
wadnssuvesuilan ammuliflauazeudnaferiuanudssannsaviliguslnnanaim
Walalunsdeniednaulalidodudn msfoasuaznisdanisarudeesaissansaim
anunsntiannansEuLauiionaiiniy

4. avwianeladiasieyselevdansvesnisassmisaluuieundintu D-Ticket Nl

arufianelaveslinuiniuegfuamusandlunsnovaues audiglunisldeu wasns
fuimnuidssesueunalady woundinduiiiuszaunsainisldauifannsafagauazsnu
Adnuldfty Failugnmsiusuuilfuuasnsfidanmssnugldouigdu uegenuiia
neladudsduag fuanudasadeiiudeunds nsadennundosuliuifldouuasdostunms
adedeyn duilildnuidnaonselunmslduoundindy dmalinrufimelagatuuazan
mnudsslunsgaidiogndn dsaenndesiuanuidoves Sutapod et al. (2017) Afnwdnswa
YosnanmszuUsienisldiy anuitanelavesldnu wasusvlevignsvesyldanussuy Navis
AeluvnFeunauats wuidn anuianelavesd Iaudansnanisuinaedselevignsves
Aldauszuu Navis angluvineunauata :uideves Wongjamroen (2015) AR dadeiis
Svwasiouseloviandvesszuuassiueiesiuseulatvosuszrmulungauymumunas wui
AuNanalaves ldaussuulidninaniavinaeUselovdaniveldau 1uideves
Prasertoui (2015) fifnwdvnavesqanmszuusensldon amnufiewels wazuselovians
Y8 g ulennaLadu Facebook, Line 138 Instagram Tunsidend oidedunduansves
unAnwiuvinerdeienyulunsunnumiuas wudl anuisnelavesdldnuiiansnaniauln
soUsslovuitldsurasldau Facebook, Line 3o Instagram Tumsidondoiderunduans
smAduv0s Korbkarun (2015) Adnwndvdwavesganiwnislvuinig msldau anuflawela
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Social capital is a critical factor in enhancing opportunities and reducing
inequality among disadvantaged populations. This study explores the transformation of
a shared physical space into a social space to strengthen social capital within the Lenoi
Craft Community Enterprise. Employing a participatory action research (PAR) approach,
the research facilitated the development of a social space through methods such as
participatory meetings, workshops, demonstrations, and focus group discussions. The
target group comprised 150 vulnerable households in Phanang Tung and Thale Noi
subdistricts, Khuan Khanun district, Phatthalung province. The findings reveal two key
insights: (1) Social space formation among members emerged from spatial relationships
within the Lenoi Craft family network, consisting of groups such as those with storefronts,
those selling unfinished sedge bag, and those processing finished sedge products.
Situated within the socio-ecological landscape of mountains, forests, rice fields, and
wetlands, these groups leveraged spatial connections to express local identity,
revitalizing sedge handicrafts with renewed cultural value. (2) The transformation of a
public area into a social space for the Lenoi Craft Community Enterprise was driven by
user-designed activities that integrated local knowledge with social capital-building
processes, thereby supporting the development of human, economic, and natural
capital within the community.
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Introduction

Poverty alleviation is recognized as one of the top priorities in the global agenda
for sustainable development (SDGs) (Ipsos, 2021). Despite various efforts, poverty
remains a persistent challenge in many ASEAN countries, including Thailand (Mukhlis et
al,, 2021). In particular, combating poverty has been a longstanding and ongoing
challenge for Thailand (Khamken et al., 2021; Krongkaew et al., 1992; Sittha, 2012). In
response, the Thai government has placed strong emphasis on addressing poverty and
income inequality by incorporating these issues as key pillars within the 20-Year National
Strategy (2018 to 2037). Efforts to alleviate poverty in Thailand have been pursued
through a multidimensional approach that encompasses the economic, social, health,
and educational sectors, with several key ministries taking the lead (Office of National
Higher Education Science Research and Innovation Policy Council, 2020). In respond to
such multidimensional concept, the term of poverty, defined by Program Management
Unit on Area Based Development (PMU A), is constructed into five inter-related
dimensions: financial capital, human capital, social capital, natural resource capital, and
infrastructure capital (Sriprom, 2021).

Phatthalung Province in southern Thailand continues to experience high poverty
rates (Sampantamit et al., 2023). One of its most culturally significant local industries is
the traditional craft of “krajood” (tube sedge) weaving, practiced for many generations
in Thale Noi and Phanang Tung subdistricts (Kaewsuksaeng, 2021). However, vulnerable
groups in these areas, mainly elderly women, face compounded livelihood challenges.
According to the Ministry of Higher Education’s PPPConnext database, they suffer from
low levels of economic and social capital, lack formal education or market access, and
remain heavily reliant on middlemen for sales. The situation is further exacerbated by
restricted access to natural resources since the designation of Thale Noi as a non-hunting
wildlife sanctuary in 1975 (Supawan, 2024), as well as limited community engagement
and weak internal social networks.

To address these challenges, the Lenoi Craft Community Enterprise was
established, providing a shared physical space intended to serve as an initial form of
physical and organizational capital (Aue-aungkul et al., 2023). However, deficits in other
forms of capital, particularly social capital, continue to constrain the group’s potential
for resilience, innovation, and sustainable development. By fostering social interaction,
the enterprise seeks to build trust, shared norms, and stronger internal networks within
the shared space. This leads to the research question of how social space can be
leveraged to develop social capital in support of a sustainable community enterprise.

The theoretical foundation for this study is grounded in Henri Lefebvre’s theory
of the spatial triad, which distinguishes between conceived space (planned
environments), perceived space (routine practices), and lived space (emotional and

symbolic experiences) (Watkins, 2005). When these elements converge, a social space
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emerges, where physical settings become arenas for trust-building, cooperation, and
shared meaning (llako, 2020). In this context, social capital, defined as the norms, trust,
and networks that enable coordinated action (Bhandari & Yasunobu, 2009; Uphoff &
Wijayaratna, 2000), can be strengthened through the deliberate use of social space. Prior
research suggests that community enterprises can function as catalysts for social capital,
transforming marginalized groups into cohesive, resilient, and economically active
communities (Nakudom et al., 2020; Okolie et al., 2021).

Grounded in this framework, the present study seeks to transform the physical
location of the Lenoi Craft Community Enterprise into a meaningful social space. This
process is expected to strengthen social capital among vulnerable community groups
while generating additional benefits in terms of economic, human, and physical capital.
This study employed a participatory action research (PAR) approach to achieve how
physical space can be improved and how such changes might contribute to building
stronger social connections and supporting broader well-being. Even though social
capital is widely seen as important in community development, the ways in which
physical space might help nurture it have rarely been the focus of study, especially in
the setting of rural enterprises. In addition, the association between social capital and
other forms of capital (e.g., human capital, economic capital) remains underexplored in
previous research. Ultimately, the project aspires to establish Lenoi Craft Community
Enterprise as a sustainable social space that members are motivated to maintain and
develop over time. The insights gained from this case would offer broader policy
implications, suggesting that similar community-based models can be adapted to other
rural contexts in Thailand and across ASEAN to support inclusive, area-based poverty

alleviation strategies.

Objective

This study aims to transform the Lenoi Craft Community Enterprise into a
meaningful social space by fostering social capital, measured through increased trust,
participation, and internal collaboration to support sustainable community enterprise

development.

Literature review
Social Space
Space is a concept that can be understood in many different ways as physical,
social, mental, or symbolic. One of the most influential and socially grounded views of
space comes from the French philosopher Henri Lefebvre (Watkins, 2005). The concept
explains that space is not just a backdrop for human activity, but something actively
shaped by and shaping social life. Lefebvre introduced the idea that space has three

interrelated dimensions. The first is representations of space (conceived space), which
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refers to how physical space is planned or designed by experts like architects, city
planners. The second is spatial practices (perceived space), which is how space is
actually used in everyday life, for example, how people move through it, interact, and
perform routine activities. The third is spaces of representation (lived space), which
relates to the emotional and symbolic meanings people attach to places, including
memories, experiences, and cultural symbols. Together, these three types of space help
us see how space is both created by and reflective of social life, especially in
organisations and communities. Although, Lefebvre space concept was initiated from
urban space, it can also be applied in the organizational space (llako, 2020).

The given concept of space can be understood as social space, shaped through
the dynamic interplay of conceived space (physical design and planned features),
perceived space (people’s behaviors, usage patterns, and preferences), and lived space
(personal experiences, emotional responses, and social meanings) (Ilako, 2020). Within
this framework, spatial space plays a vital role in shaping social capital, as geographic
proximity and place-based interactions foster trust, strengthen social networks, and
influence their formation, quality, and reach (Foster et al., 2015). Empirical findings
further support this connection, showing that the use of public spaces by residents can
enhance social capital and, in turn, lead to increased income (Su et al,, 2024). These
insights underscore the transformative potential of spatial environments, not merely as
physical settings, but as active agents in fostering social cohesion, economic opportunity,
and community well-being.

Social Capital and Spatial Dynamics

Capital can be viewed as an asset that produces particular income flows, referred
to as streams of benefit, according to the framework set in economics (Uphoff &
Wijayaratna, 2000). Extending this concept, social capital, a term rooted in sociology and
political science, refers to the ways individuals within particular groups cooperate to
address shared challenges (Lochner, 1999). In accordance with the economic perspective
of capital, social capital is regarded as a communal resource made up of common norms,
values, beliefs, trust, social networks, relationships, and institutions that enable
cooperation and coordinated efforts for reciprocal advantage (Bhandari & Yasunobu,
2009). Based on numerous studies, social capital is generally seen as a multifaceted
concept, typically categorized into various types including structural and cognitive;
bonding, bridging, and linking; strong and weak ties; as well as horizontal and vertical
forms (Bhandari & Yasunobu, 2009). Consequently, social capital embodies a dynamic
and complex resource that facilitates both personal and communal efforts within and
between communities

Among the most commonly discussed forms of social capital are structural and
cognitive social capital (Uphoff & Wijayaratna, 2000). Structural social capital refers to

observable elements, such as networks, associations, and institutions, that enable
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collective action through formal linkages among individuals. In contrast, cognitive social
capital comprises intangible elements like shared norms, values, and beliefs that guide
behavior toward collective goals. Integrating Lefebvre’s concept of space, structural
social capital can be associated with conceived space, which must first be established
to facilitate interaction. This gives rise to perceived space, formed through routine
engagement and spatial practices. Over time, continued interaction within this context
contributes to the emergence of lived space, embodying internalized meanings and
shared understanding,, which are core components of cognitive social capital. This spatial
interpretation illustrates how both tangible and intangible forms of social capital are
shaped through the physical and experiential dimensions of everyday life. Within such
spaces, trust can naturally develop through geographic proximity, as it enables frequent
face-to-face interactions and fosters a shared sense of place, ultimately building
familiarity, mutual respect, and likeability within local communities (Foster et al., 2015).

Social capital brings substantial benefits at both the community and
organizational levels. On a societal scale, it supports community development by
fostering civic engagement, mutual trust, and effective collective action (Putnam, 1994).
Within local enterprises, particularly community-based businesses, cognitive social
capital builds strong internal ties that promote knowledge sharing, leading to enhanced
innovation and productivity (Adler & Kwon, 2002; Edelman et al., 2004). Additionally, for
small and medium enterprises (SMEs), leveraging social capital through relationships with
politicians, community leaders, and other business stakeholders provides access to
valuable information, strategic resources, and collaboration opportunities (Acquaah,
2008). Therefore, social capital not only strengthens social cohesion but also drives
organizational efficiency and economic success through the strategic use of relationships
and shared values.

Community Enterprise as a Catalyst for Social Capital

Residents in marginalized areas typically lack social capital due to limited access
to diverse and high-status social contacts, resulting in network homogeneity dominated
by low-status ties (Otero et al., 2022). Community enterprise is seen as a platform that
supports the enhancement of the social engagement and pursuing a common goal in
terms of economic sustainability (Okolie et al., 2021; Suksawas et al., 2023). A community
enterprise refers to a local business formed through the cooperation of community
members, involving production, services, or other operations. It is carried out by a group
of individuals who are closely connected and share a common way of life (Thangthong
et al,, 2024). It provides the conceived and perceived space seen as the structure form
of social capital. When the members work interactively with each other and also with
the physical space, the repeated experience can form engagement where shared norm
and trust can establish. In contrast, the community enterprise can, in turn, gain an

advantage in business operation from the social capital. For example, Community
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participation helps reduce operational or development costs, supports the creation of
networks to expand market reach, and promotes the application of local wisdom in
product development (Nakudom et al., 2020). Ultimately, community enterprises not
only foster social capital but also create a sustainable foundation for both social

cohesion and economic growth, benefiting all members involved.

Methodology

This study employed a participatory action research (PAR) approach to co-create
a sustainable social space within the Lenoi Craft Community Enterprise. The research
involved three main phases: 1) co-design, 2) community engagement, and 3) reflection.
The first phase mainly conducted focus group discussions. Participants were selected
purposively to ensure the achievement of the research objectives. For expanding
members, community leaders (e.g., village chiefs and subdistrict headman) were
selected in the focus group to identify strategies for expanding membership to 150
households, based on the PPPConnext database by the Ministry of Higher Education,
Science, Research and Innovation. For designing engaging activities, small group
discussions were conducted on subgroup leaders to identify the opportunities for local
people to engage and the enhancement of community enterprise. Each session lasted
approximately 60 minutes.

The second phase focused on implementing the plans developed during the
co-design phase. This involved identifying and recruiting potential members as suggested
by the village chiefs and other local leaders. A large community meeting was organized
with the participation of newly invited households and existing members to introduce
the objectives of the Lenoi Craft Community Enterprise and promote shared ownership
of the initiative. During this meeting, the goals of fostering social capital and sustainable
development through the enterprise were clearly communicated. In addition, a series of
planned activities, such as training workshops, skill-sharing sessions, and collaborative
product development, were initiated to encourage participation and foster interaction
within the shared physical space. These activities were intended not only to build
practical skills and economic capacity but also to strengthen bonds among members,
thereby contributing to the formation of a meaningful social space.

The third phase focused on reflection and evaluation through in-depth
interviews. Key informants including three subgroup leaders were purposively selected
to provide insights into the changes observed within the enterprise and the broader
community. The interviews explored participants’ perceptions of how the shared space
and related activities had influenced social interaction, trust-building, and group
cohesion. This reflective phase enabled a deeper understanding of the social dynamics
within the enterprise and helped assess the extent to which social capital had been

strengthened. It also provided an opportunity to critically examine issues related to
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power asymmetries, decision-making processes, and the inclusivity of community

development efforts. Each interview lasted approximately 10 to 15 minutes.

Results
The Expansion of the Lenoi Craft Family Network

The development of the Lenoi Craft Family Network emerged in response to the
growing number of members, which expanded from an initial group of 40 individuals to
75, and eventually doubled to 150. This expansion resulted in a wider geographic
dispersion of members across various villages within Thale Noi and Phanang Tung
subdistricts. Such growth in membership and spatial reach marks a critical initial stage in
strengthening social capital, as expanding networks create more opportunities for
connection, collaboration, and mutual support.

To coordinate this expanding membership base, two main models of group
formation were employed: a horizontal model and a vertical model. The horizontal
model emphasizes identifying and fostering leadership potential within the group,
drawing from existing members with demonstrated leadership qualities or new members
with leadership aptitude. Conversely, the vertical model relies on formally designated
local leaders (e.g., village headmen) to take on leadership responsibilities within the
group. These two models have materialized into distinct subgroups, including the Pa
Renu group, the Pa Maem group, and groups led by formal local authorities. Each
subgroup manages its own internal operations. For example, when product orders are
received, group leaders are responsible for distributing assignments to members
accordingly. However, a key constraint remains: members have varying levels of weaving
skills, requiring a collaborative environment where knowledge and techniques can be
shared through peer learning. These subgroups, through their respective social spaces,
are collectively woven into the broader Lenoi Craft Family Network.

The Pa Renu group, in particular, operates a storefront located along the roadside
in Ao Chao Village, Thale Noi subdistrict, a location frequented by passing vehicles and

travelers. This group currently consists of 15 active members (see Figure 1).
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Figure 1 The Pa Renu Group Operates a Physical Storefront
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The Pa Maem group functions as a contract production unit, capable of working
with both semi-processed raw sedge materials and fully finished products. The group

includes skilled seamstresses, with a total of 15 members (Figure 2).

-

Figure 2 The Pa Maem Group Operates as a Subcontracted Production Team

The village headmen group, consisting of elected local leaders such as subdistrict
chiefs and village heads, is the largest among the craft network groups. Their primary
role is the production of semi-processed sedge materials, which are supplied to middle
vendors both within and outside the local area. The group comprises 120 members
(Figure 3).

One member of the village headmen group shared that raw sedge materials can
be sold at any quantity because there are hundreds of middlemen, including long-time
local traders, people who have other primary occupations but also act as middlemen
on the side, and middlemen from outside the area. There are two types of sedge
purchases: raw sedge and finished products. The purchase prices are determined by the
middlemen and depend on factors such as size, height, width, and thickness. The
relationship between the middlemen and the sedge weavers is not rigidly defined, as
they are not bound to sell to a particular buyer. However, if a middleman has made an
advance agreement, the sale will go to that buyer. If someone passing by requests to
buy a few pieces, the weaver may sell them and resume weaving later. Some larger
middlemen buy from the general public, traveling by motorcycle to place orders, grade

the quality of the weaving, and stockpile materials to resell to smaller middlemen.
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Figure 3 The Village Headmen Group Focuses on Producing Semi-Processed Sedge Materials for
Sale to Middle Vendors

Members of the group, who share a common social and cultural background,
have come together to form a network, utilizing the social space as a shared platform
for practicing their knowledge, skills, and traditions, as well as expressing their
occupational identity. This has contributed to the revival of sedge handicrafts, adding
significant value to the craft.

In summary, the recruitment strategies of horizontal and vertical expansion work
effectively. In the vertical model, the village chief network helps identify suitable local
members quickly, as they know their communities well and people tend to trust the
village chiefs, which facilitates participation. In the horizontal model, members within
subgroups share stronger bonds and commitments, typically trusting and working well
together. This dual structure serves as a promising mechanism for fostering rapid
inclusion, strengthening social bonds, and sustaining collective participation across
subgroups.

Social Space and Living Capital Enhancement

The creation of a public space in the form of a common area (conceived space)
has gradually evolved into a social space for the Lenoi Craft Community Enterprise.
Through active participation in various activities (perceived space), members have built
shared experiences that foster common norms, trust, and beliefs (lived space) aimed at
achieving their collective goals. This operational process not only strengthens social
bonds but also enhances social capital, serving as a stepping stone toward the
development of human capital, economic capital, and natural capital. The group’s
common space is located at the Talaynoi Floating Market in Talaynoi Sub-district, Khuan
Khanun District, Phatthalung Province. This conceived space functions as an operational
hub, a production site, and a learning center, where members can share weaving skills,

exchange knowledge, and participate in practical workshops. The space is also used for
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training purposes and for expanding members’ knowledge. Additionally, it serves as a
learning platform by providing educational institutions, organizations, and the general
public to visit and engage in learning exchanges related to sedge weaving, sedge
processing, natural sedge dyeing, sewing, semi-automatic fiber extraction, handloom
weaving, and a retail space for members’ products.

Rather than being a direct result of increases in other forms of capital, the
enhancement of social capital aimed at reducing inequality is facilitated through the
shared physical space provided for the members of the Lenoi Craft Group. This space
serves as a platform for a variety of activities that foster trust, connection, and
collaboration within the community. These activities also contribute to broader

dimensions of community development:

® Human capital is promoted through English language training for elderly
communication (Figure 4), weaving pattern workshops (Figure 5),
instructor training programs (Figure 6), and the expansion of knowledge

related to fiber extraction techniques (Figure 7).

® Natural capital is supported through the sustainable use of local
resources, such as natural sedge dyeing using indigenous plants, volunteer
work in maintaining the group’s sedge plantation (Figure 8), and

participation in environmentally focused initiatives like TSU Go Green.

® financial capital is strengthened through income-generating activities,
including business negotiation matching (Figure 9) and the production and
sale of crafts, particularly those created through natural sedge dyeing and

fiber extraction processes using krajood.
Together, these efforts not only reinforce social ties but also foster a more

holistic and inclusive approach to community resilience and sustainable development.

Figure 4 English Communication Skills Development Activity for the Elderly at the Lenoi Craft
Community Operational Center, Held during January-April 2025
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Figure 5 Basketry Skill Enhancement Activity (Tissue Box Weaving) at the Lenoi Craft Community

Operational Center, Held on October 9, 2024

Figure 6 Lenoi Craft Group Members as Basketry Instructors at the Lenoi Craft Community
Operational Center, Held on January 23, 2025

| -
o
B

Figure 7 Natural Fiber Extraction from Sedge Activity at the Lenoi Craft Community Enterprise
Operation Site Held from March 1 to 5, 2025
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Figure 8 Volunteer Activity for Sedge Field Maintenance at the Lenoi Craft Community Enterprise
Sedge Plantation from January 2024 to March 2025

Figure 9 Business Matching Activity Organized by the Phatthalung Provincial Office of Commerce at

Dusit Princess Phatthalung Hotel on January 14, 2025

In addition, the enhancement of social capital through the establishment of a
communal space under the Lenoi Craft Community Enterprise, comprising 150 member
households, has led to tangible economic development within the community. Over a
four-year period (2021 to 2024), the group generated a total revenue of 1,106,339 baht
from product sales, averaging 7,375.59 baht per household for the entire period, or
approximately 1,843.90 baht per household per year. Furthermore, value has been
added through the use of local resources such as sedge. A 5-rai area has been allocated
for sedge cultivation, with an estimated yield of 1,200 bundles valued at approximately
78,000 baht. In the most recent year, efforts have been expanded to include the
development of natural sedge fiber through an extraction process. This new activity,

initiated in the current year, has already generated 37,500 baht in income from fiber
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sales. While modest, the income serves as meaningful supplementary earnings. More
importantly, the shared enterprise fosters capacity building, intergenerational learning,
and collective identity. Though not immediately transformative, the economic impact
holds catalytic potential for long-term resilience and self-reliance.

Finally, we got insight the feeling of local members, including: Pa Suda, the
specialist in sewing process; Pa Chom, the specialist in dyeing process; Pa Renu, the team
leader who has her own front store. The narratives of Pa Suda, Pa Chom, and Pa Renu
reflect a strong sense of pride and belonging to their community group. They feel that
the shared space allows them to work together, support one another, and welcome
visitors.

Pa Chom mentioned that the group often receives guests, including students and
adults, and she earns some income by teaching them. She regularly invites others to
join in the group’s activities, such as weaving and sharing skills.

Pa Suda shared that the group has a small sewing team with two sewing
machines. They divide tasks like designing, cutting, and sewing, and work together at the
community space, which is open and convenient for both work and visitors.

Pa Renu emphasized that most group members are elderly, and the group helps
them support one another. If someone doesn’t have enough materials, others will share
so that everyone can keep weaving. She noted that the group’s teamwork and support
have helped improve their sales and allowed them to recover financially.

Together, their accounts reveal how the community enterprise functions not only
as an economic platform but as a social institution, generating social capital, trust, and
collective resilience rooted in shared experiences, localized practices, and a common
sense of purpose.

In summary, the project shows that engaging people through shared social space
is a promising mechanism for building social capital and enhancing human capacity. The
presence of a physical space is essential, as it enables face-to-face interaction so that
trust, cooperation, and mutual learning would be easier to achieve. Subgroup structures
and participatory activities further supported these social bonds. However, challenges
such as limited skills among elderly members, physical space constraints, and
opportunity costs for low-income participants hindered full inclusion. While social and
human capital improved, economic gains remained modest, suggesting that social capital
alone may not lead to transformative outcomes without stronger market access or

support mechanisms.

Discussion
The research on the creation of a shared space and the enhancement of social

capital among the members of the Lenoi Craft Community Enterprise in Khuan Khanun
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District, Phatthalung Province, reveals several noteworthy observations, which warrant
further discussion.

The results align closely with Lefebvre’s theory of social space (as cited in
Watkins, 2005), which conceptualizes space not merely as a physical setting, but as an
active social construct shaped by the interplay of conceived, perceived, and lived space
dimensions. The Lenoi Craft Group’s shared physical space functions as a conceived
space, intentionally designed to support collaboration and learning. Through regular
communal activities such as weaving workshops and environmental conservation, the
space evolves into a perceived space where routine engagement fosters trust and
cooperation (llako, 2020). Eventually, as members internalize shared values and cultural
meanings, the space becomes a lived space, deepening social bonds and enhancing
cognitive social capital through shared norms and mutual trust (Foster et al., 2015).

This process reinforces both structural and cognitive forms of social capital, as
outlined by Bhandari and Yasunobu (2009). Structural social capital is evident in the
formal networks and interactions enabled by the physical shared space, while cognitive
social capital is reflected in the community’s growing sense of solidarity and shared
identity (Uphoff & Wijayaratna, 2000). The development of cognitive social capital is
further supported by interviews with local members, who described a strong sense of
sharing, teamwork, and reciprocal relationships. In addition, this social space fosters the
development of human capital (e.g., training and skill-sharing), natural capital (e.g.,
sustainable sedge use), and financial capital (e.g, income generation), thereby
contributing to a multidimensional approach to community resilience.

The role of the community enterprise is particularly notable, as it acts as a
catalyst for social engagement and collective economic action (Okolie et al., 2021;
Thangthong et al.,, 2024). As observed in the Lenoi group, the enterprise not only
provides conceived and perceived space, but also leverages social capital to reduce
costs, expand market access, and integrate local wisdom into production (Nakudom et
al., 2020). This reciprocal relationship, where social capital is both a product and a driver
of enterprise success, demonstrates the model illustrated by Su et al. (2024), in which
spatial environments actively foster economic and social development.

This finding aligns with research on social capital as a driving force in Thai
community enterprises, such as the study by Thangthong et al. (2024), which highlights
that the success and sustainability of community enterprises depend on the strategic
use of social capital to connect members and facilitate activities. Similarly, research by
Hemaphan (2019) emphasizes that social capital is crucial for the survival of community
enterprises, fostering cooperation, solidarity, and the willingness to work together. This
is achieved through relational systems and the participatory learning processes of the
members, enhancing self-reliance. Furthermore, the study on social capital as a

competitive advantage in community enterprises by Nakudom et al. (2020) concluded
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that social capital, such as community involvement, network formation among
entrepreneurs, and the application of local knowledge, offers a competitive advantage
for community enterprises.

Despite the overall positive outcomes observed, the transformation of the Lenoi
Craft Community Enterprise into a meaningful social space faced several challenges and
contradictions. First, initial distrust and skepticism among local members hindered full
belief in the concept of the community enterprise, although trust and intimacy gradually
improved through ongoing engagement with the researchers. Second, the activities could
not involve all members due to skill-specific requirements, limited physical space, and
members' occasional inability to attend due to health or personal reasons. Third, many
local members, particularly the elderly, faced difficulties in learning new skills, which
made adopting the new approach challenging. This required the researcher to provide
continuous support to ensure standardized operations. Finally, most local members,
being low-income earners, were reluctant to participate in activities as this meant lost
income. Balancing their financial needs with participation in enterprise activities was a
critical challenge. These limitations underscore the need to reassess the notion of
"success" in community enterprise development, as despite fostering social cohesion,
many members still face low incomes and informal debt, posing a significant barrier to
the sustainability of the enterprise. Additionally, the lack of younger members poses a
risk to the long-term sustainability of the enterprise, as aging participants may not be
able to carry forward the work indefinitely. In this regard, the enterprise must find a
balance between financial viability, social engagement, and the involvement of key

young people to ensure long-term success.

Suggestion

Research Implication

The findings from this study offer several practical implications for researchers,
community enterprises, and policymakers seeking to enhance social capital and cultural
sustainability through place-based initiatives. First, researchers and community
development practitioners should prioritize the participatory design of shared spaces
that reflect local culture and address users’ needs to foster social inclusion,
intergenerational engagement, and cultural continuity. Second, community enterprises
in similar rural or marginalized settings can adopt locally meaningful materials, such as
sedge, not only as economic resources but also as tools for relationship building,
knowledge transfer, and identity reinforcement. Third, supporting the gradual evolution
from informal groups to more formalized organizational structures is essential, with
emphasis on governance, collective decision-making, and respect for both horizontal
and vertical relationships within the group. Fourth, policymakers are encouraged to

recognize community enterprises as platforms for enhancing social capital by promoting
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trust, shared norms, and cooperation, particularly in areas with limited access to formal
institutions. The development of inclusive public spaces and infrastructure can foster
frequent interaction, especially in geographically dispersed.

Future Research

As this study is based on a single case, its generalizability is limited. However, it
offers theoretical insight into how participatory design can produce both enabling and
constraining forms of social capital. Future research could adopt a comparative approach
across different community enterprises to explore how spatial design and social capital
interact under varied sociocultural conditions. Additionally, future research should
pursue longitudinal studies to examine how community enterprises contribute to the
sustainability of living capital, including human, social, economic, and natural capital.
Such studies could provide insight into the evolving dynamics of trust, reciprocity, and
shared norms, and how these are maintained or transformed as group membership,
leadership, and external conditions change. In parallel, comparative research across
diverse geographic, cultural, or socio-economic contexts could reveal how different
spatial configurations and degrees of local engagement shape the formation and
durability of social capital. Understanding these contextual variations would not only
contribute to theory but also inform context-sensitive interventions aimed at fostering
inclusive community development. Furthermore, research could explore the role of
gender, age, and intergenerational collaboration in sustaining social networks and

transferring community knowledge, especially in aging or rural populations.
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This study explores how eco-labels and consumer environmental concerns affect
consumer green purchase behavior, with a focus on the role of social media influencer
credibility as a moderator. The study model is grounded in the theories of reasoned
action and stimulus- organism- response, which explain how consumers respond to
stimuli. The data was collected through a mall intercept survey located in three
significant economic areas of Bangkok, Thailand, with the participation of 52 0
representative consumers. The collected data were analyzed using advanced statistical
techniques, including structural equation modeling (SEM) and the PROCESS macro for
moderation analysis. The study findings show that eco- labels and consumer
environmental concerns have an impact on consumer purchase behavior through a
green attitude. This study utilized the credibility of social media influencers to enhance
the effectiveness of moderator roles for sustainable marketing initiatives. This marketing
approach is suitable for modern digital consumers due to their preference for online
content and influencer recommendations. The study results will assist eco- friendly
businesses in developing customized advertising strategies to target environmentally
conscious consumers. Moreover, it plays a crucial role in safeguarding the global
ecosystem by promoting environmentally responsible consumer behavior.

Keywords: Green Marketing, Influencer Credibility, Social Media Marketing, Eco-labels,

Environmental Concern

Introduction

Consumer interest in ecosystem sustainability has surged as a result of an
increase in environmental catastrophes such as hurricanes, wildfires, and floods. The
growing interest in this topic has resulted in a shift towards enterprises that prioritize
environmental sustainability, use sustainable manufacturing practices, and offer eco-
friendly products (De Silva et al., 2021; Siddiqui et al., 2022; Yuan et al., 2022)

Thailand also attended the 28" Conference of the Parties to the United Nations
Framework Convention on Climate Change (UNFCCC COP28) in Dubai. The Thai
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government is open to receiving financial, technological, and scholarly assistance for
climate change management and adaptation. Additionally, the government is
modernizing the agricultural sector to reduce greenhouse gas emissions and ensure
consistent food availability. The objective of this collaboration is to attain climate change
mitigation and environmental advantages (Nation, 2023). The present circumstances
indicate substantial prospects for expansion in the eco-friendly sector in Thailand.
Enterprises are implementing environmentally sustainable practices in order to adhere
to sustainability regulations and fulfill their societal responsibilities. This involves offering
eco-friendly products and services to their customers (De Silva et al., 2021).

Eco-friendly products are gaining attention for their nutritional balance, low
carbon emissions, and minimal impact on land and water resources. For example,
studies have shown that these products have a nutritional balance that benefits
consumers' health, emit significantly lower carbon emissions than traditional products,
and have minimal impact on precious land and water resources (Hedin et al., 2019; Rini
et al., 2024). An eco-label, which serves as a sign to assist consumers in recognizing
environmentally friendly products that have been recognized by the appropriate
authorities, is usually seen on the product label. Simultaneously, it possesses a
marketing advantage that can persuade consumers to make a purchase and impact their
environmental attitude (Kumar & Basu, 2023). Furthermore, consumers' environmental
concerns also play an important role in determining their attitudes and intentions (Wang
& Scrimgeour, 2023).

Since the emergence of marketing 4.0, social media has emerged as a crucial
platform for communication. Additionally, it serves as a marketing platform with the
potential to reach a substantial customer base (Kotler et al., 2021). Influencer marketing
significantly influences media viewers to conform. Nevertheless, in order to achieve
success in this particular marketing strategy, it is imperative to depend on the influencer's
credibility (Rodrigo & Mendis, 2023).

Plant-based alternatives provide a nutritious protein source with health benefits
(Nezlek et al., 2023), unlike unsustainable livestock farming that leads to greenhouse gas
emissions, deforestation, and resource depletion (Sestino et al., 2023). To promote long-
term sustainability, dietary guidelines focus on reducing animal consumption to
accommodate the projected global population by 2050. Retail markets are introducing
various meat substitutes such as burgers, sausages, and meatballs to tackle food
sustainability concerns (Verain & Dagevos, 2022). These products aim to replicate the
taste and texture of traditional meat. Marketers need to take into account environmental
factors and customer preferences, particularly within the green food sector (Mishra &
Kaur, 2023).

However, there is a lack of studies that specifically investigate the relationship

between green marketing and meat alternatives in urban areas, which have a stronger
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influence on green marketing compared to rural regions (Panigrahi, 2015). It is important
to study social media influencers to understand how their reputation impacts
environmentally conscious buying habits and eco-friendly consumer behavior (Ladhari
et al., 2019). Social media platforms affect customers' buying decisions by sharing
updates on food trends, eco- friendly products, and creative recipes. Effective
communication skills are necessary to bridge the gap between the product's advantages
and the consumer's needs.

Furthermore, influencers should possess the capacity to effectively inspire
viewers to generate ideas that lead to tangible actions. Hence, the study investigates the
deficiencies identified in the Theory of Reasoned Action, the Theory of Stimulus-
Organism-Response, Social Identity Theory, and the Source Credibility Model. The study
aims to investigate the following research questions in a comprehensive approach:

Research Question 1: Do environmental concern and eco-labels significantly
influence green attitudes?

Research Question 2: Do environmental concern, eco-labels, and green attitudes
significantly influence green purchase intention?

Research Question 3: Does green purchase intention influence green purchase
behavior?

Research Question 4: Do green attitudes significantly mediate green consumption
in terms of environmental concern and intention?

Research Question 5: Do green attitudes significantly mediate green consumption
in terms of eco-labeling and intentions?

Research Question 6: How does social media influencer credibility significantly
and positively moderate the effect of green purchase intention on green purchase

behavior?

Objectives

1.To investigates the impact of eco- labels, environmental concerns, green
attitude, green purchase intention, and social media influencer credibility on green
purchase behavior.

2. To determine the importance of the role of social media influencer credibility

as a moderator.

Literature review and hypothesis development
1. Theory of reasoned action and theory of stimulus-organism-response
The Theory of Reasoned Action, was developed by psychologists Martin Fishbein
and Icek Ajzen (Ajzen & Fishbein, 1975), also referred to as the Theory of Planned
Behavior, is a cognitive framework that aids psychologists in understanding human

behavior within specific contexts by considering attitudes and subjective norms. The
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Theory of Reasoned Action has been extensively utilized to forecast and clarify diverse
health habits (LaCaille et al., 2020) and green purchasing behaviors (Vu et al., 2022). The
theories about the prediction of certain behaviors place significant emphasis on the
function of intention. Green purchases and behavior are influenced by attitudes towards
green purchasing, societal norms, and perceived behavior control or self- efficacy.
However, the most significant influence on the intention to purchase sustainable items
is exhibited by attitudes towards green products (Lin & Shi, 2022). Attitudes have a crucial
role in green purchasing behavior. Consumers, who are at the center of decision-making,
may face uncertainty and other obstacles due to the overwhelming amount of product
information available (Amoako et al., 2020). There is a significant lack of study regarding
the relationship between attitudes and intentions in sustainable consumer behavior
(ElHaffar et al., 2020; Gidakovi¢ et al., 2024)

The stimulus- organism- response framework, which was first proposed by
Thorndike and includes the rule of effect, is also known as the stimulus-response (S-R)
theory (Thorndike, 1898). It says that behaviors that lead to good outcomes are more
likely to persist and be triggered by similar stimuli (S) (Sultan et al., 2021). Mehrabian
and Russell established the paradigm in 1974, which serves as a fundamental premise
in the theory of environmental psychology, extending its application to the fields of
organizational behavior and leadership research (Mehrabian & Russell, 1974). The
stimulus- organism-response model identifies three elements: stimulus, organism, and
response, which influence an individual's internal emotions, behavior, and decision-
making process (Sugiarto et al., 2022).

2. The gap in attitude, intention, and behavior in sustainable consumption

Urban consumers in Thailand are increasingly prioritizing green products due to
the growing popularity of environmentally- friendly practices. Additionally, more
favorable government policies, global trade expansion, and technological advancements
can link to the decrease in obstacles to purchasing green items. Therefore, the possibility
of participating in environmentally friendly actions is increasingly dependent on an
individual's viewpoints and their positive or negative attitudes towards purchasing green
products. Using the Theory of Reasoned Action, researchers must understand the factors
that reduce obstacles to the intention and behavior of purchasing green products. This
study is based on the Theory of Reasoned Action, with a focus on the connection
between attitudes towards environmental sustainability, the desire to purchase eco-
friendly products, and actual eco-friendly purchase behavior.

This study examines the relationship between variables using the Theory of
Reasoned Action. It suggests that customer views towards sustainability impact their
intention and behavior to buy environmentally friendly items, including plant-based
meat substitutes. The Theory of Reasoned Action suggests that an individual's inclination

to buy environmentally friendly items stems from their green attitude, which includes
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beliefs about the significance of environmental conservation and the benefits of these
products. Individuals with favorable views towards environmentally-friendly items are
more inclined to develop a heightened desire and intention to acquire them (Duong,
2023; Mishra & Kaur, 2023). Thus, in this context, intentions serve as reliable indicators
of future expenditures and conduct (Ajzen, 1991; Tandon et al., 2020). For this study,
we have decided to focus on one of the two closest causes of behavioral intention in
the Theory of Reasoned Action. We anticipate that there will be a comparable
connection between attitudes towards environmental sustainability, the intention to
purchase green products, and actual green purchasing behaviors. We will retest this
connection based on the following hypotheses:

H1: Green attitudes are positively associated with green purchasing intentions.

H2: Green purchasing intention and green purchase behavior have a positive
relationship.

3. The eco-labels-attitudes-intention gap in green consumption

The study explores the influence of environmental concerns and eco-labels on
consumers' intentions to purchase environmentally friendly products, utilizing the
stimulus-organism-response hypothesis (Panopoulos et al., 2023). This sector pertains to
the dynamic motivations, emotional states, subjective experiences, and mental
processes of people. According to the stimulus-organism-Response model, the first stage
in influencing an individual's green conduct is the presence of a green intention, which
follows a stimulus. Moreover, a person's educational experiences, including both formal
schooling and self-formed ideas and values, unquestionably have an impact on their
consciousness, intentions, attitudes, perceptions, and cognition (Hoang Yen & Hoang,
2023).

Despite the frequent use of the stimulus- organism- Response paradigm in
traditional marketing and consumer behavior research, its application to green and
organic products remains limited (Sultan et al., 2021). In addition, a previous study
suggests that eco- labels have a beneficial influence on attitudes (Kumar & Basu, 2023;
Sultan et al., 2021) and purchase intentions (Kumar & Basu, 2023; Panopoulos et al.,
2023; Yildiz et al., 2023). Likewise, environmental concern has a beneficial impact on
attitudes (Lavuri et al., 2023; Wang & Scrimgeour, 2023) as well as their intentions to
make purchases (Mishra & Kaur, 2023; Rashid & Lone, 2023; Wang & Scrimgeour, 2023).
The abundance of environmental stimuli may account for the scarcity of research in this
field, necessitating an investigation into the impact of eco- labels on customers'
environmentally friendly purchases. Formally speaking, we can formulate our

hypotheses as follows:
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H3: Eco-labels have a positive correlation with green attitudes.

H4: Eco-labels positively correlate with green purchase intentions.

H5: Environmental concemn positively correlates with green attitudes.

H6: Environmental concern positively correlates with green purchase intentions.

4. A green attitude as a mediator

Considering green consumption as a logical cognitive process, we can view green
purchasing behavior as the final step, with attitudes towards green products and intents
to make green purchases considered essential stages (Sun et al., 2022). Positioning the
green attitude as a mediator is consistent with the stimulus- organism-response theory,
which explains how stimuli influence attitudes and then drive intentions. These triggers
might originate from both external and internal influences. Furthermore, prior research
has examined the effect of stimuli on attitudes and their subsequent effects on
consumer intention. Every study endeavor includes many stimuli, such as commercials
or real environmental situations, that influence client perceptions and, consequently,
their intentions (Duong, 2022; Lavuri et al., 2023). Recent research indicates that eco-
labels have a dual impact on consumer behavior. They not only directly alter attitudes
toward environmentally friendly items, but also have both direct and indirect effects on
the intention to purchase such products (Kumar & Basu, 2023). In the same way, the
level of care for the environment has both a direct and indirect influence on individuals'
views towards environmentally friendly items, as well as their intentions to make green
purchases (Hoang Yen & Hoang, 2023). Hence, both eco-labels and environmental
concerns have a significant influence on green attitudes, resulting in a large impact on
intentions to make environmentally friendly purchases.

The study found that green attitudes mediate two connections: the correlation
between eco-labels and environmentally friendly purchase intention. This connection
also applies to the relationship between environmental concern and the desire to make
environmentally friendly purchase intention. Prior studies have shown that green
attitudes can act as a mediator between other factors, such as subjective standards and
perceived behaviour control, as well as the desire to make environmentally friendly
purchases (Lavuri et al., 2023), attractiveness, trustworthiness, and expertise (Kareem
(Kareem & Venugopal, 2023), as well as green product awareness (Wong & Tzeng, 2021).

Furthermore, empirical evidence supports the notion that eco- labels,
environmental concerns, and green attitudes are strong predictors of green purchase
intention. This indicates that green attitudes play a mediating role in the relationship
between eco-labels and green purchase intention, as well as between environmental
concern and green purchase intention (Kumar & Basu, 2023; Mishra & Kaur, 2023). The
presence of eco-labels and environmental concerns among urban Thai customers may
influence their desire for green purchases, potentially enhancing their actual green

purchasing habits. Therefore, it is reasonable to set up the following hypotheses:
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H7: Green attitude significantly mediates the relationship between eco-labels
and green purchase intention.

H8: Green attitude significantly mediates the relationship between environmental
concern and green purchase intention.

5. Social identity theory and source credibility model with social media
influencer credibility as a moderator

Social Identity Theory explains intergroup relationships and social self,
highlighting the connection between social categorization and an individual's social
identity (Tajfel & Turner, 1979). It suggests individuals classify identities to reduce social
ambiguity and enhance self-esteem (McGowan et al., 2022). Personal and social identities
have significant impacts on in-group and out-group behaviors. Personal identity refers to
the distinct categorization of oneself, while social identity determines the position an
individual takes within a social group. Businesses have adopted the practice of tailoring
products and marketing messages to match consumer personas (Lei et al., 2021).
However, specific contexts influence the variations in identity-based purchases, which
the theory fails to adequately explain.

The current literature lacks a comprehensive understanding of source credibility
due to numerous dimensions. Wiedmann and von Mettenheim's Source Credibility
Model addresses this by focusing on attractiveness, trustworthiness, and knowledge as
key factors, ensuring information dependability and validity ( Wiedmann & von
Mettenheim, 2021). Attractiveness also has a substantial impact on shaping favorable
sentiments. However, empirical research provides conflicting results on the influence of
these factors. Jin et al. (2021) suggest that we can expand and adapt the Source
Credibility Model to accommodate a variety of communicators and products.

The study suggests using the Source Credibility Model to analyze social media
influencers' influence on environmentally friendly purchasing behavior, focusing on
attractiveness, trustworthiness, and knowledge, and highlighting the effectiveness of
customized advertisements (McGowan et al., 2022). In order to do this, firms have
resorted to using social media platforms for marketing purposes, given their extensive
usage. Nevertheless, conventional mass advertising efforts on social media may not
consistently produce the expected outcomes, given the varied interests and preferences
of social media users (Kapoor et al., 2021). As a result, firms utilize social media
celebrities to share their opinions, experiences, and judgments, establishing customer
connections and effectively advertising products that align with their individual
personalities (Wang & Liu, 2023).

The success of selecting social media influencers for advertising endorsements
depends on their alignment with the recommended products and target audience, with
fan following size, experience, beauty, trustworthiness, and personalities having an
impact (Rodrigo & Mendis, 2023). Ohanian's Source Credibility Model assesses product
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endorser effectiveness by analyzing credibility elements like safety, credentials,
dynamism, authoritativeness, objectivity, likability, and character, which impact audience
persuasion (Ohanian, 2013). Therefore, this study proposes the following hypothesis:

H9: Social media influencer credibility positively moderates the impact of green
purchase intention on green purchase behavior.

The hypotheses are illustrated in Figure 1

H7 (Mediation effect)

Eco-Labels

Green Purchase Hz Green Purchase

Green Attitudes

Intention

Behavior

H9 (Moderation effect)

Social Media

Environmental Influencer Credibility

Concern

H8 (Mediation effect)

Figure 1 Research Framework

Methodology

1. Sample procedures and data collection

This research population consists of consumers who live in urban areas of
Thailand. Consumers aged 18 and over living in urban areas of Thailand were the sample
for this research. In research sampling, we have employed the non-probability sampling
technique, which involves selecting a sample group where the probability of each unit
being chosen is undetermined. The chosen sample is non-random, thereby preventing
us from estimating the variability resulting from random sampling. We have employed a
purposive sampling technique.

In order to examine the proposed framework and verify the assumptions, a
survey was conducted in three strategically important urban regions: the Phra Nakhon
region, Thonburi region, and the central business district (CBD) and downtown area. Inner
Bangkok, Thailand is comprised of 21 districts, namely Phra Nakhon, Pom Prap Sattru
Phai, Samphanthawong, Dusit, Thonburi, Khlong San, Bangkok Noi, Bangkok Yai,
Phayathai, Ratchathewi, Pathumwan, Wattana, Khlong Toei, Bang Rak, Sathorn, Yannawa,
Bang Kho Laem, Bang Sue, Huai Khwang, Chatuchak, and Din Daeng. In these regions,

people lead urban lifestyles and encounter significant environmental challenges such as
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air and water pollution, as well as hazardous waste disposal (Edelman, 2022). These
customers are well educated and have a strong understanding of environmental
concerns. They provide precise information throughout data collecting (Ogiemwonyi et
al., 2023).

The data gathering period extended from September to October 2023 and
encompassed a mall- intercept survey administered by a team of five surveyors.
Participants were thoroughly informed about the study's goals, which focused on
ensuring confidentiality and excluding any commercial intentions. A total of 520 surveys
were distributed to customers, covering six categories and comprising 26 questions. The
sample size of 520 was determined based on recommendations by Hair et al. (2010) to
apply the Structural Equation Modelling (SEM) model (26*20=520). Table 1 presents the
demographic information of the respondents.

2. Scales and questionnaire construction

The measurement scales in this analysis were adapted from previous studies,
with slight modifications to ensure their relevance to our specific research context. The
research instrument had measures pertaining to six variables: environmental concern,
green attitude, eco-label, green product purchase intention, green purchasing behavior,
and social media influencer credibility. A five- point scale ranging from 1 (strongly
disagree) to 5 (strongly agree) was used in this research. Research by Wang and
Scrimgeour (2023), and Yildiz et al. (2023) influenced the assessment of environmental
concern. Research by Duong (2023), and Kumar and Basu (2023) contributed to the
assessment of green attitude. The eco-label scale was from Kumar and Basu (2023), and
the green product purchase intention assessment drew from studies by Duong (2023),
Kumar and Basu (2023), and Lavuri et al. (2023).
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Table 1 Demographic Profile of Consumers

(N = 520)
Variable F % CF
Gender Male 110 21.2 21.2
Female 410 78.8 100.0
Age 18-25 years 286 55.0 55.0
26-35 years 133 25.6 80.6
36-45 years 33 6.3 86.9
46-55 years 30 5.8 92.7
56 years and above 38 73 100.0
Education Below bachelor’s degree 297 57.1 57.1
Bachelor’s degree 211 40.6 97.7
Above bachelor’s degree 12 2.3 100.0
Monthly income (in Thai baht) Below 15,000 baht 318 61.2 61.2
15,001-25,000 baht 93 17.9 79.0
25,001-35,000 baht 39 7.5 86.5
35,001-45,000 baht 28 5.4 91.9
45,001 baht and above 42 8.1 100.0

Notes: N=520, 1 USD = 34.94 THB (exchange rate on 4 December 2023)

Source(s): The author's elaborations based on the researched data

The assessment of green purchasing behavior was based on studies by Duong
(2023). The scale for social media influencer credibility was developed based on studies
by Wiedmann and von Mettenheim (2021). The selected products were confirmed to
be suitable for an economic context, particularly in Thailand. The appendix contains a
detailed presentation of the questionnaire items.

Analysis and Results

1. Descriptive statistics and common method bias (CMB)

The analysis of descriptive statistics showed that the average and variability of
the six variables across the 25 items were higher than 2.80, suggesting a significant
correlation across the six factor assessment questions. All six factor evaluation items
received positive feedback, as evidenced by their standard deviations. In order to
evaluate the presence of common technique bias in the dataset, we utilized the Harman
single-factor test. The results showed that one factor explained 47.808% of the overall
variation, suggesting the absence of common dataset bias issues. More precisely, the
study discovered that the variance was below 50 percent, in accordance with the
recommendation of Podsakoff et al. (2003).
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2. The measurement model

Before analyzing the measurement model, we evaluated the kurtosis and
skewness coefficients for the items in the six constructs: environmental concemn, green
attitude, eco-labels, green purchasing intention, green purchasing behavior, and social
media influencer credibility. The skewness values were all below |3|, and the kurtosis
values were all below [8|, suggesting that the data distribution is satisfactory. Our research
confirmed that the constructs follow a normal distribution, as supported by other studies
(Podsakoff et al., 2003).

The analysis used AMOS for confirmatory factor analysis and Cronbach's alpha to
evaluate the consistency and discriminant validity of the constructs. The factor loading
study showed that EVC5 had a loading of 0.37. This loading value of 0.37 is below the
recommended threshold of 0.5, as indicated by Hair et al. (2014). As a result of the low
factor loading, this item was excluded from the environmental concern scale.

Additionally, the results of the measurement model demonstrated a high degree
of fit indices: X%254) = 703.184; X°/df = 2.768; p < 0.001; GFI = 0.903 > 0.9; AGFI =
0.876 > 0.8; CFl = 0.963 > 0.9; TLI = 0. 956>0.9; NFI = 0.943>0.9 and RMSEA = 0.058 <
0.08 (Fornell & Larcker, 1981). Cronbach's alpha, AVE, and CR for the constructs were
significantly higher than the cut- off values of 0.63, 0.5, and 0.7, respectively, as
recommended by Hu and Bentler (1999), indicating scale reliability and validity (Table
2).

3. Structural model: hypotheses results

The structural model was developed by incorporating the estimations derived
from the measurement model. This model depicts the interconnections between latent
and conceptual variables. The results indicate that the indices most relevant to the
proposed model and sample data are within an acceptable range. The Structural
Equation Model (SEM) produces the subsequent fit indices: The results of the analysis
are as follows: X%(150) = 173.243; X%/df = 1.155; p = 0.094; GFI = 0.971 > 0.9; AGFI =
0.951 > 0.8; CFl = 0.998 > 0.9; TLI = 0. 996>0.9; NFI = 0.983>0.9 and RMSEA = 0.017 <
0.08 (Hair et al., 2014).
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Table 2 Results of Reliability and Validity

Factor Cronbach
Measurement and Items Loading CR AVE Alpha
Social Media Influencer Credibility 0.935 0.828 0.935
SI1 0.93
SI2 0.90
SI3 0.90
Environmental Concern 0.895 0.681 0.895
EV1 0.74
EV2 0.88
EV3 0.90
Eva 0.77
Eco-Labels 0.925 0.713 0.926
EL1 0.84
EL2 0.86
EL3 0.86
EL4 0.82
EL5 0.84
Green Attitudes 0.904 0.703 0.903
GA1 0.81
GA2 0.88
GA3 0.86
GA4 0.80
Green Purchase Intention 0.915 0.683 0914
Gl 0.83
GlI2 0.86
GI3 0.82
Gl4 0.82
GI5 0.80
Green Purchase Behavior 0.906 0.707 0.903
GB1 0.82
GB2 0.89
GB3 0.87
GB4 0.78

Source(s): The author's elaborations based on the researched data

The path analysis results show that most of the hypotheses (H1 to H6) were
accepted with significance levels of p < 0.001 and p < 0.05, except for H4 (ELB — GPI;
B = 0.107; p > 0.001) and H6 (EVC — GPI; B = 0.051; p > 0.001) in the current integrated
paradigm of behavioral research. Significantly, a study revealed that having favorable
views towards environmental sustainability had a strong impact on the intention to make
green purchases (H1: B = 0.308; p < 0.001). Furthermore, the intention to make green

purchases had a considerable influence on actual green purchasing behavior (H2: B =

2% Economics and Business Administration Journal, Thaksin University Vol. 17 No. 3



0.995; p < 0.001). The study found that eco-labels had a positive effect on green
attitudes (H3: B = 0.306; p < 0.001) but did not have a similar influence on green
purchase intentions (H4: B = 0.107; p > 0.001). In addition, the study found that
environmental concern had a substantial positive impact on green attitudes (H5: [3 =
0.556; p < 0.001). However, it did not have a significant effect on green purchasing
intentions (H6: B = 0.051; p > 0.001) (Table 3, Figure 2).

Table 3 Hypotheses Results

Hypotheses  Research question Path Estimate CR Supported
H1 RQ2 GAT—>GPI 0.308%*** 4.339 Yes
H2 RQ3 GPI—>GPB 0.995%** 20.958 Yes
H3 RQ1 ELB—>GAT 0.306*** 5914 Yes
H4 RQ2 ELB—GPI 0.107 2.034 No
H5 RQ1 EVC—GAT 0.556*** 10.167 Yes
H6 RQ2 EVC—>GPI 0.051 0.740 No

Note(s): ***(p<0.001); *(p<0.05)

Source: The author's elaborations based on the researched data

The explanatory power of the dependent variables is elucidated as follows:
72.9% for GAT, 29.8% for GPI and 90.5% for GPB. Significantly, both EVC (environmental
concern) and ELB (eco-labels) had a notable impact on individuals' green attitude, which
in turn increased their intentions to make green purchases. Moreover, the inclination to
make environmentally friendly purchases was found to be a strong indicator of green
purchasing behavior.

4. Mediation analysis

To thoroughly analyze the importance of indirect effects, a bootstrapping
technique was used. This technique involved generating 5,000 fixed bootstrap samples

and employing Model 4 in the Macro PROCESS program developed by Hayes (2018).
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Figure 2 Hypotheses Results

The results in Table 4 show that the green attitude partially mediated the
relationship between EVC and GPI, confirming hypothesis 7 (effect = 0.173, p < 0.01).

Table 4 Results of Mediation Analysis

Mediation paths Indirect effects  LLCI ULCl p-value Mediation
H7 EVC—>GAT—>GPI 0.173 0.175 0.361 <0.01 Partial
RQ4 (VAF = 39.220%)
H8 ELB—GAT—>GPI 0.217 0.062 0.236 <0.01 Partial

RQ5 (VAF = 59.28%)

Source(s): The author's elaborations based on the researched data

Note: EVC=Environmental concemn, GAT= Green attitude, GPI= Green purchase intention, and
ELB=Eco-labels

In addition, hypothesis 8 is confirmed, indicating a significant partially mediated
influence of green attitude on the relationship between ELB and GPI (effect = 0.217, p <
0.01). The study used the Variance Accounted Factor (VAF) to demonstrate partial
mediation. The VAF values for EVC on GPI and ELB on GPI were 39.22% and 59.28%,
respectively, according to Hair et al. (2014).

5. Moderation analysis

In relation to the influence of moderation, Model 1 in the PROCESS macro was
utilized to examine the moderating impacts of GPl and GPB on the moderation effect of
SIC. The analysis entailed resampling the effects 5,000 times using bootstrapping, which
resulted in the creation of interaction terms and their related 95% confidence intervals
(Hayes, 2018). The three components of GPI, SIC, and GPB were subjected to

standardization, and the values of the interaction variable were subsequently calculated
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and verified using the criteria established by Sharma et al. (1981) Significantly, SIC played
a role as a quasi- moderator in the relationship between GPI and GPB, as indicated by
the statistical analysis (H5: B = -0.032; p < 0.05) (Table 5).

Table 5 Results of Moderation Analysis

B se t P LLCI ULCI Moderation

H9 and GPI*SIC—>GPB -0.032 0.014 -2.346 0.019 -0.059  -0.005 Yes
RQ6

Conditional effect analysis at the values of moderator
GPI—>GPB (SIC as moderator)

SIC Effect se t P LLCI ULCI
Low 0.494 0.031 15.948 0.000 0.433 0.555
Medium 0.460 0.032 14.482 0.000 0.398 0.523
High 0.429 0.038 11.416 0.000 0.356 0.503

Source(s): The author's elaborations based on the researched data

Note: GPI=Green purchase intention, SIC= Social media influencer credibility, and GPB= Green purchase

behavior

Discussion

Internationally, especially in Thailand, increased environmental consciousness
has resulted in the rise of eco-friendly enterprises and favorable government regulations.
This study provides substantial contributions in multiple crucial domains:

1. Importance of Consumers' Green Attitudes: This research demonstrates the
crucial role of consumers' green attitudes, showing how these attitudes can lead to
purchasing intentions and environmentally friendly purchasing behaviors.

2. Filling Knowledge Gaps on Triggers: The study fills the existing knowledge gap
by highlighting the effectiveness of eco-labels and environmental concerns in triggering
green attitudes.

3. Supporting the Theory of Planned Behavior: The findings reinforce the
importance of the Theory of Planned Behavior by showing that induced green attitudes
can lead to environmentally friendly purchasing behaviors.

4. Supporting the Stimulus- Organism-Response Theory: The study's findings
revealed that the two stimuli used influenced the motivation to adopt a green attitude.

5. Practical Applications: These research findings can be applied to marketing
strategies, helping to effectively promote environmentally friendly products.

This study utilizes the Theory of Reasoned Action to investigate the interaction
of crucial elements that affect customer purchasing behavior for ecologically friendly
items, notably meat alternatives. The results confirm a direct correlation between green
attitudes and the green purchases intention (H1), and subsequently, a beneficial

influence of these green purchase intentions on green purchasing behavior (H2). The
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findings align with previous studies (Lin & Shi, 2022; Xu et al., 2022), highlighting the
significance of attitudes in shaping sustainable buying habits. The attitude component
"AT2: | think that purchasing a meat substitute and an environmentally friendly product
is important" is particularly important within the ATT construct. It reflects a shared global
perspective on the significance of plant-based, ecologically friendly alternatives for
preserving the environment.

The study utilizes the Stimulus-Organism-Response paradigm to examine the
impact of eco-labels and environmental concern on individuals' green views. Although
eco-labels have a beneficial effect on green attitudes (H3), as shown by earlier research
(Kumar & Basu, 2023; Sultan et al., 2021), they do not have a substantial direct impact
on intentions to make green purchases (H4), which contradicts the findings of Dekhili
and Nguyen (2021). In addition, the issue of environmental concern has a beneficial
impact on green attitudes (H5), which is consistent with the findings of Lavuri et al.
(2023), and Wang and Scrimgeour (2023). However, it has been discovered that
environmental concern does not significantly influence green purchase intentions (H6),
in contrast to the research by Kim and Lee (2023). The results suggest that green attitudes
may act as an intermediary in the relationship between eco-labels and green purchasing
intention (H7), which aligns with the findings of Kumar and Basu (2023). Furthermore,
green attitudes act as a partial mediator in linking environmental concern to green
purchase intentions (H8), as demonstrated by Mishra and Kaur (2023). The study
emphasizes that eco-labeling and environmental concern contribute to shaping a pro-
environmental mindset but do not directly lead to the intention to make green
purchases. In order to develop a deeper comprehension of green consumption, the
study identifies crucial factors that influence the use of Eco-Labels (Elbarky et al.). It
emphasizes the importance of factors like how eco-labels inform about brands with
desired eco- friendly traits (EL2) and act as a valuable source of information on
environmentally friendly products (EL3). These findings indicate that consumers view
eco-labels as signs of ecologically favorable items, with environmental concerns seen as
linked to stability in their life.

Furthermore, the study's incorporation of Social Identity Theory and Source
Credibility Model is very pertinent in the field of digital marketing, as it improves
marketing effectiveness and encourages the acceptance of alternative meat as an
environmentally friendly product. The results of the moderation analysis show that the
credibility of social media influencers moderates the connection between green
purchase intentions and behavior, acting as a quasi- moderator in this relationship (H9
and RQ6), consistent with Rodrigo and Mendis (2023) findings. When analyzing the factors
affecting Social Influencer Credibility (SIC), it is clear that the attractiveness, charisma,

and appearance of an influencer significantly influence audience response (SI1). The
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study indicates that customers are inclined to react to influencers that possess distinct

looks or personalities, hence impacting their future behavior.

Conclusion

This study emphasizes how green attitudes affect buying decisions and the
connection between environmental care and eco-labels. It emphasizes leveraging social
media influencers in marketing to encourage eco-conscious purchasing habits, in line
with the Sustainable Development Goals. The findings are important for scholars,
businesses, and governments to promote sustainable consumption. Future studies
should explore a variety of demographic groups and locations to enhance the reliability

and relevance of the findings.

Suggestion

1. Practical and policy implications

The study highlights the significance of sustainable goods, particularly focusing
on meat alternatives, and the role of eco-labels in green marketing. It suggests that eco-
labels indirectly influence green purchasing intentions by emphasizing environmental
benefits through packaging design. Collaboration across sectors, including government,
industry, and corporate social responsibility sectors, is crucial for environmental benefits.
Legislation, campaigns, and marketing can influence social attitudes and promote
sustainable practices in the context of eco-labels and green marketing. Furthermore, to
effectively persuade consumers in marketing, it is necessary to focus on influencer
credibility in order to effectively persuade consumers in marketing.

2. Theoretical implications

The results of this study offer compelling evidence that supports the attitude-
intention- behavior framework in the field of environmentally friendly products. The
Theory of Planned Behavior can also be used to clarify the phenomenon. Furthermore,
the findings of the study can still be sufficiently clarified by employing the stimulus-
organism-response theory. A crucial element of the theoretical process demonstrates
that the organism section is an essential pathway that leads to a response. Therefore, it
can be concluded that both theories remain academically stable, which can explain the
phenomenon of this study.

3. Recommendations to future researchers

The study's findings, based on urban Thai consumers, may not be generalizable
to a wider population due to the specific nature of the sample group. Future research
should explore diverse age groups and geographic locations to broaden the study's
scope. This will aid in creating tailored marketing approaches and gaining insights into
the preferences and behaviors of communities in agriculture and livestock-dependent

regions of Thailand, fostering ecological sustainability.
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Appendix. Scale items for questionnaire
Environmental Concern: EVC (Rusyani et al., 2021; Sestino et al., 2023; Wang &
Scrimgeour, 2023; Yildiz et al., 2023)

EV1: Meat substitutes contribute to creating a more sustainable environment.

EV2: It is my duty to defend the environment.

EV3: The condition of the environment affects the quality of my life.

EV4: My actions have an impact on the environment.

EV5: It has been produced in a way that has not disrupted ecological balance.
Green Attitude: GAT (Ajzen, 2002; Arvola et al., 2008; Duong, 2023; Kumar & Basu,
2023)

GAL: | think that purchasing meat substitutes is interesting.

GA2: | think that purchasing a meat substitute and an environmentally friendly

product is important.

GA3: | think that purchasing a meat substitute product is a good idea.

GA4: | think that purchasing a meat substitute is beneficial.

Eco-label: ELB (Kumar & Basu, 2023)

EL1: Eco-labels persuade people to buy meat substitutes.

EL2: Eco-labels tell me which brands have the eco-friendly features | am looking
for.

EL3: Eco-label is a valuable source of information about environmentally friendly
products.

EL4: | prefer to check the eco-labels and certifications of eco-friendly products

before purchasing them.

EL5: | would prefer to gain substantial information about the makes and models of

eco-friendly products before making a purchase.

Green product purchase intention: GPI (Arvola et al., 2008; Duong, 2023; Kumar &
Basu, 2023; Lavuri et al., 2023)
GI1: I will consider purchasing meat substitutes because they will be less polluting

in the coming years.
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GI2: I will investigate converting to environmentally friendly companies for

environmental concerns.

GI3: | plan to spend more on environmentally friendly products than conventional
ones.

Gld: | definitely want to purchase a meat substitute product in the near future.

GI5: I'am willing to purchase a meat substitute product for my household
consumption.
Green purchase behaviour: GPB (Duong, 2023; Rahnama Haratbar et al., 2023)

GB1: When | want to purchase something, | scan the ingredient list to determine

whether it contains anything harmful to the environment.

GB2: When the product attributes are comparable, | choose green items.

GB3: | choose to purchase ecologically friendly items.

GB4: | purchase green items, even if they are more expensive than non-green
alternatives.
Social Media Influencer Credibility: SIC (Aw et al., 2023; Hugh et al., 2022; Wiedmann
& von Mettenheim, 2021)

SI1: An influencer who is attractive, charismatic, and good-looking has an effective

impact on my response.

SI2: An influencer who is knowledgeable, experienced, and expert in meat

substitute products has an effective impact on my response.

SI3: An influencer who is dependable, honest, reliable, and sincere has an effective

impact on my response.
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Abstract

Chanatip Suksai' and Narut Charoensri”

This study examines the combined effects of soft power and institutional

determinants on Foreign Direct Investment (FDI) inflows in the ASEAN+3 market during

the COVID-19 transition. Using proxy variables such as the soft power index, political

stability, government effectiveness, regulatory quality, control of corruption, and the

rule of law, data from the World Bank, Worldwide Governance Indicators (WGI),

International Institute for Management Development (IMD), Brand Finance, and the

ASEAN Secretariat for the years 2019 to 2023 were sourced and analyzed. Employing

panel data regression analysis, the results revealed that both soft power and

institutional factors, such as political stability, government efficiency, and regulatory

quality, have a significant impact on attracting FDI to the region. This study argues that

the positive perceptions and national image cultivated by soft power can foster a

conducive business environment and ease FDI decision-making. Institutional factors are

crucial drivers that attract FDI by promoting trust and ensuring a favorable business

climate. During the COVID-19 pandemic, investors have cautiously prioritized markets

with robust soft power and strong institutional frameworks to mitigate risks and seize

opportunities. Therefore, ASEAN+3 countries excelling in these areas will be well-

positioned to attract and retain FDI more effectively.

Keywords: Soft Power, Institutions, FDI, ASEAN+3, COVID-19

Introduction

1. Significance of Foreign Direct Investment (FDI)

In the current competitive market, attracting FDI has become a strategic policy

imperative for most countries and regions in their efforts to recover from the global

economic downturn caused by the COVID-19 pandemic. By supplying capital flows,

financial sources, and expertise, FDI creates funds for domestic needs, boosts the host
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country's productivity, and forges partnerships with local enterprises via an array of
spill-over effects, such as technology transfer, digital transformation, and managerial
skills (OECD, 2021a). It also stimulates infrastructure development and business
expansion, spurring market diversification and encouraging penetration of new markets.

Recent studies have shown that the role of FDI is increasingly crucial in the
post-pandemic era, especially in sustaining economic growth (Appiah et al., 2023; Le &
Dang, 2022; Mwakabungu & Kauangal, 2023; Rao et al., 2023; Saidi et al., 2023; Yimer,
2023). As countries navigate growth and recovery, FDI remains a vital source of large
capital and catalyzes market stimulation. It plays a significant role in enhancing
productivity, fostering innovation, and creating employment opportunities.
Consequently, governments and policymakers view FDI as a key driver of recovery,
implementing strategies to attract and retain investments that can stimulate economic
activity and contribute to long-term sustainable development.

2. Overview of FDI in the ASEAN+3 Market

In the ASEAN+3 market, comprising ten Association of Southeast Asian Nations
(ASEAN) nations, China, Japan, and South Korea, FDI has substantially driven the
economic system, nurtured innovation, and heightened regional competitiveness. It has
also contributed to competitiveness and development by enhancing market access,
increasing foreign currency inflows, and fostering competition (Dang & Nguyen, 2021).
With its market potential, strategic location, and growing consumer base, the ASEAN+3
market has consistently attracted a huge influx of FDI from various sectors, including
manufacturing, services, and infrastructure (Gopalan et al., 2019; Jeong, 2014). Indeed,
most ASEAN+3 countries have leveraged the FDI to expedite economic progress and
development, thereby improving their business presence on a global scale (Azam et
al., 2016; Gopalan et al., 2019; Hill, 1990; Kotrajaras et al., 2011; Sahoo, 2012).

Preceding the COVID-19 pandemic, the ASEAN+3 region saw a gradual surge in
FDI propelled by its favorable business environments, trade liberalization, and
infrastructure development initiatives. However, the pandemic has brought
unprecedented challenges, dampening investor confidence and triggering a global
economic downturn. Following the World Health Organization's (WHO) declaration of
COVID-19 as a global pandemic on January 30, 2020, sovernments worldwide swiftly
enforced policies, including border closures, business shutdowns, and multiple
restrictions, leading to a global market slowdown. The ASEAN+3 market was no
exception.

In early 2022, widespread vaccine distribution led to a significant decline in new

cases and fatalities, prompting many countries to gradually lift restrictions and revive
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business activities. The declaration by the WHO to end the global health emergency
posed by COVID-19 in May 2023 marked a pivotal moment (WHO, 2023). This
announcement restored normalcy and sparked enthusiasm for FDI. See the dynamism

of FDI inflows into the ASEAN+3 market preceding and following the pandemic:

250,000.00
200,000.00
150,000.00
100,000.00
50,000.00
ASEAN China Japan South Korea
W 2017 M 2018 2019 2020 2021 W 2022

Figure 1: FDI inflows to the ASEAN+3 market (unit: million USD)

Sources: ASEAN Secretariat and UNCTAD Statistics Online 2023, modified by authors
Notes: 1. ASEAN’s aggregated FDI comprised ten Southeast Asian economies
2. China’s FDI excluded Hong Kong and Taiwan economies
3. The 2022 figure represents the latest available information, as the official data for 2023

has not yet been officially published

In 2022, FDI inflows among ten ASEAN countries rebounded and reached an all-
time high of $225 billion amid the multitude of global uncertainties, including
geopolitical conflicts and mounting debt pressures, as a consequence of the pandemic
(The ASEAN Secretariat, 2023). Meanwhile, FDI in China, Japan, and South Korea
exhibited variability, influenced by diverse market conditions and recovery speeds.

In the post-pandemic scenario, the implications for FDI in the ASEAN+3 market
are multifaceted. These are intertwined with ongoing regional economic integration
endeavors and new investment opportunities, potentially positioning this market as an
attractive destination for FDI in the post-transition period.

3. An Interplay between Soft Power, Institutions, and FDI

One critical factor in attracting FDI lies not only in the strength of
macroeconomic and competitiveness conditions but also in the positive influences of
soft power and institutions (Bailey, 2018; Krum, 2020; Ross et al., 2019). Preceding the

onset of COVID-19, contemporary research unveiled that determinants affecting FDI in
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the Asian-wide region mainly included the GDP, inflation, labor cost, human capital,
physical infrastructure, exchange rate volatility, competitiveness, and the different
aspects of institutional quality (Buracom, 2014; Kok & Acikgoz Ersoy, 2009; Masron &
Nor, 2013; Nguyen & Cieétik, 2021; Sabir et al., 2019; Sahoo et al., 2014; Shah et al,,
2016; Ullah & Khan, 2017).

A strong foundation of soft power and institutions is posited to encourage the
region's ability to attract FDI and influence new perceptions among investors. Soft
power enhances a country's export capabilities by improving its national and regional
image, making the host country more attractive to international markets (Gallarotti,
2011; Rose, 2016). While robust institutions ensure predictability and trustworthiness,
they help mitigate risks and uncertainties associated with business and FDI decision-
making (May, 2018; Rodrik, 2000; Rygh et al., 2023). What are the implications of soft
power and institutions in fostering and attracting FDI to the ASEAN+3 market amid the
COVID-19 transition?

To date, contemporary research within the ASEAN+3 framework has yet to
provide a clear understanding of how soft power and institutions affect FDI. By
understanding the synergies between these factors, countries and regions can enhance
their attraction and capitalize on greater FDI opportunities; this is because the outbreak
has not only posed challenges to global investment but has also prompted the re-
evaluation of the factors influencing the pattern of FDI. Still, the correlations among
soft power, institutions, and FDI have received limited attention, particularly amidst the
evolving dynamics of the COVID-19 transition in the ASEAN+3 market. These factors
underscore the importance of this study in investigating the combined effects of soft

power and institutional roles on FDI trends.

Research Objectives

® To examine the collective impacts of soft power and institutional determinants
influencing FDI inflows into the ASEAN+3 market during the transition of the
COVID-19 pandemic.

Literature Review

1. Concept of Soft Power

According to Joseph Nye, a prominent figure in political science, soft power
refers to the ability to affect others to obtain the outcomes one wants through
attraction and persuasion rather than coercion or payment. It stems from various

factors such as diplomatic prowess, institutional credibility, national image, cultural
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values, and intangible resources (Nye, 1990, 2008). Amidst the evolving geopolitical
landscape, Nye argued that a smart-power approach needs to combine hard and soft-
power resources to achieve the policy goals; thus, soft power has been conceptualized
as a tool in political discourse across nations, including Europe, China, and the United
States (Nye, 2017; Nye, 2019). Implementing soft power initiatives involves allocating
foreign aid, boosting social media presence, cultivating a strong national image, and
promoting destination branding through cultural traditions and cuisine (Chen, 2023;
Claro et al., 2023; Demirkiran & Demir, 2023; Kim et al., 2023; Seo-Young et al., 2023).

In fact, soft power is disguised within business endeavors, leveraging political
ideologies and cultural diplomacy to establish trust and partnerships. This strategic
method amplified opportunities for businesses and investments across diverse business
domains (Lee, 2015; Lee, 2011; Liao, 2012; Mahaseth et al., 2023). According to Krum
(2020), it was mentioned that for the United States, another important factor in
attracting FDI is strong economic conditions and the significant influence of soft power
through cultural and diplomatic means. Using soft power strategies to attract investors
and promote investments is an effective approach for several economies to pursue
their national interests. This is particularly evident in countries like Brazil, Argentina,
Mexico, and Colombia, which rank among Latin America’s top nations with substantial
soft power influence (Buitrago, 2023).

In Japan, soft power is employed to elevate its recognition within the East Asian
region, exemplified by hosting the 1964 Tokyo Olympics, the 2019 Rugby World Cup,
and the 2020 Olympics & Paralympic Games (Jeong & Grix, 2023). The latter, in
particular, garnered remarkable global attention, highlighting the host country's capacity
to harness its resources for enhanced international visibility (Chatham House, 2021).
This includes the concept of "Vaccine Diplomacy," where the Chinese home-grown
vaccines are distributed worldwide; it serves as a technique for projecting the Chinese
soft power through global vaccination efforts (Lee, 2023). India has utilized its
Bollywood film industry to enhance economic gains in ¢lobal markets, which aligns
with its soft power diplomacy strategy (Athique, 2019). These studies employed a
mixed-method technique, integrating questionnaires, government documents, focus
groups, and in-depth expert interviews. They also included sentiment analyses of social
media and assessments of international media coverage to assess the impact and
implementation of soft power.

The development of the Global Soft Power Index, a pioneering research effort
conducted by Brand Finance, a leading British brand valuation consultancy, reflects the

growing prominence of the soft power concept. This index serves as a critical tool for
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evaluating the attractiveness of nations to international audiences based on factors
such as the nation's brand strength and influence, including familiarity, cultural impact,
diplomacy, education, and economic performance. See Soft Power Index in the
ASEAN+3 market below:

Table 1 Soft Power Index, ASEAN+3 Market® (unit: measured in a score out of 100)

Country 2019 2020 2021 2022 2023 5-Year Rank’
Average2
Thailand 45.6 37.6 38.7 40.2 42.4 40.9 5
Malaysia 44.98 374 36.9 38.5 42.63 40.082 6
Indonesia 40.94 33.4 34.3 34.8 40.9 37.735 7
Philippine 36.64 32.5 33.4 32.2 38.7 34.688 8
Vietnam N.A. 31.3 33.8 333 37.8 N.A. -
Singapore 61.51 44.8 47.9 48.5 51 50.742 4
China 51.25 58.7 54.3 64.2 65 58.69 2
Japan 75.71 60.2 60.6 63.5 65.2 65.042 1
South Korea 63 48.3 513 52.9 53.9 53.88 3

Sources: Brand Finance, Global Soft Power Index
Notes: 1. ASEAN+3 excludes Brunie, Cambodia, Laos, Myanmar (due to data availability)
2. 5-year average is the authors’ calculation

3. Rank is the authors’ calculation based on the 5-year average score

2. New Institutional Theory

New Institutional Theory represents a framework rooted in the social sciences,
focusing on a comprehensive understanding of how institutions influence behaviors,
organizational dynamics, and social structures. According to Douglas North, institutions
serve as the rules of the game in society. They are humanly devised constraints aiming
to shape patterns of human interaction (North, 1991). Institutions can create order,
reduce uncertainty, and determine transaction costs in various economic activities.

Consisting of well-established legal frameworks, transparent practices, and good
governing mechanisms, contemporary research claims that institutions play a
constructive role in shaping the economic structure, trade dynamics, and FDI in
numerous economies (Aziz et al., 2018; Buracom, 2014; Fukumi & Nishijima, 2010;
Hayat, 2019; Shah et al., 2016; Tadesse et al., 2019; Xu et al,, 2017). Institutions also
provide a comparative advantage and reduce transactional complexities (Nunn &
Trefler, 2014; Siddiqui & Ahmed, 2013). As a result, upgrading institutional quality

A
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through legal reforms and regulatory advancements is crucial for creating a more

business-friendly environment that fosters confidence in FDI and business decisions.

The aforementioned studies measured institutions using comprehensive
governance metrics such as political stability, rule of law, control of corruption,
government effectiveness, and regulatory quality. The Worldwide Governance Indicators

(WGI), developed by the World Bank, consolidated these metrics. See institutional

performance in the ASEAN+3 over the past five years below:

Table 2 Institutional Performance, ASEAN+3 market"

(Unit: a combined average from Political Stability, Rule of Law, Control of Corruption, Government

Effectiveness, and Regulatory Quality, measured in a score out of 100)

Country 2018 2019 2020 2021 2022 5-Year Rank’
Average3
Thailand 44.63 46.99 46.62 46.24 47.74 46.444 6
Malaysia 68.18 66.56 67.14 65.81 66.89 66.916 4
Indonesia 44.81 43.85 45.47 46.81 47.55 45.698 8
Philippine 37.50 38.16 38.53 37.30 39.43 38.184 9
Vietnam 45.15 45.24 47.53 46.78 46.98 46.336 7
Singapore 98.86 98.86 98.96 98.96 98.96 98.92 1
China 48.60 47.93 49.95 50.61 48.30 49.078 5
Japan 89.74 88.70 89.65 89.17 91.51 89.754 2
South Korea 77.49 78.92 79.59 80.06 80.09 79.23 3

Sources: Worldwide Governance Indicators (2018-2022), modified by authors
Notes: 1. The ASEAN+3 market excludes Brunie, Cambodia, Laos, Myanmar

2. The year 2022 is the most updated data available from Worldwide Governance

Indicators

3. The 5-year average is the authors’ calculation

4. The rank is the authors’ calculation based on 5-year average score

The conceptual model is formulated based on the underlying theories to test
the relationships between independent variables (soft power, institutions, and control
socioeconomic factors) affecting the dependent variable (FDI to the ASEAN+3 market)

preceding and following COVID-19.
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Figure 2 Conceptual Model

Research Methodology

1. Research Design

This paper is a quantitative research using the panel data regression method to
examine the relationships between independent variables (soft power, institutions, and
controlled socioeconomic factors) affecting the dependent variable (FDI to the
ASEAN+3 market) from 2019-2023. Including the Logistics Performance Index,
Competitiveness, GDP Size, GDP per Capita, and Inflation,) as control variables is
essential. This step was taken to enhance the reliability of the observed relationships,
thereby mitigating potential confounding effects and improving internal validity
(Spector, 2021). While these variables were not the primary focus of the study, their
inclusion could mitigate any analytical biases they might introduce to the relationship
between the variables under scrutiny (Tessler, 2023). Regarding research limitations, it is
essential to acknowledge the diversity within the ASEAN+3 market, encompassing
varied economic structures, levels of country development, institutional performance,
and social well-being. However, this study treated the ASEAN+3 market as a single unit

for analysis. Consequently, the research outcomes provide a comprehensive overview
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of the ASEAN+3 market as a whole rather than offering insights at the individual country
level.

2. Data Collection and Analysis

This study employed secondary data from online open data sources, including
the World Bank, Worldwide Governance Indicator (WGI,) International Institute for
Management Development (IMD,) Brand Finance, and the ASEAN Secretariat from 2019-
2023. The selection of this timeframe is motivated by the significant impact of the
COVID-19 pandemic, particularly the substantial fluctuations in FDI levels since the
detection of the first case of the virus in Wuhan, China, on December 19, 2019, until
the World Health Organization declared an end to the global health emergency in 2023
(WHO, 2019).

Nevertheless, it is crucial to note that data collection for Vietnam's
competitiveness index in 2018 and the soft power index at the country level was
incomplete due to limitations in the primary data sources. To address this issue,
researchers used means and averages where appropriate. This approach also
considered the multicollinearity among factors within the institutional domain, such as
political stability, sovernment effectiveness, regulatory quality, control of corruption,
and the rule of law. The regression model revealed significant multicollinearity among
these factors. Therefore, researchers decided to exclude control of corruption and the

rule of law from the equation to ensure the analytical validity and rigor of the study.

Table 3 Sign, Symbol, and Underlining Theories

Underpinning
Sign Variables Symbol

Theory/Concept
Y FDI to ASEAN+3 Market FDI
X1 Soft Power SOFT Soft Power Theory
X2 Political Stability POLS New Institutional Theory
X3 Government Effectiveness GOVE New Institutional Theory
X4 Regulatory Quality REGQ New Institutional Theory
X5 Competitiveness COMP Control Variable
X6 Logistic Performance LOGI Control Variable
X7 GDP Size GDPS Control Variable
X8 GDP per Capita GDPC Control Variable
X9 Inflation INFL Control Variable
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Multiple regression equation for data analysis then becomes:

FDI = -125446100347.366+.359SOFT+1.256POLS+.992GOVE+1.044REGQ+.433COMP
+.185LOGI+.163GDPS+1.128GDPC-.107INFL

Results
The overview of the ASEAN+3 market is summarized through descriptive
statistics from 2019 to 2023, providing a comprehensive description of independent

variables, FDI dynamics, and the number of observations under investigation.

Table 4 Descriptive Statistics

Sign N Minimum Maximum Mean S.D.

FDI 36  -165277237079.6 218323780735.70 365755767.57 69803995105.53
SOFT a4 31.30 75.71 46.40 11.54
POLS 36 16.03 97.64 50.05 26.54
GOVE 36 53.33 100.00 74.57 15.96
REGQ 36 36.32 100.00 66.19 20.56
COMP 40 13 64 37.38 13.09

LOGI a4 3.00 4.30 3.55 .36

GDPS 36 334365270496.66  17963171479205.33 2884038955473.37 5003197609333.27
GDPC 36 3224.42 82807.62 20507.30 22420.51
INFL 36 -1.130 6.12 2.142 1.85

The regression analysis showed that soft power, political stability, government
effectiveness, regulatory quality, competitiveness, and GDP per capita significantly
influence FDI inflows into the ASEAN+3 market. These findings underscore the critical
role of soft power and institutional quality in attracting FDI amid the transition caused
by COVID-19. The model, with an R-squared of .750, indicates that this set of
independent variables can explain approximately 75% of the variation in the

dependent variable, demonstrating the model’s strong predictive power.

{WQ; Economics and Business Administration Journal, Thaksin University Vol. 17 No. 3



Table 5 Empirical Results of Regression on FDI in the ASEAN+3 Market

Dependent Variable: FDI in the ASEAN+3 Market

Independent
Variable Coefficients (b) T Sig.

SOFT .359 2.576 .032*
POLS 1.256 4.138 .000*
GOVE .992 2.379 .023*
REGQ 1.044 2.666 .012*
COMP .433 2.576 .014*
LOGI .185 873 .389
GDPS .163 .806 426
GDPC 1.128 3.870 .000*
INFL -.107 -1.089 .284
Constant -125446100347.366 -1.162

R = .866; R-squared = .750; F = 11.638; p-value = .000; Durbin Watson = 1.946
*Statistically significant at 0.05 level

Positive coefficient values found in proxy variables of political stability,
regulatory quality, government effectiveness, and soft power, 1.256, 1.044, 0.992, and
0.359, suggested that the strength of the institutions and soft power are positively
correlated to an increased FDI flow. This implies that these factors can bolster the
influx of FDI by ensuring reliable legal practices, protecting investors, fostering
trustworthiness, and creating a favorable business environment. They can mitigate risks
and uncertainties that might disrupt the investment climate in host countries. Although
the coefficient value of soft power was only .358, it demonstrated a positive correlation
with FDI. This is visibly evidenced by the significant appeal of entertainment, cuisine,
culture, and lifestyle trends across the ASEAN+3 market, which enhances attractiveness
and fosters positive relationships with investors, thereby attracting FDI associated with

these business industries.

Discussion

1. Soft Power Impacts

Soft power, which includes diverse cultural assets, values, diplomatic endeavors,
and the reputation of investment destinations, exhibits a crucial factor in shaping a
country's image and reputation on the global stage. Positive perceptions, reinforced by
soft power, can contribute to a more favorable investment climate and facilitate

business decisions and FDI (Lamech & Saeed, 2003). A previous study on the effects of
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soft power on exports suggested that a country can sell more products internationally
if consumers perceive it to have a favorable national image (Rose, 2016). This
underscores the ability of soft power to generate significant collective impact among
various stakeholders—governments, private organizations, and institutions—within an
economy, highlighting the critical importance of enhancing the investment climate
through joint efforts and strategic alignment to develop and promote the country's
reputation and branding.

Cultural influence, showcased by the popularity of entertainment, cuisine, and
traditional lifestyle, can increase a country's and region's attractiveness. For example,
South Korea and Japan leverage their globally recognized gastronomy and pop culture
to shape positive awareness, attracting FDI from specific industries aligned with these
cultural exports. In addition, this includes Saudi Arabia's use of soft power in Pakistan,
focusing on promoting its influence through various tools like cultural diplomacy and
religious education; it is argued that investing in these aspects of soft power in Pakistan
offers great economic and cultural benefits (Ahmed & Karim, 2024).

This paper contends that soft power will remain pivotal in attracting FDI to the
ASEAN+3 market in the aftermath of COVID-19. Investors and business sectors often
prioritize destinations that offer not only promising economic opportunities but also
exhibit compelling cultural influence, robust diplomatic relations, and a favorable
international reputation. These factors help promote deeper market penetration and
encourage long-term commitments to FDI.

2. Institutional Impacts

Institutions, represented by proxy variables such as political stability,
government effectiveness, and regulatory quality, will remain crucial factors contributing
to the inflow of FDI into the ASEAN+3 market.

For example, Singapore's robust political stability has facilitated significant FDI
inflows, with investors viewing these markets as low-risk destinations. The finding in this
context aligns with the study of Rashid et al. (2017), which identifies political stability as
the primary factor positively impacting FDI inflows in various Asia-Pacific countries.
Government effectiveness fosters a business-friendly environment through efficient
governance, transparent decision-making processes, and effective implementation of
policies. With government effectiveness, South Korea exemplifies increased FDI inflows
through proactive government reforms, institutional changes, and liberalization policies.
These efforts have streamlined bureaucratic processes, enhancing the country's

attractiveness to foreign investors (Nicolas et al., 2013).
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While regulatory quality reassures effective regulations, safeguards investors,
and good governing mechanisms for foreign investors. For instance, several government
administrations in Thailand have reformed domestic legal frameworks and regulatory
structures to facilitate international investment. These reforms include removing
restrictions that previously hindered foreign investors, such as limitations on land
ownership, foreign shareholdings, and the employment of expatriate workers (OECD,
2021b). From a regional standpoint, these factors collectively enhance investors’ trust
and confidence, positioning ASEAN+3 countries that excel in these areas for sustained
FDI growth. This significantly drives economic recovery and fosters future development
across the region.

3. Other Impacts

GDP per capita positively contributes to FDI influx to the ASEAN+3 market
because it serves as a proxy for the purchasing power and wealth of the population.
When GDP per capita is higher, it indicates a larger consumer base, providing
opportunities for foreign investors to tap into lucrative markets and capture higher
returns on their investments. Higher GDP per capita suggests a more developed
economy, reducing operational risks for investors.

Nevertheless, logistics performance does not directly influence FDI due to
several reasons. This could be attributed to broader considerations such as business
quality (measured by Doing Business indicators) and institutional environments, which
are more significant factors in attracting FDI inflows. This is evident in the case of the
EU (Bardakas et al., 2023). This is because investors may prioritize factors such as
political stability, regulatory incentives, and government capability when making
investment decisions. Additionally, technological advancements and e-commerce have
reduced reliance on traditional logistics infrastructure, enabling businesses to operate
efficiently in countries with less developed networks but strong digital connectivity.
Therefore, in this analytical context, the direct impact of logistics performance on FDI

may be outweighed by the influence of other factors.

Conclusion

This paper investigates how soft power and institutional factors have jointly
influenced the pattern of FDI in the ASEAN+3 market from 2019 to 2023, amidst the
COVID-19 transition. Using panel data regression analysis, the results provide new
perspectives on the interplay between soft power and institutional impact. The findings
highlighted the statistical significance of soft power, political stability, government

effectiveness, and regulatory quality in influencing FDI inflows to this region. This
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evidence underscores the pivotal role of soft power and institutions in shaping FDI
dynamics within the ASEAN+3 market.

Positive perceptions, reinforced by soft power, can contribute to a more
favorable business environment and facilitate FDI decisions. For instance, South Korea
and Japan have effectively showcased the popularity of entertainment, cuisine, and
traditional lifestyle, which attract FDI from industries aligned with these cultural exports.
Meanwhile, countries like Singapore, Malaysia, South Korea, and China have seen
increased FDI inflows due to their strong political stability, effective governance, and
reliable regulations. Investors would perceive these markets as low-risk, leading to
positive business decisions. This paper argues that institutions, through the
consideration of political stability, government effectiveness, and regulatory quality,
would be dominant factors stimulating the FDI inflows into the ASEAN+3 market during
the COVID-19 transition and beyond.

More importantly, in the post-COVID-19 era, investors cautiously prioritize
markets with robust soft power and institutional conditions to mitigate risks and seize
opportunities. They will likely feel more confident when political stability prevails,
regulatory frameworks are favorable, and governments conduct investment affairs
transparently and accountably. In this context, this paper urges governments and
governing bodies within ASEAN+3 countries to prioritize good governance in both
domestic and international affairs. This strategic approach aims to enhance the national
image, thereby strengthening investor confidence and facilitating investment decisions.
To this end, enhancing these aspects within the ASEAN+3 market would sustain FDI

growth and foster long-term economic recovery and prosperity.
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Table 1 Hypotheses Testing

Hypothesis Relationships Beta SE t-value Decision
H1 People characteristic -> IR 0.12 0.08 1.56 Not Support
H2 Destination scenery -> IR -0.01 0.07 0.07 Not Support
H3 Destination image -> IR 0.16 0.08 2.06% Support
Ha Tourist Exp. of Esc -> IR 0.26 0.10 2.59%* Support
H5 Tourist Exp. of Es -> IR 0.22 0.09 2.46%* Support
H6 Tourist Exp. of Ent -> IR 0.10 0.10 1.00 Not Support

Note: *P<0.05, t>1.645, **p<0.01, t>2.2327, ***p<0.001, t>3.092 (one tailed);, SE: Standard Error
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Author Guidelines
Economics and Business Administration Journal

Thaksin University

Economics and Business Administration Journal, Thaksin University, is an
academic journal. The scope of articles it accepts covers the fields of economics,
business administration, and accounting. The sub-subject areas, according to the journal's
Aims and Scope, are as follows:

1. General Business, Management and Accounting

2. Marketing

3. Organizational Behavior and Human Resource Management

4. Tourism, Leisure and Hospitality Management

5. General Economics, Econometrics and Finance

The published articles have undergone a peer-review process by three qualified
experts in the respective fields through a double-blinded peer review system. This
evaluation considers the accuracy, appropriateness, and usefulness for lecturers,
researchers, graduate students, and the general public. The journal is published
quarterly:

Issue 1: January - March

Issue 2: April - June

Issue 3: July - September

Issue 4: October — December

General Principles

1. Articles submitted to the journal must be original contributions and must not
be under consideration for publication elsewhere concurrently.

2. Papers must be written in either Thai or English.

3. Each paper undergoes a review process by the editor. If deemed potentially
suitable for publication, it is then sent to three referees for double-blind peer review.
Based on their recommendations, the editor decides whether to accept the paper as is,
request revisions, or reject it.

4. The copyright of any article published in the Economics and Business
Administration Journal, Thaksin University, shall remain with the journal.
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Editorial Scope

Papers should fall into one of the following categories:

1. Research Article

2. Academic Article

3. Article Review

4. Book Review

It should be noted that research is not the sole basis for an acceptable article.
The journal also welcomes case analyses, creative concepts and applications,
commentaries, and other thought-provoking manuscripts. Particularly encouraged are
forward-looking manuscripts that offer visions of economics and business administration

in the twenty-first century, along with practical implications for the new business era.

Manuscript Preparation Guidelines
Manuscripts must be typed on A4 size paper using TH SarabunPSK font, size 16. The

content should not exceed 20 pages in length.

Page Setup:
Top Margin: 2.00 cm
Left Margin: 350 cm
Right Margin: 2.54 cm
Bottom Margin: 2.54 cm

Manuscript Submission: Submit via the Thai Journal Online (ThaiJO), accessible at

https://www.tci-thaijo.org/index.php/ecbatsu

Article Withdrawal or Retraction Details:

Article withdrawal refers to retracting a manuscript before it has been published.
Article retraction refers to retracting a manuscript that has already been published.
In the case of article withdrawal or retraction, you can download the form at

https://www.tci-thaijo.org/index.php/ecbatsu and if the manuscript has already

been sent to peer reviewers, the author is responsible for paying the review

process.

Manuscript Preparation Details

For Research Articles, the components should be arranged in the following order:

1. Title Must be provided in both Thai and English, aligned to the left margin.

- Thai title: Font size 20, bold

- English title: Capitalize the first letter of each word, font size 20, bold

2. Author Name(s) Must list all authors in both Thai and English using font size 14,
regular, aligned to the right margin and assign superscript numbers to each author
name. Author titles/positions and affiliations should be provided as footnotes (on page

1) in font size 12, regular. List the department, faculty, university or institution line-by-
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line from smallest to largest unit, corresponding to the superscript numbers assigned
to each author name on the same page. Both Thai and English are required.
3. Abstract Provide abstracts in both Thai and English, no more than 300 words each.
The abstract(s) should only appear on page 1, in font size 16, regular. A good abstract
should link the key research findings to their managerial or academic implications.
4. Keywords Provide keywords in both Thai and English, no more than 5 words each.
Type the keywords immediately after the abstract body, using font size 16, regular,
aligned to the left margin.
5. Body Text Should be in a single-column format.

Main Headings: Font size 16, bold, aligned left

Subheadings: Font size 16, bold, aligned left

Body Text: Font size 16, regular. Indent the first line of each new paragraph 0.5

inches. The components are as follows:

1. Introduction Explain the significance or background of the research problem,
study, or creative work. May include literature review of related works.

2. Objectives State the aims of the study. The introduction and objectives may
be combined.

3. Literature Review Discuss relevant concepts, theories and prior research
related to the research problem.

4. Methodology Describe the research methods used to conduct the study or
creative work.

Results Present the findings of the research study or creative work.
Conclusions and Discussion Summarize the research conclusions and provide
justifications for how and why such conclusions were reached. May suggest
implications for application of the findings.

7. Recommendations Divided into two subsections: Recommmendations for
applying the research findings (highlighting both managerial and academic
contributions), and recommendations for future research.

8. References Use the APA 7th edition referencing style (starting from Issue

2/2024). References must be in English only, with details as Reference list

style.

For Academic Articles, the components should be arranged as follows:
1. Title Must be provided in both Thai and English, aligned to the left margin.
e Thai title: Font size 20, bold
e English title: Capitalize the first letter of each word, font size 20, bold
2. Author Name(s) Must list all authors in both Thai and English using font size 14,
regular, aligned to the right margin and assign superscript numbers to each author

name. Author titles/positions and affiliations should be provided as footnotes (on page
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1) in font size 12, regular. List the department, faculty, university or institution line-by-
line from smallest to largest unit, corresponding to the superscript numbers assigned
to each author name on the same page. Both Thai and English are required.
3. Abstract Provide abstracts in both Thai and English, no more than 300 words each.
The abstract(s) should only appear on page 1, in font size 16, regular. A good abstract
should link the key findings from the literature synthesis or review to their managerial
or academic implications.
4. Keywords Provide keywords in both Thai and English, no more than 5 words each.
Type the keywords immediately after the abstract body, using font size 16, regular,
aligned to the left margin.
5. Body Text Should be in a single-column format.

Main Headings: Font size 16, bold, aligned left

Subheadings: Font size 16, bold, aligned left

Body Text: Font size 16, regular. Indent the first line of each new paragraph 0.5

inches. The components are:

1. Introduction Explain the significance or background of the topic studied or
creative work. May include literature review of related works.

2. Analysis or Literature Review Discuss relevant concepts, theories and prior
works related to the topic. Demonstrate accuracy, currentness, proper
organization, appropriateness and your own perspectives.

3. Conclusions, Contribution, and Application of Knowledge Present the
synthesized principles, concepts, theories or related research findings. Highlight
both managerial and academic contributions.

4. References Use the APA 7th edition referencing style (starting from Issue

2/2024). References must be in English only, with details as Reference list

style.

Reference list style
1. Reference citations within the text
The reference system conforms to the American Psychological Association

(APA) with only English in-text citations and references.

Citations in the text:

In case the citation of Thai documents, references must be in English and write
only the last name of the author and year
For author 3 or more than 3 persons

For example: Wisnil Yagyayy, 859unNs ASLURA UAzAYyY untiee. (2562). 31t w.a.
2562
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The citation before the text is Chouyboonchoo et al. (2019)
Citation after text is (Chouyboonchoo et al., 2019)
For 2 authors
For example, the work by ThuyUyen H. Nguyen and Teresa S. Waringin in 2013
Citation before the text is Nguyen and Waring (2013)
Citation after the text is (Nguyen & Waring, 2013)

2. References in the endnotes
APA 7™ Edition referencing system should be used, including in-text citations and
a reference list at the end of the article. Any references in Thai language must be

translated into English.

2.1 Book:

Vanichbuncha, K. (2017). Advanced Statistical Analysis with SPSS for Windows (12" ed.).
Chulalongkorn University Press.

Cooper, D.R., & Schindler, P.S. (2014). Business Research Methods (12" ed.). McGraw-
Hill/Irwin.

2.2 Articles from journal:

Sawanglok, R., & Thaweepaiboonwong, J. (2024). The Influence of Transformational
Leadership, Psychological Capital and Psychological Empowerment on
Employees’ Innovative Work Behavior. Economics and Business Administration
Journal Thaksin University, 16(1), 187-204.
https://doi.org/10.55164/ecbajournal.v16i1.265518

Tsang, K. K, Du, Y., & Teng, Y. (2022). Transformational Leadership, Teacher Burnout, and

Psychological Empowerment: A Mediation Analysis. Social Behavior and
Personality, 50(1), €11041.
https://doi.org/10.2224/sbp.11041

2.3 Articles from conference papers:

Puttaisong, S., & Tosila, C. (2019). Effects of Learning Organization using Thinking Actively
in a Social Context Wheel Model on using Social Studies Knowledge Ability of
Eight Grade Students. Proceedings of the 15" National Conference on Education
(p.716-726). Faculty of Education, Silpakorn University.

Zegwaard, K. E., & Hoskyn, K. (2015). New Zealand Association for Cooperative Education
2015 Conference Proceedings. Proceedings of the 18" New Zealand Association
for Cooperative Education Conference. New Zealand Association for Cooperative
Education.
https://www.nzace.ac.nz/wp-content/uploads/2016/06/2015-wellington.pdf
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2.4 Thesis:

Rodhirun, N. (2010). Public Relations Knowledge and Implementation for Marketing
Success [Master Thesis, Chulalongkorn University]. The Chulalongkorn University
Intellectual Repository. https://cuir.car.chula.ac.th/handle/123456789/19769

Zambrano-Vazquez, L. (2016). The Interaction of State and Trait Worry on Response
Monitoring in those with Worry and Obsessive-compulsive Symptoms [Doctoral
dissertation, University of Arizona]. UA Campus Repository.
https://repository.arizona.edu/handle/10150/620615

2.5 Website:

Rohitsatien, B. (2017, April 2). Growth Mindset and Education Reform. Ministry of
Education. https://www.moe.go.th/grovvth—mindset—ﬁumiﬂﬁgﬂmiﬁﬂ‘m

Centers for Disease Control and Prevention. (2018, August 22). Preventing HPV-

associated Cancers. https://www.cdc.gov/cancer/hpv/basic_info/prevention.htm

Note: If two or more works by the same author(s) have the same publication date, they
should be differentiated by letters after the date. The letter should appear with the
citation in the text, e.g. (Bloggs, 1997a) and (Bloggs, 1997b).

Inserting images into the content.
Align images to the center of the column. Place the image caption below the
image. Both the image caption and any text within the image should be in English. Use

the font TH SarabunPSK; size 14, regular.
For example

People Characteristic
H1
Destination Scenery H2
Destination Image H
Ha Intention to Revisit
Escapism
P H5
Esthetics Hé,
Entertainment

Figure 1 Research Framework
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Inserting tables into the content.
Align tables to the left of the column. Print the table title above the table. Both
the table title and any text within the table should be in English. Use the font TH

SarabunPSK; size 14, regular.

For example

Table 1 Hypotheses Testing

Hypothesis Relationships Beta SE t-value Decision
H1 People characteristic -> IR 0.12 0.08 1.56 Not Support
H2 Destination scenery -> IR -0.01 0.07 0.07 Not Support
H3 Destination image -> IR 0.16 0.08 2.06* Support
Ha Tourist Exp. of Esc -> IR 0.26 0.10 2.59%* Support
H5 Tourist Exp. of Es -> IR 0.22 0.09 2.46** Support
H6 Tourist Exp. of Ent -> IR 0.10 0.10 1.00 Not Support

Note: *P<0.05, t>1.645, **p<0.01, t>2.2327, ***p<0.001, t>3.092 (one tailed); SE: Standard Error
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