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Abstract

This research aims to investigate the dimensionality of community-based tourism
at Tamot district, Phutthalung province. The research sample consisted of 400 Thai
tourists aged 20years and over, who have visited community tourism sites in Tamot
district, Phatthalung province. The sampling method was convenience sampling. The
research instrument was 5-point Likert scale questionnaires. The preliminary scale
consisted of 19 items (OL=.944). Data was analyzed via exploratory factor analysis, using
SPSS. The results indicate that community-based tourism had three dimensions including

(1) tourists experience, (2) environment and services and (3) community products with
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15 indicators. Executives, marketers and government agencies related to tourism can use
the research results to promote and create tourism products that are in line with
community tourism in Tamot district, Phatthalung province, taking into account all three
dimensions to strengthen and make community tourism in Tamot district, Phatthalung
province stronger and more outstanding.

Keywords: Community-based Tourism, Phutthalung Province, Exploratory Factor Analysis
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wuin ArduUsEavsueavuensouUIAdAYnfy 0.89 Fedifiruiilesas (Hair et al, 2010)
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Table 1 The Characteristics of the Respondents.

N = 400

ltems Frequency Percentage

Gender Male 156 39.00
Female 244 61.00

Age 20 - 30 83 20.75
31 -40 75 18.75

41 - 50 95 23.75

51 -60 66 16.50

> 60 81 20.25

Education level High school or below 212 53.00
Bachelor degree 169 42.25

Graduate studies 19 4.75

Occupation Student 66 16.50
Housewife 120 30.00

Retired a7 11.75

Government officer 28 7.00

Firm employee 28 7.00

Entrepreneur 98 24.50

No job 13 3.25

Monthly income (Baht) <10.000 163 40.75
10,001-20,000 108 27.00

20,001-30,000 60 15.00

30,001-40,000 28 7.00

40,001-50,000 34 8.50

> 50,000 7 1.75

2. melnszesdusznaudadisaludesy anediteldlnsgianuduiuses
ngufudsnsvienfiviyurusnonzlnun Sminings Aneisedadenainnisnuniy
lnansiazaiseiifetesiinanliudrinedu wud Aadid MSA = 910 Bartlett's Test of
Sphericity fitudnfAgy Y2 = 3932.421, df = 105 (p < .001) WaR¥I1 VENDANFUNUTTENIN
fulsdanaldvianuaesnguinognsuanssanumindiondnualiessdtfoddgmeaiad
580U .001 demmaeInuNanIsias1sirnvilnges-lulwes-aeafu (Kaiser-Mayer-Olkin :
KMO) fiAwindy 903 duduaiidlng 1 mnemnuivdulsiianuduiusfumnzandiag
thluTinseviosdusznoy wasuansinuvdnddulseansanduiudvosiudsdaunaldvesnis
vioufiermuvuliifuumindiondnvaiuasauduiusseninsud sinnnefgianase
padUsznauld wansinsserudiiusseviedaudsia 19 f fedussansanduius
vouiesdy wul1 lunmsinvuinvesauduiuseyluseduligunnin (r<.183 - r < .780)
fienduussavSanduius 1183 81780 wwneuduiudvesiiuusldiidaniiestunnedu
uUnTINy (Multicollinearity)
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Table 2 The Dimensionality of Community-based Tourism at Tamot District, Phutthalung Province.

ltems Tourists Environment Community
Experience  and Services Products

CBT2 Joined festivals and events .834
CBT1 Experience local ways of life .809
CBT4 Participated in unique activities 799
CBT3 Experience local foods 790
CBT5 Local people were friendly 679
CBT10  Willingness to share information .826
CBT9 Good willingness to help tourists 781
CBT8 Natural environment 744
CBT11  Quality of foods/services 719
CBT12  Good quality of local dishes .694
CBT13  Variety of local dishes .556
CBT16  Variety of local products .869
CBT14  Guaranteed quality of products 847
CBT15  Quality of local products .781
CBT17  Quality of accommodation .609
Mean 4.088 4.012 3.804
SD .624 .600 591
Eigen value 3.709 3.688 2937
Cumulatively explained valiance (%) 24.728 49.313 68.890
Cronbach alpha .900 .892 .834

C- Y

MSA = 910 Bartlett's Test of Sphericity fitddey Inedlan ¥ ” = 3932.421, p < .001

parUsznovdosil 1 Bundenn esrUszneu “Uszaunisavestinvieadivr” eSuiuld
§2 5 FauUsdamdnesdusenousaus 679 i .834 Anlewnuvindu 3.709 A1A2
WUSUTIUS AR AR 24.728 munede aaRUsznoudosdl 1 @wnsaesuieaunlsUsIu
vostoyaldfenay 24.728 FauusiamuaiiiAsatestuesiusznovdond 1 1éun vuRaus
Ussanidl uazTausssuiui (CBT2) IFduiaidyururiosiuegrauiaga (CBT1) ddusaly
AsAnwILazdvauTausssuiesdu (CBTA) ldudausyaunisalenns/ins osd uviesdu
(CBT3) Auluitufiissendelunisotinvioaiion (CBTS)

aafUsEnavtosdl 2 Bendein ssrUsznou “anmwindsunazusnis” esueldne 6
Fuusiiinimtinesduseneudaus 556 8¢ .826 Anleunuwindu 3.688 AAuLUsUTIUTIL
azaniniu 49.313 vanefle esdUsznoudesil 2 amnsneBueanuUsUTIMYRstoyaliTen
av 20.585 fulsiomaiiiendesivesdusznoudosi 2 oun Insudstudeyavesiiosiu
wazSausssy (CBT10) flusnstrewdeinviondiod (CBT9) an1nuIndsun1esssuyivily
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LAZNANITANTUUVRIAINIT: NGFUAAAMNTIUNTOULNY
Environmental, Social and Governance Disclosure, ESG

Reputation and Firm Performance: Sensitive Industries
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Snuszasdlumsiinude 1) ileAnudvinavesmsiamedeyaduduinden
LazUTTENAUIA Yoideeinu £SG veafianisiiddonanisanduaiuyesionis uay 2) Lile
vadeunsdusuysnarswesdoidiosinu £SG vesians Tnengusnegsfeuismannziouly
panemdnnindwissemalnedieglungugnamnssuseulm i 262 Aans iuTIvT
foyanfogiangiudeya SETSMART Aiasssideyalagltadmidmssamn ldun Anady du
Weavunassu Arfesas uaynadeuauNRgIUENTIATIERAUN navaaoufvTiiuand
T uuuiassmsinngiidumaiaumnzauiiveniuldnuina RMSEA Wiy 0.00
A1 SRMR 1317750 0.00 A1 TLI winfu 1.00 wagan CFI iy 1.00 fadviavaauandlfifudi
wuudnasansideiauaenanesiudeyaideussdny #an1s@nwinudi 1) Malauetaya
Fudaunndeu dsauuazmatuguaianmslifiiviwarmansuaznadeudenanisduiuny
yesAans 2) Mmadameteyasudwnnden daunaznisiuguaiansiidnsnaniansase
Jo1dusdu ESG wosAanns uag 3) Foidoasnu £SG vasRanslifiunumaesnisidusiuys
nana drdufuivslugramnssuseulmenslifinnuddyfuunufofuasnsitauaiieniy
ESG insannsaiiudodesd iy £SG vaafiansld uenaninanisfnundedusslovdiug
fvuaulsunelunsimuaulouneiifedesdnde
AdARY: N5 UMWY ESG, Ho188981u ESG, SET ESG Ratings

Abstract

The objectives of the study were to 1) study the influence of environmental,
social and corporate governance [ESG] disclosure, and ESG reputation on the firm’s
performance, and 2) test the role of ESG reputation as a mediator. The sample group

consisted of 262 listed firms in the Stock Exchange of Thailand in sensitive industries.
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Secondary data was collected from the SETSMART database. Data was analyzed using
descriptive statistics which were mean, standard deviation, percentage, and hypotheses
were tested using path analysis. Results of indices to determine whether the path model
has acceptable fit showed that the RMSEA value was 0.00, SRMR value was 0.00, TLI
value was 1.00, and CFI value was 1.00. Thus, these indices all demonstrate that the
tested path analysis model has an acceptable fit. The results found that 1) ESG disclosure
had no direct or indirect influence on the firm’s performance, 2) ESG disclosure had a
direct influence on ESG reputation, and 3) ESG reputation had no roles as a mediator
variable. Therefore, top management in the sensitive industries should pay attention to
ESG practices and presentations because it can improve ESG reputation. Moreover, the
findings will be useful for policymakers in formulating relevant policies.

Keywords: ESG Disclosure, ESG Reputation, SET ESG Ratings
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yhlsiRansussaimansuaranadssiionniatuld (Ubonkrut et al,, 2021) ludndumn
Aamsinwedeyaiilifinunmuazifissmesiaazsiliglitoyadadulafionanls Tnenauniw
vostoyafilifenadmaidodensindulanazifiunuiiuniuvomanisiiiuny sgrlsin
madamedoyasziiamadawenuiivitsnuiiuguairualiuasnsdamedeyans
mwasingla 1wy FeyanisufiRnuuaznamssidunusnumsiauiegnadedudadudoyad
wansliifiufisausuiiaveuresionisfidnedeny quvuLazdsuindey azdmaludinisivg
Fodes w@Suasunmdnualfinuasnanisauenuvesianis (Apiwatphokinkul & Chaiyakul,
2024) WangauAuUTITingIuiidaun1anie

nsiveidssiifluFesnsufiRnuvdnnsidaindounagaiessaudiuanonny
\Fefeuazanulnslaandseu gni fasuuazdmalunsdniuianssumsgsiavesianis
sufisiagauazsnviminanuainnsaisanninadendisreguainyeming densd
Foudussudanadonliifissudiislunaebuadnmdnsaldainvesiantsvinduuddding
senavUszlovimagsiuardinudndne Tnemslamedeyasuduindenaztilugnissusis
Forduaduiundeuueafanisiindu (Cho et al., 2012) warn15idelduefinvesnanisd
unumiluinatssgninamsujunisicdedsaunazanuliusunmanisudstuvesianis
(ELGaraihy et al, 2014) fafunisiinanisihuloviedud swindes deruuazusssnavia
(Environmental, Social, and Governance: ESG) urldazaifindnauaiunsasuuinnssy
N1583198aR1kazUseanS 111913 uYeeiants Ingranisandunuaiudiauuay
dandeuimuduiudidaniniuaudBumgsia Jaazazvoulifiuiinisduiunumis
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gafuarnsaiennAliiudsaniumssidunisliundontufiodnasudstuuasiu (Ahmad
et al,, 2023) L‘W‘IE]%"JSagﬂﬂﬂﬂﬂmgﬂgu%’lx‘iﬁjﬁﬂUiﬁﬁJZS’]’J uaﬂmﬂﬁﬁﬁ]mimﬁmmﬁﬁﬁ’@ﬁ’u
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zuansfednenImmansiuasiounuduudanien1sdueesiants widinisaamulusiu
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agvieuiludniuAsnsoraduliiairsnansenulifduaawndeusnuiu Gunias et al,
2020) uiluszazeninisadinmdnualuazd eldeei Aniu ESG avagyiounisuandainy
SuRaveuveafianswaziilugnsslagasulinamuld

Tunsfnwadstijadiulu 2 Ysadu dssduusnfensfinwdvinavesnsdamedoya
fu ESG uaznan1sAiuauresiants saufsAnuinisidamedeyadiu £SG Afiaviwasie
Joiduadiu ESG vosRans Ussidiuiiaesionsfinuiauduiuseninedeidosinu £G veq
ﬁamw?fqi’mrmmiaeﬂu SET ESG Ratings kagHan1saAdud1unInanis ufanansan
NANSENUNIRTILAEINISLYeInNsDnHedeyasu ESG lBnSnanonanisaniunuves
Aans ey wdudnwlunguanaimnssugeulng Usenoudle naugnannssuduan
QAAMINTIY NALEAAMNTIMINGINTUaENGURRAMNTINEd NN LAz Aoads 1Tlosan
\dungquilanugoulmiinszuiunswaniinansgnuidaausiodwindouazlameaz s
foyasnnnirfanslugaamnssudug esangnanaviauasldsunsinaduangiidm loide
(Naeem et al., 2022) fsfudsannsnthuansdnuuldlunmsfissanamulpganslungs
gaavnssueaulny Mudaduwuimisdnivianislunismnaurunsiniunuiazlome
\Aeaffu ESG iitelléfunisdadusiueglu SET ESG Ratings uazilugausiuasluszozen
uennitlud wa. 2566 Fududusniiiimsdnsuiunederudiiuluguuuy SET ESG Ratings
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fanntusae
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1. Lﬁaﬁﬂw’@m‘ﬁwammﬂm%Lmﬂsﬂ’aﬁdaé’wu?ﬁumé’am FIPuuazUITINAUIe Teldes
§1u ESG Y09insfidnenan1saduauuedionis
2. WenageuunummaduiiuUsnatsvesdedossu ESG vesian1sszninednina
ﬁuaﬂﬂﬁ@mﬂﬁﬁaaﬂaﬁm%qmé’am FinuazussmAuaiifidenanmssdunuyesianis

NUNIUITIUNTIN

NOBAIUVBUSTIN (Legitimacy Theory)

NuiauTeusTTy (Mathews, 1993) auneifeafunisaiiiunisvesfianisazsiag
Julvsgagndemsewmungauniuussinguday mmmmmmmwgmwmaumsmamu
nsdlugsiaveshanisdesmssmuauaanimesdnulaesau fasufanisieindud

wdedlitayafisiduiedomanagnifasnmuawesiansfidseguuiiugiuresaugey
s35umedeny HufoRansdesdamedeyalumenuiinevaussmnumenisesdanulunis
afnsduimdelildsuanuveusssulumsdniuau madawetoyanisdsauuas
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LALAIUAIANTIVBIFIAL ﬁ’qﬁummmqwﬁmm%auassmfuﬂﬂsm%‘mi%ﬁl,mgﬁﬂums
Jawedoyanisdsnuuardwindennind uieuandiifuifanisldnseyiid il ianzan
A0AARBININAINAIAYIIVBIFIAY

e N1saedeygyInd (Signaling Theory)

nuinnsdsdayain (Spence, 1973) a3 uringumsaziidoyadnansiuinning
amu Fetufuimnstionadedyaaliiudamuriuremsgg Weldinamunsufsfianis
Lazunltiusneg vesianisluswianiienaaznsenusiamannindliiuturseanadldlagens
THEmsseninussmavidelideyaiferiunanisdniununietoyasien vesfians fainisi
Aamslamedoyaiuauindey dau vssinAviauazlfoglu SET ESG Ratings Fuidunils
TudowsfiguinisardsdygraludaTdmlidelinauimsduiunuresianmaieai
daundeu dnunazussEniviaieliinamunsuisianisuazuunliusiieg vesianislu
aUNAn

nsWnmedeyadindon dunazussemAuia Yeidesdnu ESG uasnan1sAliuay
Aamseziamedoyaidevimiuaznagnsiiedtu £SG ileatranseeniuludsam

lngianzianislungugnamnssuedamnsuning (Katisart et al,, 2023) gusmisiinuddsy
Fun1351891u ESG lugnuznagnsveadanisii edreiudsednsammnienisiSunas
anuannsolunsviiilsveaians ilesnmsseu ESG amnsnaiedeldiuiouiieadu
NaNSALIUNUIINSEY anuasalunsviilslusseren nmsananudesazainulsl
wiyeulumsdfiunuvesfianis swdsnsilamedeyaduduindenazilugnisiusas
Foiduariuduindenteafian1sfintu (Cho et al, 2012) uaznanisinluaudunsiau
ot dafudadudeyaiinriunsufifvesfionsiiivedeny yrunazdunndonaziaiuaing
Amdnwaififvesianisle (Apiwatphokinkul & Chaiyakul, 2024) é’qﬁ?umil,%l,masé’fayja%a
UtmiAgafuauuinveuredausudanden dimuLarussiniviaszanunsoiiudedes
Ifufansla

auudgudl 1a nsdamedeyasuduindey dinuuazmstuguaianisiidvsnasie
FoidesiuAnndon dnuuazusEmaviavesians

n1silamedaya ESG dawansenudenua@1u1salun1svinmlsvesianis laens
Wamenansaiuauiiu £SG figmesiamsifinnuseulmsiodsuindendmanssnuids
vindemuamsalumshilsuareraifiuyadinatn (Naeem et al., 2022) Hatin1351897u
£SG Tnganiznsnenusnuduiadeniauduiudidindunanisdudunuvesians
{lesa1nn1s91891u ESG Frwanmnulsiaunavesdeya anmmdaudmanausslonisening
JuimsseAugs fievunazdiidmlddudsdug (Suttipun et al, 2023) msiawedeya
Aeafy ESG fnadenanisiniunuvesianislagianizianisifitnamuissduamuly
ﬁamiﬁlﬁmmﬁﬁ@ﬁmmm5&% (Chen & Xie, 2022) n1siUalHeYoyalAn19FIANLALNIT
ﬁwﬁ’uauaﬁ@w%wa&iamamiﬁflLﬁmméuaqﬁﬂmiﬁgqmammazmaé’am (Alfalih, 2023) wagdeya
Reiu £SG Mdmmeeeninaglidoyafianunsaaanisalvnlusuianyesfionisuazaisnse
mansalnsnevausswasmainiigIturlusuianuasfianisld (Serafeim & Yoon, 2023)
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waznIAndunsiiu ESG aulinedoogluiudsduvesinesinansenulufiansuindusavu
(Saithong-in & Promtong, 2023) saunan1siiiumusiu ESG eflmuduiudifeuind
UedAtyeg1asnniuyarnans

othdlsfimuiinanisinuludndudinuinmeziuunanmssdunusuaandoulsid
Awduiusuyan1ianig lnsAanisazddunumsduiunisiiudawnndeniigeniinig
AflunsaunsmiuguanasAudaau (Aydogmus et al., 2022) TIEaANNTURATEUAY
ESG laiflenudusiusfugariianis (Chawawit et al, 2023) Fansdnassiiuasmusiuauun
ieddunssudsauuazdauindensiansznusesanssiiunuvesianisuaztilugana
flsdsvosfovuiianag

auudgiudl 1b malameteyadudaindon dnuuazmstuguaianisiidvinasie
NANTANUUIUYBININT

Yaideednu ESG waznanisAiuay

nseglu SET ESG Ratings \udnanameseufudilusueudsdusazgnihunld
Hushdindedesesianisld Inedeideswesiansiiunumduinasswinanuiuiasey
modenunazaulalUSsunIenIsuUetuveInanis (El-Garaihy et al,, 2014) vﬁ’aﬁgumigﬂﬁm
usuaglu SET ESG Ratings enaifudewnmilsiviligidmlsdesuidodesvesianmsuas
thindasanssuiunuiiluuieswesinasmu

SET ESG Ratings \Junsussiunanisdniiunuiuanusafuvesudsnaansideou
Tnglanuddyfudunndey feuwazussematia warnsinansinduaunianisdudia
lagAZLUUNISINGUAU ESG Hnansenuidsuindananisailiunuvesiulunaiadialmailaein
amuazamulufansifelesssunazanuiviaveusodiny ﬁ’mfu%’aga ESG 994i19n154
SvSnarensUszifiuyaniulaznisUsziiunud ssdusuinamu (Said & EBannan,
2023) #an15U UM U8 ESG ﬁwmwLs?mmﬂ’Lumﬁa%’Nyjaﬂ'wﬁﬂms (Zhang, 2022)
uenaniinanssiiiunu £SG fimvhlnatosnmemmaiuituwezivanimeadeomain
Fefunsldunasnsuasngaedevfiatuayulifonisineg UiulfuesDnmeuunuiod £sG 7
fagtheaaafiosnnuazanmadesueinaiavuarduaiunisidulanaasusandadu (Liu
et al,, 2023) asmlﬁﬁmmamiﬁﬂm%ﬂé’mwudwmiﬁmLﬁaﬂiﬁﬁiwS%aag:hﬁ’suﬁmmé"ﬁuma
Toudfleudiudidsauiuyadvesionts wasmslésussianesuanudaduannsdeame
foyasu £SG Imnuduiudidauiuyadivesiants Fsiansdsunsdadusiuvdeldsunata
odwalFoifumuRiuannty (Chawawit et al,, 2023)

auuRsuil 2 Yeudesdnu £SG vesRan1saxiivEnadenansi L iunuYeaRanIg

IINNTNUMIUITIUNTTUNUANLFUTUSIULA Az 1Y TuRe AuduRussEnInens
Wamedeyadu ESG Auteidsafiu ESG vesians auduiussewinamslawedeyadiu
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Figure 1 Research Framework
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nausegslunisinuassiae uisnaansdoulusanavdnmindusssmalneiiog
lunquanamnssugeulmingdedingugramnssugeulniain Naeem et al. (2022) lnangu
onamnssuseulmaziinszuiunsndniifinansznuifeausedsindendedesnisaziliameg
uazsenuteyannnitfanslugnamnssudug Wengnaaviauazlfiuusanasuaingd
duldidaiAviiulszansamdudunnden deilduiu 274 Aansanngugnanvinssudud
QAAMNTTH 19U DIULUA TaReMAIUnITILALLASEIINT NTzAIar TaRM SN UTIiuel
Ulnsieadluasiallduel mdnuazkdnindilany dHUnquanaInnIsuningIns 1wy nasuLas
asnsyUlnn mileaus uazngugmavnsIuedamiuminduazneaine 1wy 13esdnsuay
gunsal USnsSumnneasne Jagneasne Waunedwnsuning laenduiieg1eazsesiitoya
Fulsasudunniafildlunsifouasdodldifufansssiannomulasiadsiiugiunay
nosusmedwnIundnduaznomsadifionsamuluedmiunindidesmnngudsnand
Tnssairauardnuasamefiund1sainiansdusiuau 8 AanisuazAanisia waiomane
ngARnN58ovedansnda 4 Aans ldinguiiegeildluns@nviianuasanie
117w 262 Aanns dadl

Table 1 Sample and SET ESG Rating

Industry Type Sample Number of Firms in Percentage
(Percentage) SET ESG Rating
(Percentage)
Industrials Sector 89 (33.97%) 23 (31.08%) 25.84%
Resources Sector 67 (25.57%) 22 (29.73%) 32.84%
Property & Construction Sector 106 (40.46%) 29 (39.19%) 27.36%
Total 262 (100%) 74 (100%) 28.24%

31N Table 1 WUIMNAUAIDE1991UIU 262 NAN15ingag lUNAUAAIMNTIUAUA
gnaMmNIsNIILI 89 AvnsAeluesay 33.97 NqUERANMNITUNINGINTIIIL 67 AINT5AR
Judesay 25.57 nquanamnssusdmsunsnduasnoasadiuiu 106 Aanishndudosas
40.46 Vingusegnald¥unisdneglu SET ESG Rating Vamuadiuau 74 AansAnduiosas
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28.24 vasianvanualasAanislunguaudgramnssuldunisdndudueyly SET ESG
Rating 911w 23 Aansanludosas 25.84 Aanistungunsnensliisunsdndudveglu SET
ESG Rating $1uau 22 Avnsaniluiosas 32.84 uasianslunguedwmsuninduaznoasng
Igsunsdnduduedlu SET ESG Rating $1uau 29 AansAnilusesaz 27.36
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Waketoyan 1y ESG Uayan15danayu SET ESG Ratings ¥04an15bunaianannine wis
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1. msWamedeyadudsindon dnuuarusssmAuia (Environmental, Social, and
Governance Disclosure: ESGD) lngdnvhuuuifunisilanedoyadi wauduf safunis
Dawneteyamuusziduteyadudunndey daunazussiniviadaaonadomugiions
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1.1 Fudwinden Uszneusdie Aun1meIn1A n1siud sunvasaningdeoinie
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1.2 udeny Usenauie YUYULAENA1 AIUNAINYAIEYINTNIIY 938555UUAL
nMsUfuRnu quamiazaanady Nuuysduaznisianaiadlagumuitedany sy

1.3 #1us5501AU18 Usznoudig Ml 8ad1un15A5I9d0ULAE NI U LA
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Uaflormudsdunaznsmsaiwmiosnnznssns udu

fatituunliaziuunadamedoyalundaziiteminiu 1 azuuuminAanisiinng
Wamedeyanuiifusuarlssuasuiuumiiiu 0 azuuumnianisifinsdamedeyaniny
FafunuidvuauazfuumaziuLNsdame fo

ESG Disclosure Index = Azuuuiiu3smlssy

AZLUUEIAR

2. Fordvadinu ESG 1@37an"3 (ESG Reputation: FRE) fmuslinsiinanisgnineglu
SET ESG Ratings vanainnanninguiausewmelng lasdrianisgnineglu SET ESG Ratings
quualiviiu 1 wazdug Wi o

3. nan15A NI LLTaAINS (Firm Performance: FP) Suuamnslunisiauariananis
fuduauanyuuemanstydd adunanisdidunuiagiuvesionis waznsianaly
yseaNan st iununmsmatndadunsianaluyuuesvesiidulidefiussfiunanis
dufuauvesianislusuian nsnanisiiduanunensaaiaideutanldlunsioua fe
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1. meleswideyaiiuglagliadfdmssnuniietuniadamedeyadu £56
oglu SET ESG Ratings wazwan1saiuau léun Anade drudsavumsgunazafosas

2. MAAUANADAAG 89YBILULAANTTITE T UToYALTIUTEANEAINAT SRMR, RMSEA,
CFI, wag T Feilmnumngauiosaindanulwionisssylnnaianannuaziinalsefuys
WVSNFeUBUTI Hu & and Bentler (1999) LLuzﬁwdwmagmﬁmﬁﬂ’mﬂuﬁa SRMR < 0.08, RMSEA
< 0.06, CFl > 0.95, kag TLI > 0.90 LﬁaLLamﬂﬁLﬁudﬂmmamﬁ%’sﬁmmaamﬂﬁaqﬁ’u%gaL%q
Uszdny

3. VINADUANNAFIUGAIY Path analysis lnsflaun1siAsisn Ag

MFPy = Bo + B1ESGDit + Eitrovrrrererroeee (1)

FRE: = Ro + R1ESGDit + e 2)

FP: = (o + B1ESGDy + B2 FREx +&innn... (3)

=
WNANIIANEI
a ¢ Y dy v
HANIIIATISTAVDUALUDINUY

Table 2 ESG Disclosure

ESG disclosure categories Total Items Disclosure items Percentage
Environmental Disclosure 51 28.49 55.86
Social Disclosure a5 36.38 80.84
Governance Disclosure 57 43.84 76.91

Total 153 108.71 71.05

970 Table 2 wuiniiseiiiugiu ESG fiasinsidamelnsnnsiuisunsiuay 153
Usziituusioghalsimuiinisdaweiadesiuay 108.71 UssiuAndudovas 71.05 9asUsziiuy
fsoadawme Tnenuirfensiivssiuiiasdawesudaindeusiuiy 51 Ussiiunazinig
Dawmeiadsduiu 28.49 Ussiiuaniudeua 55.86 Tusudsnuiiuseiiud msdawesiuiy
45 UssifiunasinisUameiadesuiu 36.38 UssiiuAndudovas 80.84 wazduussemivia
fiussiufinsUamesiuiu 57 Ussiiunasimsdawenissiuiu 43.84 Ussiiuanduos
ay 76.91 s?fa%wud']ﬁamsﬁmiﬁmLma%’aylaéhué’mwf'faL?{mﬁ’ummumﬂwmaﬁuaqwﬁfﬂmu
WusTTINarMIUURIIL guamazaasnds Nuuywdlagnsinnssldguniulile
Fapunnfign sesaunianisamedeyasriuussvniviad ai eafvesdusenouves
AMEATIUATT N15TYATNDULNUVBIAULATINANT AIIUNAINNAIBVDIAENTTUNITUAY
AU3ms AuluBassuennenssunis Msassmuaznsiiugua sysunAvnaiionudadiy
WAZNNTATIFILRUIYBIAMENTIUNT LLaxLTJ@LNaﬂaaﬁqmﬁaé’m?umé’au%qLﬁmﬁ’uammw
21N m'ﬁLU?{auLLanaquﬁmﬂm NANTENUABTYUUTIALAYAINUNAINNANENITINN
msdanisiulindsnu nisdanisvende nisdanisvhddgununagnisdanisdiunisld
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Table 3 Descriptive Statistics and Correlation Matrix

Variable Mean Std. Deviation Correlation Matrix
ESGD FRE FP
ESG Disclosure (ESGD) 0.71 0.21 1
ESG Reputation (FRE) 0.31 0.46 0.376** 1
Firm Performance (FP) 0.99 0.39 0.101 0.119 1

** Correlation is significant at 0.05 level

910 Table 3 wuiRINsEA LA TTAeToNA ESG AMmSamvniy 0.71 uandlyt
windAamsinmssndunisuazsdamedeyadiu £SG unnirAmisvesdseifiuiinanisms
Dameuaionsdnldadasdiunisdndudu SET ESG Ratings fidadsdeidusriu ESG vas
ﬁﬁ]ﬂ’]i%ﬂ'ﬁjﬁﬁ]ﬂﬂﬂ’]iﬁﬁf\]ﬂﬂ’igﬂﬁofma%nu SET ESG Ratings iy 0.31 @efishunulafunniinugin
Aansazeglunquamavnssuseulmiiinmsdidunuiidmansznuseduindesuasdny
Tnonsmiaidugaaulagnaaniuazldfuusanaduaingddulidsvesdanuii oafy
UseAnsnndudandeunnnitfanislugramnssudug uenanianisianadenanis
ALluaLYeeAaNITAY 0.99

Anduuszdns anduiussenineiudsialiiu 0.8 nafuusiudeldddoym
ANudLTUS SEMIneiauUsBasE (Hair et al, 2010) Tnefidaudsdeldssiiu ESG veafansdl
AuduiuslufiamauIniudvinisiUamedoya ESG lunmsy

HanTAATEidayaLianadauaNNRgIy

1. HanAaouAI1NADAAH B9YRdlUAAN1TITuiudoyaldaUsedndnudnd1 RMSEA
Wity 0.00 A1 SRMR 117U 0.00 #i1 TLI AU 1.00 wazan CFwindy 1.00 Fadulumny
YouuzihA1gadafin5.duves Hu and Bentler (1999) uansliifiuinlananisisedaiiy
donndasiudeyaidausydnyg

2. MINAABUANNFFIY

Table 4 Direct Effect, Indirect Effect and Total Effect

Path Direct Effect Indirect Effect Total Effect
b B b B b B
ESGD=> MFP (H1b) 0.122 0.066 0.066 0.035 0.188 0.101*
ESGD—> FRE=> MFP 0.066 0.035
FRE=>MFP (H2) 0.080 0.094 0.080 0.094
ESGD=>FRE (H1a) 0.824***  0.376%** 0.824*** 0.376%**

*** Significant at 0.01 level, * Significant at 0.1 level

910 Table 4 wansiiAsIzsinadouaNLAgIY 1a Msilawedeyadiudwindon
”mfuLLavma*@fmﬁu'1aﬁé‘m%wamqmﬂuﬁﬁmqmﬂﬁfa%aLﬁmﬁ’hu ESG ﬁuaqﬁamiﬁ'svﬁu
Fad1deydt 0.01 WuAeAensfiduiunisway Uaketayanagnsiay nanseLduu ety
Aaunde aamJLLaumswamaaummmaiwm58amiﬂ,umﬂmu'ﬂ,ﬂamﬁmawaLaawaa
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Abstract

Promoting knowledge in developing furniture products to align with market
demands, while utilizing agricultural waste, serves as a sustainable approach for local
businesses. This research aims to (1) study market demand trends for furniture made
from sugar palm wood, (2) develop and create product prototypes, and (3) transfer
technology to the community. A survey of 400 participants revealed that most
consumers are females aged 21-40, engaged in business occupations, and make
purchasing decisions based on product attributes with an average score of 4.00.
Consumers showed the highest interest in living room and lounge sets, accounting for
60% of preferences. Product development prioritized functionality and quality, including
testing upholstery fabrics enhanced with nanotechnology for dyeing, water repellency,
and fire resistance. Satisfaction assessment from 400 participants indicated high approval
in terms of utility, aesthetics, price, value, distribution channels, and marketing
promotion. Marketing strategies should focus on showcasing physical products and
online sales. Finally, the research successfully transferred knowledge and technology to
community enterprises for commercial production.

Keywords: Product Design, Product Development, Customer Need, Palmyra Palm Leaf
Stalk
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MALAUA NAUAIBEINAININIINATINNOY Krejcie and Morgan (1970) Tnerhuuadisyiuany
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duuUU Stratified Random Sampling nsiAvdayalduuvasuauiwamunduainnisdne
Assaunssuiiieades Tneutadu 3 dw léud 1) wofinssunisde 2) aufimelasendniost
3) Anudeenislumatn sauvienun 20 4o uuvasunwldSunisaTIRaUAIAIILTIBIASY

(Iindex of Item Objective Congruence: 10C) lnggidia¥ey 3 vinu AAUEBAAGBIBEN 0.98
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warfiAnmnuidedie (Cronbach’s Alpha) Winfu 0.949 nanzuuuadswlanaidu 5 sziu
lawA Aun (4.51-5.00), # (3.51-4.50), U1unane (2.51-3.50), Haey (1.51-2.50), LLasﬁaaﬁq@
(1.00-1.50)
2. MSNAIUILUIAALAZNAaBULUIAA (Concept Development and Testing)
nansdsathuimudundn susisuiuy Tngesnuuugamestaeslinisalaun
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3. miii’]EWlElﬂWIﬂIuIaﬁLLa:a\iﬁﬂ’J’mi (Technology and Knowledge Transfer)
finsanenenssdnuFingulaviagusuluiunisesnwuy nMsndnwlesiesly
mamalaun wagnsiauiymesied iensuausinuieinsveinanLaziiiuniy
fatulunsiaundn o

HaNISANEI
wansAnwILUseanidu 3 drumdn fe 1. msaiiaunfn msndunsesiaznisuszidiy

wnAnYeINARSNI TINTemFlenziiieannagnsnissnaa emvesisnsnaa 2.
N1IRALILWIAALAZNITNAFBULLIAR) lagoankuukasTMUINaAduelnes dirasldn1g
malaun 3. deneamaluladuazesdmnuiliiamisgusy uazgusznounisiavla lned
Twazondel

Msa e MIndunsestaznsUseiiuinAnvesandam smfmsiinsgiiile
fanagrimensmaaiiomtesmamsnaiatiu vilasnisdmagesnmstedudesines
nlienalaunvesuslan wazdnssingnssuduslnauiuuaeunulaglavinnisiiu
Yoyariievriadelummunguuuundnine waznagndsunisnaindiuau 400 fog1s Tavdl
HansAnWd Table 1 SseaziBondsl

Table 1 General Information about Respondents

Number (person) Percentage
Gender
male 125 31.25
female 275 68.75
Age
under 21 years 22 5.50
21 - 30 years 152 38.00
31 - 40 years 128 32.00
41 - 50 years 61 15.20
51 - 60 years 31 7.80
60 years and above 6 1.50
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Number (person) Percentage
Civil status
single 248 62.00
married 111 27.70
divorced/widowed a1 10.30
Occupation
businessman 51 12.75
Government official 54 13.50
employee 38 9.50
state enterprise employee 29 7.25
farmer 21 525
trader / vendor / merchant 55 13.75
business owner / entrepreneur 118 29.50
retired government official 2 0.50
university student 31 7.75
student 1 0.25
Education level
under bachelor’s degree 66 16.50
Bachelor’s degree 267 66.75
bachelor’s degree and above 67 16.75

nnteyarhlvvesiuilaanuin fuslardalngidumavdsiosar 68.75 uarlagsd
mq(??m,wi 21 -60 Yuansbiiudnquiuiinadiulngaudiyaes wagvhauluniegsie ned
naMsiATzingAnssunstedudinesdnesnnlimnalaundldvhmsdism aelfinasi
Snwazvesdudesiinesanlinmalaun anuiideduduresdnesinlinmalaun
Pranalunsdedudinesiinesinliniwmialoun manavesnsdndulatedudinlesinns
nliemalaun n1sfuitoyatmaafeiuaudnmsteduduresinesanlimmialaun
1 Table 2 uaefinamsiiaszsitadedanldlunmsdaduladodudeslnesainlinig
pralaun ndeyaseiuanuianelalunisdodudianlinimalauavesnguiiogi sy
Uszneuse surdnsag dusian fuanufinisdadming fumsduaiunisnain laed
nsimunszduaufiavelalumstoduiantimemaloun 13 5 = sanfign 4 = an
3= Umunane 2 =tvey 1= tesfign nquiiet1wenisisevanunsiuiu 400 Au i
uansHan ATl Table 2 uas Table 3 fail

Table 2 Analysis of Consumer Buying Behavior for Furniture Made from Palmyra Palm Leaf Stalk

Number (person) Percentage
Product type
- adinner table set 125 31.30
- aliving room set 93 23.30
- areading cozy set 126 31.50
- bar chairs 54 13.50
- others 2 0.40
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Number (person) Percentage
Sales locations (Place)
- shops in tourist areas 74 18.50
- furniture stores 203 50.70
- manufacturer's shops 123 30.80
Purchase Period
- pre-festival periods 119 29.75
- during religious festivals 50 12.50
- before traveling 68 17.00
- for everyday use 163 40.75
Reasons to Purchase Furniture*
- readily accessible 153 38.30
- reasonable price 154 38.50
- support to local products 187 46.80
- the product has unique and attractive appearance 161 40.30
- the product has both quality and reliability 138 34.50
- the product has unique and eye-catching 79 19.80
Perception of product information
- friends/relatives/Acquaintances 136 34.00
- radio 20 5.00
- internet 120 30.00
- billboard 61 15.25
- member groups 63 15.75

*The total number of survey responses exceeds 400 because respondents were allowed to select more than one

reasons To Purchase Furniture

Table 3 Satisfaction Assessment on Marketing Criteria for Purchasing Products

Percentage Mean Level of
5 4 3 2 1 X Satisfaction

Product

- utilization and quality 4750 2750 1400 780 330 4.08 high

- raw materials used 4400 3550 1400 430 230 4.15 high

- pattern design and color 44.00 3550 1450 550 1.00 4.17 high

- attractive appearance 43.00 3480 16.00 4.80 1.50 4.13 high
and product varieties
Price

- reasonable price 39.8 3330 19.00 550 @ 250 4.02 high

- price negotiable 40.50 3330 19.80 430 250 4.05 high

- clearly displayed price 4450 3350 17.00 430  0.80 a.17 high

tags

LR T A T A RV R D B R Y N PR N g DN A TR BT
WUGHA 3105251903 Lazae




Percentage Mean Level of

5 4 3 2 1 X Satisfaction
Place
- many distribution 40.00 2950 2250 6.80 1.30 4.00 high
locations, easy to find
and purchase
- cleanliness 3750 3650 1930 4.00 2.80 4.02 high
- convenience to access 39.20 3290 1930 7.00 1.50 4.01 high
- product display is 41.50 36.50 18.00 250 1.50 4.14 high
attractive, well-
organized, and easily
accessible
- sufficient and convenient  39.30  36.80 1850 3.80 1.80 4.08 high
Parking availability
Promotion
- staff available to provide ~ 41.30 3480 17.00 530 1.80 4.09 high
product information
- product brochure 41.00 36.00 1850 280 1.80 4.12 high
- discounts and 39.00 36.80 1850 430 1.50 4.08 high
promotions
- product demonstration 4130  37.30 16.00 4.00 1.50 4.13 high
- advertising and public 4200 36.80 16.00 3.80 1.50 4.14 high
relations
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Figure 1 Table Dining Set and Table Stool Set Bar
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Figure 2 Print Patterns and Wooden Batik Blocks with Laser Cutting Machine
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- MsnAdeuNIsagvieulIdmsulIUwesiiees u1nsgIu ASTM D 1230-22a : For
Flammability of Apparel Textile sgauni1svinnisatulul fegrefiladvinnisdndneiu
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Figure 3 Product Prototypes
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Table 4 wagTable 5 vinisaguauianelaseguuuinesfiaosnimiavesyuvug Ui
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ApTIzRAENUTEANSaNdNRUS Spearman Correlation Tu Table 6 wag Table 7

Table 4 Satisfaction Assessment on Marketing Criteria for Purchasing Products (Product prototypes)

Percentage Mean  Satisfaction S.D.
5 4 3 2 1 X levels
Product
- modern design 388 440 129 31 12 416 4N .851
suitable for use
- sizeis suitable 414 390 163 19 14 417 4N .869
- easy to maintain and 373 385 189 36 17 4.06 {n .924
repair
- safe to use 404 433 108 38 1.7 417 4N .888
- convenient to use 428 419 120 19 14 423 41N .839
Utilization
- durable, strong, and 433 419 103 26 19 422 4N 876
Load-bearing capacity
- Easy move 40.7 411 152 14 1.7 418 N .858
- long-lasting 471 395 100 22 12 429 4N .826
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Percentage Mean  Satisfaction S.D.
5 4 3 2 1 X levels
Aesthetics
- elegant fabric prints 462 388 110 29 12 426 N .854
- colorful fabrics 450 392 124 17 17 424 4N 857
- attractive appearance 440 423 115 12 1.0 4.27 un .185
- product unique 455 400 117 22 07 427 un .806
Price
- reasonable price 428 411 127 22 12 422 un .837
- set the product price 385 364 203 36 1.2 407 un 914
high
Place and distribution
- exhibition/showcase 404 371 167 45 1.2 411 un .923
- online 347 368 177 84 24 393 41N 1.035
- manufacturer shops 368 440 136 33 22 410 bl .908
Market promotion
- advertising and public 287 232 244 222 14 356 un 1.164
relations
- discounts & special 266 275 2715 167 1.7 361 un 1.099
promotion in festivals
Table 5 Summary of Satisfaction Levels on Marketing Criteria for Purchasing Products
Mean Satisfaction S.D. Priority
X levels
- Product 4.15 high .874 3
- Utilization 4.23 high .853 2
- Aesthetics 4.26 high .825 1
- Price 4.14 high 875 4
- Place and distribution 4.04 high .955 5
- Market promotion 3.58 high 1.131 6
Total 4.06 high 918
Table 6 Result of Kolmogorov — Smirnov testing
Kolmogorov — Smirnov (a)
Statistic daf Sig.
Unstandardized Residual .082 418 .000

Note: a Lilliefors Significance Correction

LR T A T A RV R D B R Y N PR N g DN A TR BT

WUGHA 3105251903 Lazae




Table 7 Results of Spearman's Correlation Coefficient Analysis

Satisfaction on product prototypes Y(r)
1. Product 770”7
2. Utilization 744"
3. Aesthetics 690"
4. Price 751"
5. Place and distribution 3717
6. Market promotion 834"

Note: *significant at the 1%
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Figure 4 Knowledge and Technology Transfer to Ccommunity Enterprise
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Abstract

This research aimed to investigate the factors influencing consumers’ purchasing
decisions of food and beverages containing cannabis in Mueang District, Songkhla
Province, an area with high economic and social growth, where the number of
restaurants and beverage shops using cannabis as an ingredient has been increasing. The
sample consisted of 250 consumers residing in Mueang District who had experience
purchasing and consuming cannabis-infused food or beverages, selected using a
purposive sampling method. The research instrument was a questionnaire that had been
tested for validity and reliability. Subsequently, the data were analyzed using statistical
methods and causal relationship analysis through Partial Least Squares Structural
Equation Modeling (PLS-SEM) to investigate the cause-and-effect relationships among
the variables. The findings revealed that health consciousness, product factors,
perceived financial risk, and perceived social risk significantly influenced consumers’
purchasing decisions regarding cannabis-infused food and beverages. The results of this
study provide valuable insights for marketing strategy formulation and product
development, allowing cannabis-infused food and beverage businesses to effectively
address consumer needs. In addition, the findings enhance competitive advantage and
promote sustainable income generation for businesses as well as the local economy.
Keywords: Cannabis-infused Food and Beverages, Purchase Decision, Attitude, Health

Awareness, Social Risk Perception
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augnldigylunesnisunmduazmayd dwabigusznounisueniiulonalviniegsi
Tumsiwuuasmhendndusiinoulandvsluguguamuagladaladvesiuslnayalvsl
(Ministry of Public Health, 2020; Thairath and the National Food Institute, Safe Food
Project, 2024)
ngmnglngliilalemalifuszneumsanusaimuionsuaziedsshuiildunas
yesfyvuiioarsyarfiunaasugio uddesufoinm dotmunograduan wu nsld
zadwfinguIngeyy e NMIMUANUIIIMES THC uay CBD Tridulumuinasiddmun
uagnIsuansaanioufidaiau el funadimafamuuazyfulseulsuvieiiiodostuilym
dspuuaraunindiorainduainnisuilnandnSaeidd g dudiusznoy Tudied na.
2567 mmmmﬁmﬁ’m%mmmazLﬂéaa?{mﬁﬁdaumammﬁ’mm (Cannabis-infused Food and
Beverages) inmsifiulnetheraifowislussiuananazseiussna Tasanizessdslungu
wanfausiiiunsuslaalaglildnisgu wu vuy 3oy wasndnfusiiiequaining q 3
léf%mmﬁaw,ﬁwfuﬂ'mﬂwLLamm?{uﬁaﬁmqmmw (Health Consciousness) wagn13iln
nfsveanguunsluualssma naine1vIsuazial 0sf uiiddunanvesign (Cannabis
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Edibles and Beverages) fiuualdunisiivlneg1emewi oesialan Taelud a.d. 2024 nan
cannabis edibles fiyafUszanm 12.3 fuduaeaaniansy uazaininanduduiu 14.8
fiuduaeaans T 2025 wazgeds 54 sWuduaeaand nelud 2034 sy Sasnsivlaiede
moU (CAGR) Uszunau 15.9% (Global Market Insights, 2024) vauzfina1n Cannabis Beverages
flyad1Uszana 2.04 Wudueeaans lul 2023 wazaiaitazvenednlu 3.09 Wuduneaals
nelud 2024 (Fortune Business Insights, 2024) nsiaulassnaniagiousuulliuninuioy
vorjuslnadisjaiiunan s Ready-to-Consume uag Functional Food @ 4mauaunsiafiu
FUAN ANEEAINAUIY Laznsaunany laglnglungy Jegunazievinau

dwfulszimalne Jeyaain SPACEBAR (2567) seyin yadwmanadnyuing Tut wa.
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43,000 a1uum aelul 2568 lnangu o msuaziAsosny [unilslumnaiiisnsinisueo
asgn 081dlsAmn Sgunalneusznimnimsnistmilud 2568 lenruAuAISILNENER 9]
Fyvieg1aduainuind u laemuualdyd onnaudosdlususesainumme (Medical
Prescription) ﬁm%’umﬁamﬁmﬁmsﬁﬁ’aﬂmﬂﬂﬁzmw FaRTNIFINE 1T 9dINANTT LR
fusznountsiigadunanfuilnaialy wazenaviililassadanansiimaasuulasaididy
(Reuters, 2025a; Reuters, 2025b)
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ffy1 (Cannabis, sp.) Lufivdugnlunad Cannabaceae fislundnanuaznendiles
Ingvananinaguazileazegauazsiu Ayviinsiiluldusslevidnannvaneadi dauldvinduy
To snldduufvannszgnuazin dluiaztenenimadouisliguiiiofnunlsauimiu
AMUAY wazuse A wdnansdduie wadlslasuauunduea (THO FwiliAne1nis
wauinay Sudufivddouldfsludrudunuinis nsuwngmadeon uazeuidenisadin
(Ministry of Public Health, 2020)

91913UazA3 09 N Ndunanva sty Tulsenalneesygnlildianizdiud
ngusnefvun W Tu 510 Asiu waziden Taelsifivenenudoans THC TuuSuaigs wiewli
anUsglomiiugunmiazayulns meldnsmuaueiadunaamnmsnuiifetes
dlinnuanznssunsesLaze (e8.) e ulasadouazarmidesiuvesuslan (Food
and Drug Administration, 2022; Medical Cannabis Research Center, 2021)
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LUTUALALUTWANT %aﬁqmaﬁiawqaﬂiimmie‘??al,t,azﬂ’lsﬁiﬂﬂ wasfinwvinuagse fiAuARAIY
nsfuianudile nssuiuazaudniuresiuslaafetudoyauasanuiiiivondnsiaei
91NsuazlAS BsANTTdILnaNYeIi Y MruaRdIun1sTuiAaEn ArwdAnuazanande
Yo uTlnadendndue 1y anunely auauisla vseauinia (Kotler & Keller, 2020;
Schiffman & Wisenblit, 2019)

nsaszuiindifeafuguatw seduiyuilnainnisnsgiviediuunlusiifingAnssaly
Tunmsasasuguaasaaiuguamnanundefia faunnnunfuroyaamsaumanuguaimn lala
Foamsguagunmveanuies dnginssululumsiidneguaimunntu laun msidenavisuay
Lﬂ?aqﬁuﬁm%mmmﬁzmwﬁmaqﬁumwmmm (Hoque, Alam & Nahid, 2018; Tran et al,,
2020)

nanfal Tunsmseaiavuneis dsiauevielitunanauiioatraninumelaliii
HUSLAA lainaududanes, USnns, Uszaunisal, @aonufl, mnuAn M%@LLﬂﬂisﬁ'mﬂﬂa NARNA N
funumdrdglunisadriyarliiuguilaauazdislunisudaduvesgsna (Kotler & Keller,
2020)

A1 BsmaaiagnagrsnsaaaiililunmssmhendadausiomsuaiaTesud
flarunanveatyn 1wu nsmasanlsludy viensadiemnuunns@essian (Kotler &
Keller, 2020)

ns¥uianudes Aelonaiivgnisaiidsavasiinduuazdmanonisdndula 39
asoumquuatsdiu liua anudesdiusiante : anudululdiguslanazldsusunsiose
Sremensoguamatnnsldauduaruinig Tnslamzems indesdu 81 viegunsaliig
arudsadunsity | erudululifesgadsiundeldiefuaadotonioldauduey
U35 Anadssiiudeau : mnudululdfiasldfunanseumedany wu msgniansalnde
FRFAUIINAUTBUTNS (Schiffman & Wisenblit, 2019) wil Schiffman and Kanuk (2007) ag5¢y
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nsenaula (Decision Making) wuneds nszurunislunisidenmadenuilsainuans
yadeniided fuslansinazdnduladendudmieuimslnedanteya arwd munde uas
Todrinvesaniunisal nsdnduladadunszuiunisdrfynisludslavesiusinn uazinase
wqaﬂsimmi?ga?mé’wLLazU%mi (Kotler & Keller, 2016; Schiffman & Kanuk, 2007)
FHeiingates

firuad (Attitudes) Ao nguvesnale Audn uasnginssudidsied lndmile
(McShane & Von Glinow, 2007)

NiAUAAA1UNITTUZAINY T vineds anuaunsalunsiiauiiazaudilaun
Fauvasmdeusuuss iedulanm oSune uwaziUisuiivuiesim Teifiaais visaufniiu
#1949 TudanisAanuuazvenenudsfiddnvaradeadeiuld (Rajan, 2018) 11uideves
Suthanaviroj (2024) AnwiruaRiagmsdaduladeinioshueadliiuoanosedlunganme
wudﬁﬁﬁuﬂaéfmmmimmLﬁffﬂf\]ﬁéwﬁwaﬁiamiﬁmﬁﬂﬁaaeiwﬁﬁsﬁwﬁ’zy vuedl Phetploy,
Tangsanga and Pipattangangkol (2023) #u11 ﬁﬁuﬂaLﬂuﬁa%’sﬁﬁmﬁﬁmaﬁiamiﬁm%ﬂﬁ)éﬁa
nunaniyululszmalng ann1smunIwissunssuainanasuladniauaisoiunisius
mmLmiwwmwmawqmmimmimauiwaaumLLaummiammammmwmwmu

FuyAgd 1 deseduiauaddunissugarudalednaifevanganisinaulade
o1nsuaznsesuTiy Y Tusunsuveuilonlusmiaana)

simuAdA1uN155UAIMFAN vineds annerseUsraunsalnieludalafiinainnis
povALeIAod I NS eUsTaMANNA aniinganiunszuIun1suiiazaufn
ANNIANANNTALEAIRONIINAIETULUY 1Y AINAY ALLNTS AMUNGD T8RN Lazdl
HasongAnssuwazn1sindulaveayana (American Psychological Association, 2020;
Damasio, 1999) 11U398989 Wattanathanakorn and Panduramphon (2019) Wu11 yiAuA#
AUBITNAL/AUTAN LU muule fnasenisinauladewnsosiunau ity -Tyvdun
nsainme Tuvnuedl Wutthipanyakom (2020) nuin Visuadseiiievinanfisiisnswadauande
nsenaulatenansios MnITEdRunuITruaauAusdnvesiustnaduladud Aty
finasomssinaulatedud drduaunsotinadisauuigitedd

FuyAgIud 2 tededuiaundsunissuinruiininaideuandentsindulados s
uasinSosiuiiTsy v Tudunanvesuslanludminasa

nsnssminifgauguntw wanefs g usagela uazaansavesyaraluns
e hle Ussidiu wazuszgndlddeyasuauamiledadulaguanuiesuazdaadunmunim
730 Yadudunisnsenindgunmisvinadonisdaduladovesfuilae suiseves
Chunahatcharachai (2022) wuintiadesumsldlaguniniinadenissindulagevusliyniie
avamweauilaaderaulungamm vaeflnuwes Maneechok (2022) wui1 nmsnszwiin

Taduigsanvsuesnisinduladennsuazinsesnuiildiunau iy yvesuilnn
aden aaegln 25y nedu wagdandad Junded




Frugundssadenisiadulatednaliadaiuresiuiloalungunn uasUumma 210
siddowai uandiifuinmansendnidugunmiiunumddgeenginssunsdnaulate
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quyig1uil 3 Sadedunssenindifeaugua mikaideuandenisiaduladooins
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(Kotler & Keller, 2016) 91398989 Jaroonlakkana (2022) wuin Jaduaunand sunildnsna
Gfamié‘fmﬁuslaﬁ?iuaamﬁﬁﬁﬂumuﬁﬂu%’mazma%@wQU%Iﬂﬂi’&Jﬁwqwuiuﬂzawaw uay
USumma Unugflaruves Submongkol (2023) wuin dadedundnfusidsmadonginssunis
FaAuladendnfusiomuaziadoshuiidussfusiduiinsdedwindon anwanisive
fanann uansliiudradedundedasiiunumddydenginssunisiaduladevesiuilan
FeanmsnilVassaunfgiuidedsd

ausAgIuil 4 tesedunansusidnaidevandenisinauledoemsuazinToaduiid
Aywutuanmauvesuilonluiminasma

$1A7 Maneds Snuliuviermeuwnudy q Mdgluifenantunsdudvemield
Aufm3ouInis (Kerin, et al, 2006) 9InNsnuNITIANTTY Nuiranduiadud A
5w%wamamamaﬂﬁammﬁﬁiﬂﬂ 1uAdeve3 Chonchai (2020) Anwinisinduladeviwald
wioudumsnsuamluiwiasay wuin Jededunadmwasdonisinduladossnaiiteddny
wauedl Kalaya (2023) wuin Hasedusaiisvsnanensinduledonandausiensiasuneaan
auluiruazninde 7-11 vesfuslnalunsarme 1neuddemdrd wandliifiuindadediun
aftunumddnsenginssunsdndulate Jeamnsailuaiisauufguitedsd

auyAg il 5 aseduminiinaideandenisinduladooimsuazinSosduiiiinyy
iugaunauvesuslnaludsningivad

nsfuaudes Ao nszurunisityanaiealeniaiiaziinaademenesianme
39la viSeNSNEAY MNNNTTOHAR T lnganfeuszaunisalauuama (MBASkool, 2017)

n155uFAFeaduT1an1g mneia mnudnavsernundwesuslaaiiidedinns
UILNAFUAYITEUSNITUNNRE19919M 0 LT ANSUATIEVTBNANTENUABAUNIN LYY DINTTUA a3
anAng wselsafiiigadestuansadlunansugomsuazias oy (Jacoby & Kaplan, 1972;
Schiffman & Kanuk, 2007) 414338994 Prapasai (2014) Wu3n ﬂ’]i%’Uiﬁﬂﬂﬂm?{Iﬂ\‘iﬁNaﬁi@ﬂ’ﬁ
dndulatondndusiomnaiuiioguamuasuilnaluaangayme anefleiures Mansak
(2023) wui1 Msuanudesdiiuinanied Snswadentsiadulad eind eaduiid fyuidu
dunal 1nNan1sITemant wanslifiuiinissuimnudssiiusismedunumdidgse
nginssunaindulateresiuilng SeannsniilUaisauuigidodsd

qauAgIu 6 Yadedumssusanudesdiusnmeduaideuandenisinduladonins
uazinSesuiT Yy nTudusaesusinaTusminasa

n133U3A s un 178y mneis arundwteruliisulavesiuilaniinisde
AuAmieuinisenanaliiinaugadsnianisitiu wu newnaiuaiudidu dudqlud
A violdldnadnsnufianamds senadmaneaudilalunsdeuazmsdnduladenuy
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SUR (Jacoby & Kaplan, 1972; Schiffman & Kanuk, 2007) $11338v83 Akkrapisit (2019) wun
nsfuimnudssnueuduaiuiidvinasenisinaulatoidednign (in Vitro Meat) 709
fuslaavlnelungu Generation Y uay Generation Z lungamme vazfe1uves Norasing
(2018) w11 MsudAIABLuNITY Snine uardaau fnsnadenisdndulade
wAnSsiasuemsiudedinuesulat anuan1sidewani uandifuimsiuiarudes

;7 a

mumsmuﬁuﬁﬁaﬁﬁmﬁﬁmaGiawqaﬂssumﬁé’fm?iu%%a Feanunsatnluaine anufgiuide
dtail

suudgil 7 tededunissugaudesdunsiuluaiiangensinauladeamns
uazimsosmutiyynudunasvewusinalusminaeal

n135usAnudssdudsan wnefis euidninavesfuilaaimadendeniold
wandasio1atlugnisgninindinsaivielildiunseousuanyanaseudng Wy oy
AsOUAT M3engudan Feonadsmaneninuningilovien wdnualuosmuies (Jacoby &
Kaplan, 1972; Schiffman & Kanuk, 2007) $1u338v83 Wikrayachakool (2017) wu31 nssus
Anudssinudsenidvswademdnaulatondnfariomnsaiuiioniseanidsneludmin
AUNTEAAT YT U Srepirote, Boonchum, and Ratsamewongjan (2022) WU mi%"l_lif
arundssiudsaudsnaiensdnduladendndusiayulnsingaislasiiugemisnisnain
A3va naan1Idewmand uandiifuiinsfuiarudssiiudsendutiofeddyfituase
wgfnssunsindulate Fsanansnthladhe ausfignidedd

FuyATILT 8 Hededumsiuaaudeiudnuinaiiaandensindulados s
uazimsossuliyy udunasvewusinalusminaeal

i Consumer attitude

1
| - Perceived Attitudes, Understanding
!
i

- Perceived Attitudes, Feeling

_________________________________

2. Health awareness

Decision-making regarding purchasing
3. Product cannabis-infused food and beverage
products
4. Price

5. Risk perception
- Physical risks
- Financial risk

- Social risks

_________________________________

Figure 1 Research Conceptual Framework
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msfnuideluadsiifunsinuifedaliunn Wununuteyalaglduuvasuoy
Ussrnsuaenguiihming fo Usssinslunisfnwdeduilnafiaetouasiutssmuemuas
\3espuifidunaniguluensuneifios Sminawa Suauvssvnsiuudaliaansassy
1§ SedufAdeiahmunaunngdusegamuduuzaiues Hair et al. (2006) dusunmsliase
Tuwnaaunmslassadn Auuzidriegisaisiivuindaud 200 fogduludmiunsdiluea
lisudeunnn iilesesiuanalianysalvesteyn Wunrmusiugivesnsuszsam waziasy
arutndeiovesamslianest fifouanuuuaeunuitavun 300 g Wunduld 260 e Tne
il 250 yafauysaluazannsniuldlunsiinssideyals dlen Response Rate Wiy
83.33%

wsesieldlunsiiusiusndeya léuA wuuasua (Questionnaires) Tnsuvadu 7
du Idun Feyaialuvesnounuuanuniy waAnssunisteamsuaziedosiuiiiidiunan
yv1 Yadeauvieund lawn sruainiunissuiannudila 9uiu 4 4o wasiruafaunis

4

iugmmiﬁﬂ 71U 5 U9 (Suthanaviroj, 2024; Phetploy, Tangsanga & Pipattangangkol,

e De

2023) Ya3us1un15ATENINTLA BAFUAIAM F1UIU 5 Fo (Chunahatcharachai, 2022;
Maneechok, 2022) T3 8@ 1Uad1UUSLAUNIINITAANA bA LA NANH UK 971UIU 3 U0
(Jaroonlakkana, 2022; Submongkol, 2023) kags1A1 911U 3 98 (Chonchai, 2020; Kalaya,
2023) M3uimnudess s 3 fu ldud $19n1e M5y wasden Taedusenied 3 4o
AN kazdIny dn1uay 4 99 (Schiffman & Kanuk, 2007; Prapasai, 2014; Akkrapisit,
2019; Wikrayachakool, 2017) nsinaulate S1uaw 4 T8 (Kotler & Keller, 2016; Schiffman
& Kanuk, 2007) wuugeuanuiduluuannsaiuyseaiae (Rating Scale) 5 5¢6U ¢9U 1 =
Wiudedeeiian sedv 2 = Wiudedes sedu 3 = Wiudeiunats sedu 4 = Wusgun
sy 5 = Wiusheaniian {3selsthuuvasualuneasuiieliuvlaindmeunuuasuanuil
arundilansstu wagmeudinuldnuanudusinde sauademauiaudismsmng
afid F5msnaaeulnenstuuvasunaluifiudeya 50 fedns Tnetfuangiidu szaunisal
mi%’wizmummmazLméaaﬁuﬁﬁdauwamﬁmmﬂuLwﬁuﬁéwLﬂaLﬁm JININAIVAT LA
Jidviinsgianud esfuveaniosile (Reliability) Ingldadudszansasouuia woati
(Cronbach’s Alpha) vasdamiluusazsuus wuimndudsilen o wnnd 0.7 Faneaam
Feauusazdeiinnuaenadaatunialuiinys (Intemal Consistency) lusesuiisausuls
AULATFIVNWIFLTUTUU (Nunnally & Bemstein, 1994)
Jinszidouadosiuresnovuuvasuamdsadinssau wagldlunaaunis
Tassadranuurindsaestosdignuisdau (PLS-SEM) Tneduneunsnnaaey Measurement
model assessment Ll enA@aUAILLWT ofavaeas 0ede (Reliability) laun Adadainy
Ferureaiuusdunald (Composite Reliability: CR) #asliisnndn 0.7, Indicator Reliability
(Outer Loading) lalsini 0.5 waznagaua11uiii anssnielu (Conversent Validity) #ag
Average Variance Extracted (AVE) l3isn71 0.5 (Hair et al,, 2013) ALl 940503997 4un
(Discriminant Validity) fie A1 HTMT Criterion #1731 0.90 (Henseler et al., 2015) #8331
NAdOUAIAILLILE o ouarAIil sensive el asflaiSsusoaudn Tuneuiidemadeu
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Structural Model Assessment Ll 8111ANUE NN US Vo i WU U7 LTudase (Exogenous
Variable) fusuusuremdusulsniy (Endogenous Variable)

NANISANEI

NanTIATzideyaRalureameuLUUaB U WUdInguiieeafiias U TENY
91154azA3 0aR T ldunauvesTyluansn e Ywminaaan S1uu 250 518 dau
Tngjiluneny Sevay 64.80 To1g5ening 20-27 U Seway 45.60 seaunsfnuigednne
Usueu193 Sovay 52.80 endwndrlngduinSewdnfnu Sevaz 30.80 uwariiswldiadese
\Wousgl 20,001-30,000 U1 Fevaz 34.80 dmfungAnssunsliuinns drulugld
Facebook tHutawndlunisdedudunniian Sesar 60 dranalumslivinmsaanlngfe

16.01-20.00 u. Sovay 46.40 Anudlunisdedulvg daviay 2-3 s fosay 42.40 uay

TuutunltIneseassdlng deunin 500 um Sevag 49.20

Table 1 Measurement Model of PLS (n=250)

Construct [tems Loadings CR* rho ¢ Cronbach's alpha AVE**
Decision to buy Decide to buy 1 0.89 0.92 0.88 0.73
Decide to buy 2 0.87
Decide to buy 3 0.81
Decide to buy 4 0.85
Financial risks Financial risk 1 0.89 0.94 0.91 0.79
Financial risk 2 0.92
Financial risk 3 0.84
Financial risk 4 0.91
Health awareness Health awareness 1 0.91 0.96 0.95 0.83
Health awareness 2 0.85
Health awareness 3 0.91
Health awareness 4 0.94
Health awareness 5 0.92
Perceived Perceived Attitude 1 0.88 0.95 0.92 0.81
Attitudes; Perceived Attitude 2 0.91
Understanding Perceived Attitude 3 0.92
Perceived Attitude 4 0.90
Perceived Perceived Attitude 1 0.91 0.97 0.96 0.85
Attitudes; Perceived Attitude 2 0.90
Feeling Perceived Attitude 3 0.94
Perceived Attitude 4 0.93
Perceived Attitude 5 0.93
Physical risks Physical risks 1 0.93 0.95 0.92 0.87
Physical risks 2 0.93
Physical risks 3 0.93
Price Price 1 0.92 0.93 0.89 0.82
Price 2 0.89
Price 3 0.90

Taduigsanvsuesnisinduladennsuazinsesnuiildiunau iy yvesuilnn
aden aaegln 25y nedu wagdandad Junded



Construct Items Loadings CR*_rho_c Cronbach's alpha AVE**

Product Product 1 0.91 0.94 0.90 0.83
Product 2 0.89
Product 3 0.93

Social risks Social risks 1 0.92 0.96 0.95 0.87
Social risks 2 0.94
Social risks 3 0.93
Social risks 4 0.94

Note: AVE**: Average Variance Extracted; CR*: Composite Reliability

970 Table 1 #an153AT19% Auismsadaniiou (Convergent Validity) wuin én
Factor Loading agjsswine 0.88 — 0.97 wandlitudndad fausasdafienuduitusgetudauds
uil993mULe YauzfiA1 Composite Reliability (CR) 8g5¢%313 0.89 - 0.96 & 9ganininasi
1193574 0.70 (Hair et al, 2013) agvieufisnnuundofievosi1iiaiia wazdn Average
Variance Extracted (AVE) 9g5¥%314 0.73 - 0.87 343903 11naa151m 5§14 0.50 (Hair et al,,
2013) Ysi71id Talundagfudsannsaosuisanunlsusiusesiauusudaldag1ad
UsgAnBam Sananlddiadiedl mudlssmsadunieusaranuindede lussdugmni
w3 dwsudn B2 vawiautsuds madadulade SAwinty 0.613 mneaaiifudsdass
fomelulnaaausasuiusdueanuuUsunuves msindulate WWandu feuas 61.3 8
Jmoglu sziuge munuaives Cohen (1988) wandliiiuilunaanunsnasulenginssuves
Auslnalaegreiideddny TunsiansaunanuaenanessenitdunaldauuigIuiuteayaids
Uszdn¥ nuidn @1 SRMR (Standardized Root Mean Square Residual) fifwinfu 0.06 @6
TNAITIIATEIU 0.08 (Henseler et al, 2016) Usdalunadinunaundufudoyaids
Usednsegluseduiiduin uenaini A1 NFI (Normed Fit Index) #sldUssifiuanuaonados
vaslumarudoyaass fidmindu 0.84 usfazsmninasiuinsgiu 0.90 dntdes uriedndy
Afigauazoglunmsifiuinela (Bentler & Bonett, 1980; Hair et al,, 2017) atiuZsasuls

lupaniaunuiinnudenaseiuazAueioagluseaud Lavinnuminzauiieamenaz

=

luldlunsiiesesilunaaunisiassasiawuy PLS-SEM tieeSuneladuiisanvnndanina
sonsinaulatevesuslnalietsgniouasuiug
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Figure 2 Measurement Model Assessment and R-square values (n=250)

Table 2 Discriminant Validity of Heterotrait-Monotrait Ratio (HTMT) (n=250)
Construct 1 2 3 4 5 6 I 8 9

1. Decision to buy

2. Perceived Attitudes, Feeling 0.68

3. Financial Risk 0.76

4. Health Awareness 0.61

5. Physical Risk 0.64

6. Price 0.67

7. Product 0.77

8. Social Risk 0.73 0.67 0.73 0.73

9. Perceived Attitudes, Understanding 0.69 0.86 0.72 0.82 0.68 0.72 0.69 0.71

910 Table 2 MIATITADUAIBATIBINTATITIUUNUAL AN WY INATINVDUFALE
wUs wansliiiudnfudsanunsanennldiamies esaglivufuunnsiavesduusdu A
AuFuRLSsENI AT Tatuiaudsana 9 WAAaT AU BIRTUTITINUN (Discriminant
Validity) An1snageu Heterotrait-Monotrait Ratio (HTMT) filgidiansinin 0.90 Tunneuys
Fadulunannasisnmnsgiures Henseler et al. (2015) Aifmuaingt HTMT Algeuiulsanse
N1 0.85-0.90 Fetiueasulddndauusildlunisidefianugndeadsduunoglusedud
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Table 3 Significance of Direct Effects-Path Coefficients (n=250)

o Std.  Std. T- p BCI BCI
H Relationships £ Supported
Beta Error values values LL UL

Perceived Attitudes,

H1 Understanding -> 014 0.10 1.31 0.10 -0.03 032 0.01 No
Decision to buy
Perceived Attitudes,

H2 Feeling->Decisionto  0.17  0.09 1.62 0.05 - 0.00 034  0.02 No
buy

H3 Hea.lt.h awareness = -0.23 0.09 256** 0.01 -0.14  -0.09 0.03 Yes
Decision to buy

Product -> Decision-

H4 ] 0.32 0.08 4.08** 0.00 -0.03 0.44 0.11 Yes
making buy
Price -> Decision to

H5 b 0.08 0.07 1.17 0.12 -0.19 0.19 0.01 No
uy

Physical  risks >
H6 -0.01 0.08 0.12 0.45 -0.38  0.12 0.00 No
Decision to buy

Financial  risks ->
H7 0.19 0.11 2.06* 0.02 0.04 0.35 0.03 Yes
Decision to buy

Social risks >
H8 0.23 0.09 256** 0.01 0.08 0.38  0.04 Yes
Decision to buy

Note: *p<0.05, t>1.65, *p<0.01, t>2.33 (one tailed); SE: Standard Error; H: Hypothesis

310 Table 3 nan1sNAABUANNAFIU WU YATeATUNAAA U (AUANYUEUDY
AR u) ﬁa‘i/l%‘waL%QU’Jﬂ(ﬂ"e]miﬁﬂauif\]%@@ﬂﬁﬂﬁﬁ&ﬁ’]ﬁ@%ﬂﬁﬁﬁﬂ?ﬂﬁﬁﬂ (B=0.32, t=4.08,
0=0.00) Fuilaalsauddyiuuninuazquantindudedldveandndusiuinian
atfuayuaundgded 4 Jadesunsnszrindiituaunm fdvsnadeuandenisdaduls
Foothaditfoddymsedn (B=0.23, t=2.56, p=0.01) ﬁu%lﬂﬂiuﬂdmﬁﬁLLmIﬁfﬂﬁm’méﬁmﬁU
aun iy lnedadendudunneideinfineaunm avayuauuigiuded 3 Yadeduns
fufanudssiiudsny fnsnaideuindenisinavled eegeildoddymsadn (B=0.23,
t=2.56, p=0.01) ufenagnueadu “dydnuvainisdinn” fiazvounmdnual fau wieny
Tdladhugunw fuslnanguillénisindulateifieanaudssmadsnuvidodieiaiunindnal
Tuanenidu advayuauuigiuded 8 Jadesnunssuiamudssiunsiu favsnadaun
sensanauladeeteiivoddynicada (B=0.19, t=2.06, p=0.02) HuSlnaiinisld “wmana
drugunu-raUstloni” (Cost-Benefit) tiousziliunrudue wazdaduladodiosdndia
Aoafunsiiuen afuayuanuigiuted 7 luvazidadesuinuad (nssudanutila)
(B=0.14, t=1.31, p=0.10) Uadeauiiauad (N1s5u3Ausan) (B=0.17, t=1.62, p=0.05) Lifl
Svdnadonisindulade fuilano1alildly “anuidn” wio “anudladeitmuai” Dy
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Figure 3 PLS-Path analysis of t-values (n=250)
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Abstract

This research aimed to investigate: 1) the online purchasing behavior of middle
adolescents in Hua Hin District, Prachuap Khiri Khan Province, and 2) the causal factors

influencing their online purchasing decisions. This study employed a quantitative
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research design with a sample of 400 middle adolescents from Hua Hin District. The
research instrument used was a questionnaire, and the data were analyzed using
percentage analysis and hypothesis testing. Model fit was evaluated using two indices:
the Chi-square statistic and the Root Mean Square Error of Approximation (RMSEA)
Structural Equation Modeling (SEM) was also applied for data analysis.

The results indicated that the factors influencing online purchasing decisions
among middle adolescents showed that satisfaction had the strongest effect, with a
standardized influence coefficient of 0.73, which was statistically significant at the .001
level. This was followed by perception (0.69), brand (0.68), and preference (0.64), all of
which were statistically significant at the .001 level. The hypothesis testing of the
structural model revealed that the component factors influencing online purchasing
decisions among middle adolescents were consistent with the empirical data and
demonstrated a good level of model fit, in accordance with the proposed hypotheses.

Keywords: Purchasing Decisions, Online Systems, Middle Adolescents
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Factors Affecting Online
Shopping Decision-Making

among Middle Adolescents
Online Purchasing Decision- - Preference Factors Online Purchase
Making Behavior of Among - Brand Factors »|  Decision-Making
Middle Adolescents - Perceived Value among Middle
- Online Satisfaction Adolescents
- Trust

- Online Loyalty

Figure 1 Conceptual Framework
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AVUANMIINAITUANILARAARDITBILUNES S18azLBn Table 1

Table 1 Shows the Statistical Values of the Fit Hypothesized Model to the Overall Empirical Data
According to the Assumptions (After Adjustment)

List Enlist Statistics in the model Consideration
x 2 Not statistically significant at the .05 43.32 -
df - 32 -
p-value p>0.05 0.09 -
RMSEA Approaching 0.0 0.030 Passed
x 2/ X 2 /df<2 1.35 Passed
CFI Approaching 1.0 1.00 Passed
GFl Approaching 1.0 0.99 Passed
AGFI Approaching 1.0 0.95 Passed

310 Table 1 w3 luwaiinuaenadasiudeyalielseandlunueia #31501971NKa
nsnadeuAadfla-auas X ZTAindu 43.32 Tnedauiesdu (p) Wi 0.09 flesan

dasy (df) Wiy 32 A1esdinseauAINNdanAand (GFI) W1Au 1.00 ARvlisyauaIy
A0nAaeINUSULALAD (AGFI) Wiy 0.95 ArdafiTnseduninuaenadoadTouiiiou (CFI)
Wiy 1.00 Adadianueataadeulunsuszanammisines (RMSEA) iy 0.030 e
NAUTNNAT ENUTOLEAININAY Figure 2
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Table 2 Shows the Results of Examination the Consistency and Harmony of Factors Affecting

Online Shopping Decisions Among Middle Adolescents

Statistics Criterion Value Meaning
1. CMIN/df <3.00 43.32 Passed
2. GF >0.90 0.99 Passed
3. AGFI >0.90 0.95 Passed
4. CFl >0.90 1.00 Passed
5. RMSEA <0.08 0.030 Passed

0.59

o 9

Frafarance

Factars

/ \ - - [<— o009
Carivenience
\‘\

064 0.73

N/

Online

< 058 —

Satisfaction

014

034

069

Percetved Value

Chi-Square=43.32, df=32, P-value=0.09, RMSEA=0.030
Figure 2 Model of Factors Affecting Online Shopping Decisions Among Middle Adolescents
(After Adjustment)

Table 3 Direct Effect (DE), Indirect Effect (IE), Total Influence (TE), and Multiple Correlation
Coefficient (R2) of Causal Variables Affecting Online Shopping Decision Variables of
Middle Adolescents

Causal Variable Factors Affecting Online Shopping Decisions Among Middle
Adolescents

DE IE TE
Preference Factors - 0.64%* 0.64**
Brand Factors - 0.68** 0.68**
Perception Factors - 0.69%* 0.69%*
Satisfaction 0.70%* 0.03 0.73%*
Trust 0.05 - 0.05
Correlation Coefficient (R?) - 0.73 -

Note: **p<.001, DE = Direct Effect, IE = Indirect Effect, TE = Total Influence
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Abstract

This research aims to examine the factors influencing the usage behavior of Al
chatbots among Generation Y and Z users. The study employs a quantitative research
approach, utilizing a questionnaire to collect data from a sample of 400 respondents.
The sample comprises individuals born between 1981 and 2012 who have used Al
chatbots at least once in the past month. Data analysis was conducted using percentage,
mean, standard deviation, one-way analysis of variance (ANOVA), and multiple regression
analysis. The findings indicate that demographic factors (gender, age, education level,
occupation, average monthly income, and work experience), technology acceptance and
usage factors, and innovation diffusion factors P-valuenificantly influence the Al chatbot
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usage behavior of Generation Y and Z users at a statistically P-valuenificant level. The

findings of this study are beneficial to entrepreneurs and organizations, as they can be

utilized to develop products that align with user needs, formulate business and

marketing strategies, enhance operational efficiency, and implement Al chatbot

technology effectively within the business sector in accordance with market demands.

Keywords: Acceptance and Use of Technology, Diffusion of Innovation, Al Chatbot
Usage Behavior
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Demographics

Gender
Age

Educational Level

Occupation Al Chatbot Usage Behavior

Level of Income ® Frequency of Use per Week

Work Experience ® Proportion of Use for Work or Daily

Life

Acceptance and Use of Technology

Performance Expectation ® Appropriate Membership Pricing

Effort Expectation ® Subscription Intention Trends

Facilitating Conditions
Social Influence
Habit

Trust and Security

Diffusion of Innovation

Relative Advantage
® Compatibility
® Trialability

Figure 1 Research Conceptual Framework
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2. afifiBaeyunu (Inference Statistics) lunsmaaevauuAgiudmuellunnsada
Wioldvnanuduiudse winduusiu Aednuuzussansmans Jadonmsseusunasnisld
Numalulad Ja78n15unsNIZBUTANTIY WazAwUTAIL Ao WeANTIUNITITIU
wolauynuen (Al Chatbot) Faengurldnuatuastue wavkyn luniAnasesusewmelng
Tneaaanlflunsveaeuauuigiu Ifud ad dvadeum 1 t (ndependent Sample t-test)
NAFDUNITIATIZHAMNLUTUTIUNIUAYY (One-Way ANOVA) Lagnagaun1sitATIzhAINM
anapelTanAnd (Multiple Regression Analysis)
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Al
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Table 1 Percentage of Data on Demographic Factors

Demographics Frequency Percentage
Gender Male 137 34.25
Female 263 65.75
Total 400 100.00
Age 18-27 ages (Gen 2) 174 43.50
28-43 ages (Gen Y) 226 64.75
Total 400 100.00
Educational Lower than bachelor's degree 57 14.25
qualification Bachelor's degree 259 64.75
Master's degree or higher 84 21.00
Total 400 100.00
Occupation Private company employee 159 39.75
Government official / State enterprise 107 26.75
Entrepreneur / Business owner 45 11.25
Student 72 18.00
Others (e.g., unemployed, freelancer) 17 4.25
Total 400 100.00
Average Monthly  Less than or equal to 15,000 Baht 79 19.75
Income 15,001 - 25,000 Baht 94 23.50
25,001 - 35,000 Baht 64 16.00
35,001 - 45,000 Baht 102 25.50
More than 45,000 Baht 61 15.25
Total 400 100.00
Work Experience  No work experience 46 11.50
Less than 1 year 67 16.75
1-5 years 89 22.25
More than 5 years 198 49.50
Total 400 100.00

Uadefdamasianginssunisldauelowwnuen (Al Chatbot) vaenguildanuaiuaistune uazuyn
Anddng amos uavwdnssos audh [




310 Table 1 KANITIATILVVRLAUTEYINTAIANT VB ABUKUUABUAIUNUTN HAOU
wuvaeuawdulng lumands d1uau 263 au Anlusesas 65.75 91g5enine 28 - 43 T
d1uau 226 AU Anduieeay 64.75 nsanwluseAaudSaniens S1uau 259 au Anlduseuas
64.75 013 nnnuUIEenTL $1u 159 Au Anduderar 39.75 Ixeldiaduroifou
35,001 — 45,000 UMW $1uI 102 au Anidudesay 25.5 fusvaunisalviiauannnit 5 U tu
Tudwau 198 au Anduovay 49.5

Table 2 Independent Samples T-Test Examining the Effects of Gender and Age on Al Chatbot Usage

Behavior
Demographics Frequency Frequency of Proportion of Appropriate Subscription
Use per Week  Use for Work or  Membership Intention
Daily Life Pricing Trends
n t P-value t P-value t P-value t P-value
Gender
Male 137
0.926 0.702 -1.032 0.507 -0.518 0.833 0.531 0.750
Female 263
Age
18-27 ages (Gen Z) 174
5.785 0.000* 3769  0.000** -3.445 0.321 4.366 0.951
28-43 ages (Gen Y) 226

Note: **P-value <0.01

310 Table 2 HANTIATIHNTOLANAADUANUUANA N TEMI AN YT UTEYINTANENS
AflwasiongAnssuduanuilumsldaudeduay wuin dueny fidn t = 5.785 uagan
P-value = 0.000 aeafitfudAyn1eadnfiszsiu 0.01

SnwurUszinsaians Aduadenginssudiudadiunisldlunisvienunie
FAnuszd1iu wudn Frueny fien t = 3.769 wagan P-value = 0.000 agsiladdnymaatA
580U 0.01

Table 3 One-Way ANOVA Results for Weekly Al Chatbot Usage Frequency Behavior

Demographics SS df MS F P-value
Between Groups 442.186 2 221.093 4.315 0.014*
Within Groups 20343.324 397 51.243
Educational qualification Total 20785.510 399
Occupation Between Groups 732.677 4 183.169 3.608 0.007**
Within Groups 20052.833 395 50.767
Total 20785.510 399
Between Groups 1862.093 4 465.523 9.717 0.000**
Average Monthly Income  Within Groups 18923.417 395 47.907
Total 20785.510 399
Work Experience Between Groups 1894.472 3 631.491 13.238 0.000**
Within Groups 18891.038 396 47.705
Total 20785.510 399

Note: **P-value <0.01 , *P-value <0.05

310 Table 3 NaMTIATIENTBYAAINKUTUTIUMALALIVBIENYUEUTEIINTANEAST 7]
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A1 F = 4.315 kazAl P-value = 0.014 8NN ATUBITN WUILAT F = 3.608 hazal P-
value = 0.007 auselaasnaLfoau WuILAT F = 9.717 wazel P-value = 0.000 kag A1y
Uszaun19alvinenu wulandian F = 13.238 wagAl P-value = 0.000 9 1aiitlud1Agyn19adf
Se6u 0.01

Table 4 One-Way ANOVA Results for the Proportion of Usage Behavior in Work or Daily Life

Demographics SS df MS F P-value
Between Groups 1570.655 2 785.327 2.119 0.121
Within Groups 147106.305 397 370.545
Educational qualification Total 148676.960 399
Occupation Between Groups  12014.570 4 3003.642 8.682 0.000**
Within Groups ~ 136662.390 395 345.981
Total 148676.960 399
Between Groups ~ 6060.360 4 1515.090 4.196 0.002**
Average Monthly Income  Within Groups 142616.600 395 361.055
Total 148676.960 399
Work Experience Between Groups ~ 12008.216 3 4002.739 11.598 0.000**
Within Groups 136668.744 396 345.123
Total 148676.960 399

Note: **P-value <0.01

310 Table 4 naN153ATIENToYaANURUTUTIUMUREIVRIRN YU TEVINTANENS
1/1:uwamawqmﬂssmmammumﬂsﬁumsmmumamm‘ds 917U nudi ng e 199u
eltuae wazuen Tunianansweslssmalng egnadiduddynisadnfisesu 0.01 leun
Fuodn wulndlan F = 8.682 wazAn P-value = 0.000 d1useldiadsnawiou wulniad
F = 4.196 wayA1 P-value = 0.002 way AMUUSEAUAITAINNGIU WUINEAT F = 11.598 waven
P-value = 0.000

Table 5 One-Way ANOVA Results for the Optimal Subscription Package Pricing Behavior

Demographics SS df MS F P-value
Between Groups ~ 83238.150 2 41619.075 1.690 0.186
Within Groups 9774149.410 397 24620.024
Educational qualification Total 9857387.560 399
Occupation Between Groups ~ 278047.779 4 69511.945 2.866 0.023*
Within Groups 9579339.781 395 24251.493
Total 9857387.560 399
Between Groups ~ 985355.540 4 246338.885 10.967 0.000**
Average Monthly Income ~ Within Groups ~ 8872032.020 395 22460.841
Total 9857387.560 399
Work Experience Between Groups  582697.791 3 194232.597 8.293 0.000**
Within Groups ~ 9274689.769 396 23420.934
Total 9857387.560 399

Note: **P-value <0.01 , *P-value <0.05

910 Table 5 wamiamevmauammLLU'ﬁUs'Jummmmmaaaﬂwmvﬂﬁvmmmam
WNN@W@WQ@ﬂﬁﬁMﬂWUﬁWﬂ’]LLWﬂLﬂﬁ]ﬁlﬂsﬁﬂV]LMﬂﬂuﬁQJ ‘W‘U’J’] ﬂamﬂmmmmalﬁﬁﬁmm AT LY
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F = 2.866 wagA1 P-value = 0.023 uonand Auseladgnatiauy wulindan F = 10.967
wagA1 P-value = 0.000 kAT MIUUSEAUNISAYII9IU WUILAN F=8.293 wazan
P-value = 0.000 pgslitsd Ay saaNIzay 0.01

Table 6 One-Way ANOVA Results for Subscription Tendency Behavior

Demographics SS df MS F P-value
Between Groups 1385.898 2 692.949 1.916 0.149
Within Groups 143560.651 397 361.614
Educational qualification Total 144946.549 399
Occupation Between Groups 3227.425 4 806.856 2.249 0.063
Within Groups 141719.124 395 358.783
Total 144946.549 399
Between Groups ~ 8383.858 4 2095.965 6.062 0.000**
Average Monthly Income ~ Within Groups ~ 136562.691 395 345.728
Total 144946.549 399
Work Experience Between Groups ~ 5268.075 3 1756.025 4.978 0.002**
Within Groups 139678.474 396 352.723
Total 144946.549 399

Note: **P-value <0.01

310 Table 6 NaNTIATIENTOLAANULUTUTIUMNUFALI VBRI N YL UTEVINTANENS
finasiengAnssusmuuuliunsasinsaundn wui ngugldnuameisiiuae uazuen lunia
nansvesUszndalng sgrsfiduddgynadffisesu 0.01 lun duselfiedesoiow nuind
A1 F = 6.062 agA1 P-value = 0.000 kA AMUUIZTAUNITAIVINGIU WUIIEAT F = 4.978 LazAn
P-value = 0.002

Table 7 Multiple Linear Regression Analysis of Technology Acceptance and Usage Factors and
Innovation Diffusion Factors Influencing Weekly Usage Frequency Behavior

Independent variable B Std.Error Beta t P-value Tolerance VIF
(Constant) -38.222 1.928 -19.827 0.000
Performance Expectation 5341 0.391 0.490 13.646 0.000** 0.688 1.454
Effort Expectation 1.342 0.493 0.099 2.724 0.007** 0.670 1.493
Facilitating Conditions 0.597 0.472 0.044 1.264 0.207 0.724 1.381
Social Influence 1.096 0.514 0.081 2.130 0.034* 0.608 1.645
Habit 1.251 0.473 0.094 2.642 0.009** 0.699 1.430
Trust and Security 3.206 0.559 0.234 5.741 0.000** 0.532 1.880
(Constant) -31.505 2.237 -14.083 0.000
Relative Advantage 3.903 0.494 0.327 7.898 0.000** 0.785 1.273
Compatibility 1.100 0.530 0.086 2.076 0.038* 0.794 1.260
Trialability 6.493 0.604 0.441 10.749 0.000** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05

310 Table 7 #aN15ATIETYaNSaN0ETRFAURUUNTANUEITITBA LN TERUTY
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0.01 lawn Auaudnuuzausanaaedldla (8=6.493) wazaiunuanusUseloyii

WIbuieu (8=3.903) duddgnisadanseau 0.05 loud Auaudnwagidiiule (8=1.100)
N13953980U Multicollinearity Tuwuuinassnnnaeidany A1 Tolerance AA11INNT1 0.1 waw
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Table 8 Multiple Linear Regression Analysis of Independent Variables Influencing the Proportion of

Usage Behavior in Work or Daily Life

Independent variable B Std.Error  Beta t P-value Tolerance VIF
(Constant) -63.628 7.049 -9.027 0.000
Performance Expectation 8.367 1.431 0.287 5.847 0.000** 0.688 1.454
Effort Expectation 5.170 1.801 0.143 2.871 0.004** 0.670 1.493
Facilitating Conditions 0.273 1.725 0.008 0.158 0.874 0.724 1.381
Social Influence 4.981 1.881 0.138 2.649 0.008** 0.608 1.645
Habit 0.963 1.731 0.027 0.556 0.578 0.699 1.430
Trust and Security 6.362 2.042 0.174 3.116 0.002%* 0.532 1.880
(Constant) -37.232 7.351 -5.065 0.000%**
Relative Advantage 7.562 1.624 0.237 4.657 0.000** 0.785 1.273
Compatibility 0.628 1.740 0.018 0.361 0.718 0.794 1.260
Trialability 11.199 1.985 0.284 5.642 0.000%** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05

310 Table 8 Han1TIATIEvidayaN1TANnREITAFULUUNYANYDITITYMUNTERNTY
waznsldnumalulad AduasdenginssududndiunisldlunmshnuwSetinusesriu nui
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Table 9 Multiple Linear Regression Analysis of Independent Variables Influencing the Optimal

Subscription Package Pricing Behavior

Independent variable B Std.Error  Beta t P-value Tolerance VIF
(Constant) -365.282 60.767 -6.011 0.000
Performance Expectation 49.506 12.337 0.208 4.013  0.000%** 0.688 1.454
Effort Expectation -4.954 15.525 -0.017  -0.319 0.750 0.670 1.493
Facilitating Conditions 44.605 14.873 0.152 2.999  0.003** 0.724 1.381
Social Influence 80.338 16.213 0.274 4.955  0.000** 0.608 1.645
Habit 1.128 14.925 0.004  0.076 0.940 0.699 1.430
Trust and Security 17.440 17.606 0.058 0.991 0.322 0.532 1.880
(Constant) -114.959 62.913 -1.827 0.068
Relative Advantage 45.113 13.896 0.174  3.246  0.001** 0.785 1.273
Compatibility 10.227 14.896 0.037 0.687 0.493 0.794 1.260
Trialability 65.885 16.989 0.205 3.878  0.000** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05
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Table 10 Multiple Linear Regression Analysis of Independent Variables Influencing Subscription
Tendency Behavior

Independent variable B Std.Error Beta t P-value Tolerance VIF
(Constant) -66.574 6.061 -10.983 0.000
Performance Expectation 14914 1.231 0.518 12119  0.000** 0.688 1.454
Effort Expectation 0.061 1.549 0.002 0.039 0.969 0.670 1.493
Facilitating Conditions 0.163 1.484 0.005 0.110 0.913 0.724 1.381
Social Influence 8.159 1.617 0.229 5.045 0.000** 0.608 1.645
Habit 1.735 1.489 0.049 1.165 0.245 0.699 1.430
Trust and Security 2.292 1.756 0.063 1.305 0.193 0.532 1.880
(Constant) -43.195 6.981 -6.187  0.000**
Relative Advantage 10.401 1.542 0.330 6.745 0.000** 0.785 1.273
Compatibility 2.501 1.653 0.074 1.513 0.131 0.794 1.260
Trialability 8.926 1.885 0.230 4.735 0.000** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05
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Abstract

This research aims to study the principles of good excise tax, the efficiency of
tax collection, and the principles of good excise tax that effect the tax collection
efficiency of agencies under the Office of Excise Department Region 6. The sample
consists of 198 personnel from the Office of Excise Department Region 6, selected
through stratified random sampling. Data was collected using a questionnaire and
analyzed using descriptive statistics, including percentages, means, and standard
deviations, as well as inferential statistics, specifically multiple regression analysis.

The findings indicate that the level of good excise tax principles (the aspect of
fairness) is high, while the effectiveness of tax collection (the assessment of operational
potential) is also high level too. Ease of tax collection, behavioral impacts, flexibility,
and alignment with government policy are significantly impact to the effectiveness of
tax collection, but fairness and effectiveness do not show significantly statistical. The
suggestion are excise officers should be facilitate, act flexibly and alignment with
government policy with taxpayers, additionally fairness and effectiveness should be
improved to enhance efficiency and maximize the benefits of tax collection, along with
the use of technology to operational processes for convenience.

Keywords: Tax Collection Efficiency, Principles of Good Excise Taxation, Excise Tax
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Independent Variables Dependent Variable
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3. Collectability "| Operational Effectiveness
4. Behavioral Effects 2. Component 2 Assessment of
5. Elasticity Operational Potential
6. Compatibility

Figure 1 Conceptual Framework
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Table 1 The Relationship Between Independent Variables and Tax Collection Efficiency of Agencies under

the Excise Department Region 6

Variable Symbol Direction of Relationship
Equity X1 +
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Behavioral Effects X4 +
Elasticity X5 +
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Table 2 Correlation Values of Variables Used to Analyze the Principles of Good Excise Tax Expected to Affect
the Tax Collection Efficiency of the Agencies Under the Excise Department, Region 6

Independent Variables X1 X2 X3 Xy X5 Xg
Equity (X1) 1.00
Efficiency (X5) 069 | 100
Collectability (X3) 075| 080| 1.00
Behavioral Effects (X4) 0.68 080 | 0.78 1.00
Elasticity (Xs) 0.66 0.75 0.72 0.73 1.00
Compatibility (Xg) 0.71 076 | 0.78 076 | 0.78 | 1.00
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971 Table 2 WUIHANINTIRADUANLF TS VeI UT Ay NRUMTIATEiA A U US
fulsedvs ammmsdauiundvesdinaasswanianied 6 wandsiiiuin msldadfannewy
pasmsllddanuduius serieiiulsdase lnemsasng Corelation Matrix wudnAamduiusves
fudsililumsliansiansathindssendldlunsadsaunsoaneemmld Sadudureuddaly
NIRTIvEBUANINzATR ILUIB A IuNTRTinansevUsieUssAvEA NS unng

2. M BYERaT eI vemAnMIveISaswaninfiATid sasoUsyAvE nmnns
fafumiresmhsmiludstadiinnuasmandnnei 6 Sl

Table 3 Analysis of the Causal Influence of Good Excise Tax Principles on the Tax Collection Efficiency of

the Agencies Under the Excise Department, Region 6

Variable Coefficient Std. Error t-Statistic Prob.
Constant Value (bo) 2.42 0.08 29.15 0.0000%**
1. Equity (Xq) 0.03 0.03 1.20 0.2323
2. Efficiency (X2) 0.02 0.03 0.77 0.4420
3. Collectability (X3) 0.11 0.03 3.63 0.0004%**
4. Behavioral Effects (X4.) 0.08 0.03 2.75 0.0065**
5. Elasticity (Xg) -0.04 0.02 -1.81 0.0722*
6. Compatibility (Xg) 0.24 0.03 8.00 0.0000%**
R-squared 0.7878 Mean dependent var ~ 4.4349
Adjusted R-squared 0.7811 S.D. dependent var 0.2734
S.E. of regression 0.1279 Akaike info criterion  -1.2402
Sum squared resid 3.1253 Schwarz criterion -1.1239
Log likelihood 129.7764 Hannan-Quinn criter.  -1.1931
F-statistic 118.1564 Durbin-Watson stat ~ 2.0468  Prob(F-statistic) 0.0000

Note: *P <0.10, ** P < 0.05, ** P < 0.01
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Table 4 Summary of the Study on Factors Affecting Tax Collection Efficiency of Agencies under the
Excise Department Region 6

Variable Hypothesis Research Findings
Equity (X1) + Consistent with the hypothesis /
Not significant
Efficiency (X5) + Consistent with the hypothesis /
Not significant
Convenience in Tax Collection (X3) + Consistent with the hypothesis / Significant
Behavioral Impact (X4) + Consistent with the hypothesis / Significant
Flexibility (X5) - Not consistent with the hypothesis /
Significant
Consistency with Government Policy (X¢) + Consistent with the hypothesis / Significant
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Abstract

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

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

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

Keywords: Supply Chain Management, Corporate Social Responsibility, Satisfaction,
Loyalty
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nevausiveIgnALilsszauiumnilifanela lngeradonldvomisiinanvanelunig
SoaiFou 1y Anrelnenss Uonsogdu ieuansauAniiuinudoooulat demnngsiaanansa
Uimsdansdedoaseuldiogamnzan azanansadsuiymidulonialunsuiuusnunim
U3N13 wagkasuaseanuduiusivgnAlussezeny (Wilson et al., 2020)
n153an1319gUnIU (Supply Chain Management: SCM)

N153AN151l9gUNIU (SCM) ABNTEUIUNITINMNY NIANTUNIU LagNITAIVANNIS
\Adeutneuazmsdaivaudiorsnig suiveasaumefifedes duddumauinauilan
anvieetneilusdnsan ileiindnnuanansalunisuin nevausindufenIsvegn
LazI9TINgIugNsaTIsANuTaelafithluganudsBuressia (Hugos, 2024) 91An13
NUMUITIUNTIN WUIesAUsEneudRgwesnsdnnistdgunuiiiunumsoyszansanly
ﬁjﬁﬁﬂiﬂmm figadd 1) anAnugudau (Simplifying Complexities) NSWaANIZUIUNITANTIUIY
oondudugosdaeliduimsannsoneafiurudidounaslinssiauduiussening
sunuiuseiifiverindedudldogedaau (Momena et al, 2024) 2) Marvuadwisin
(KPIs) s ufianssusunisdaninaznisvuds iunalndrdglunisuszifiunasysuls
UszanSaimvesldguniu (Khan & Yu, 2019; Madhani, 2019) 3) n5dan1saades (Risk
management) WunszuaunsiBanagnéay atunissey Ussidiy wazussimanuidsanaen
T9gunu dsarsgaysannisidudiuviaweanszuiunsmdnuesesdns (Pham et al, 2023)
4) @3 NAUAUN UG IZZYILAZNITILNUIINAUTENIeIANTAUTNNaeLeas (Supplier
Partnership) 1iead1suseloviisiunarnsiivlnegnadadu (Sinaga et al, 2021) 5) M1599N13
gnA1dUUS (Customer Relationship) sfaifun1sdanisdeseisunarainannuduiusiy
szezeiialfiunnuitanelanazsnuigiugnAn (Saad et al, 2022; Sinaga et al,, 2021) 6)
seAunsuUsiudaya (Level of Information Sharing) Usenausign uusinuLasAMnImYed
foua Inetoyafiiuszavinmanusaatuayunisdnduladsnagniuasdeufoinisnieluls
gUN1U (Sinaga et al., 2021) 7) AunmvaInsuuslutaya (Quality of Information Sharing)

2
v Y

Yoyadiiiaugnies 1Weield uavdsweunssnal iussdusznevdrdglunisensediv
Usgansnmvadldguniu (Sinaga et al,, 2021) 8) Asvrann1senaulaluniIsnanseUsenau
dufn (Postponement) Lilos8a3UnN1sIUABULYAIYBIANNFDINNG FIsandunuALAAIARS
LaziNAINNEAMEUTBTEUY (Sinaga et al,, 2021) 9) AIWaMITalUATHBUAUDIABNNS
WA BLLUAvBIan NLInd punegTAaeg WA ez diuszAns am (DutladedAnues
ANNENTIUAITWTSTU (Nsowah et al., 2024)

AUTURAYRURBHeANYaIgsNa (Corporate Social Responsibility: CSR)

AN URAYOUS oIN85 IAT (CSR) manefie uumnafiosdnsadufanssutile
dueumsiaudsnuuazdanndonsgisdsdu Tnesjatunsuimsianisy fauiussugid
I¢dudsvuiiugiuvesnuatiasle vonudennderimuamengraneviedetafumagsia
(European Commission, 2001) @euwadad lasunisdansizdiunsevuuadndidey Taun
"fisefinanusufinseusiedsnu’ (The Pyramid of Corporate Social Responsibility) f131uun
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Anufuiinreuvetesdnseenidu ¢ Havdn fail 1) esdnsiiniiiarsnarilsogadsduiile
$nwameyseauaznisiiulavesgsa ferdusngiuvesnnuivinveududu 9 2) s
UtRnungmnsuardediduiiiisitesedruniandn iednwianureusssalunisdniu
5379 3) Madidugsiasetdusssuuazausssl InendnidsmgAnssuiionanelifaranseny
Weausediny wililafinguunafivue uaz 4) anusulaveudadinudiunisnaa 1unis
duasuunuimvesesdnslugiugnaiiesfvesdeny sonsatuayuianssudineliiAans
WAIWYUTULALENTEAUAMAINIINVBIUTEVIYU  NTBULWIAA CSR Aenandlunumddeyse
nsafsmnuidesiunarmnuduiusluszersniuiiidmldduds wagldfunstuduinduna
gnsndmarionufieelauazauinivesgnd (Nimani et al,, 2022)

ANaNanalagnAn (Customer Satisfaction: SAC)

arwifianelavasgndn vanefls anuddnmevaueduidsniiindudeyszaunisnl
NNslEAUMUAzUINISAAARBYREINTIANINAINNTLANTENA1 InefasanaIndIus
seninenAisud (Perceived Value) fuaumanisfigndndmualinounisdndulaie
(Expected Value) (Kotler et al., 2018) %aawmaaﬁmﬂugﬂammsﬁugmlﬁdw

anufianelagndn = auAniisusld > Asignnainnis

svfuanuaelafadumulsddafidmadenginsunisded anusnilunsaud
wazn1svensieludeuln (Word-of-Mouth) Tumenseiudin mngndninaiuldiisnala 813
dsnaliiAanginssumséone wazaianansenuluilsauredeldosesssia (Kotler et al,
2018) IINMINUNILITTUNTTUNUI BsdUsEneudffidaasunnufimelovesgndi Téua
1) Aunmwesdudnaruini AudviouinisdesanunsaldauliTuasdnuniwaiud
thiaue 2) MmsdeeunuAAuaumanis ssiamsaisUszaumsaiimioniianuaianis
193301 3) 151U IMEsN91e SEUUNNSTUUsEA UM onsauay UM 15Tl
UsyAnBamiasaiunusiila 4) msdananegiamnzay FIANAITALVOUAMAINAUA LAY
oglusziuiignAneensuls 5) mmilusslalunislidona nislideyafinsudunazgnieady
Jadoieduairsmnuidesiu 6) msnaafilinnuddyiunausslovivesgniannnitramlsly
srpvduvngsirrdmanonudsdulusyazen (Lamb et al, 2024)

auduiusszuinannsianisladguuuuazfaudsduy

nsnuvnITTNI TR stestunudiRuSvosauUTne 9 lun1sfnenil dilug
1R saunfgiudsaning uagn1 s AL UTIansaun1slageasne (Structural Equation
Model: SEM) Lilpasunedvisnaifaduiusseninadudsndn dun nsdanisldguniu A
SuravoUsadinNYedgsia muilanelavesgndn uazANIsNANAveIaNAN

1. AMUFUNUS 5213191153151 UNIU AU AuWawalagndn uaz Adu
ae3nAnAgnA

nsdansldguyu (SCM) Afuszavsnin enii msuimseruduiusfudnmaneioes
Msusaumaeds uazmsuistudeyaifinuniw fenuduiusiFauindemufisnelaves
N1 (Ayam & Kusi, 2023) Fsaonadasiu Ahmed (2021) #i5l¥idiudn n1sdnmslagunudae
iupuanunsalunsdeevdudegnensudau daralvignAinaduiienaly uag Rajagukguk
et al. (2024) wuiiafnd1 SCM uazmufianelavesgni Tavswalaemsauarlngdonsoniu
23nAnd siunisdansanuduiusiugnd (CRM) uenandudadnuddeiuduindag,
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musnieluldgunuiidvsnaifinanufianelauazanuinivesgnii uazawnsaasisnny
dFeulunsuisduamunsndistulddonisudsiiudeya msuszanunisiadula uaznisus
nagmsgsla (Nguyen Thi & Nguyen Thi Thu, 2022) uaznsysannisleguyu dausznause
Fnnaneeas gnan wazn1sysansnslulisvinaseauinfvesgnAmIuUsEaNSA NS
adunuLazauitnelavegna (Zaid et al., 2021)

2. ANUFUNUSIEIeANUTURAYRUARHIANYRIFIN U AUNawalagndl uay
AN ANAGNA

AUSURAYOURBdIANYD983ANT (CSR) dawadaaiuiianelavesgnanlagn1uiuys
Aunana 1oy Je1desesdng uazAueAignAI3uy (vi et al, 2023) @eandoety lslam et al.
(2021) fiszyin CSR fidvEnaldeuanegeiifoddnsedodosesdns aufianele uazadnu
¥ndlavesgndi Tnsarwanansavesesdns (Organizational Competence) Saviutiiidy
Haduiiomyuitddysonnuduiusseming CSR uagAuasinAnfvesgndn

il 9nmsmumnurssanssuddlinunisfinulafifieseiuuuaesaunislasads
Fadudsmsdanisldguniu musuRaveudedny Anufisnela waganuasindnives
anfddeiustisnseunguluusunvesgsnalsausy ieesunoidumadeavgidwan e
Auiiduresgsieegradussuy

SCM1

SCM2 SAC1
SCM3 Supply Chain 1 — Customer SAC2
~ova Management: SCM Satisfaction: SAC A3
SCM5

Ha SAC4
SCM6 SAC5
M7 H2 H3 SAC6
SCM8

H5
CSR1 Corporate Social Cust Lovalty:

—\Responsibility: CSR ustomer ~oyatty:

CSR2 LOY

Figure 1 Conceptual Framework

sEgUITNISANE

1. N3TUIUNSUALITNISIRBNNGUADDENS

n13398Af a0 10un193 818 sUTum (Quantitative Research) Tngl¥uuvaauaiy
ooulatifunieafiolunsifusiunudeyaanduimsuaztmianlussialsusu maden
naustogdldinsduitondeenuinazdu (Probability Sampling) Tnsnsduuuuvanetumey
(Multistage Sampling) tuusn fmunnsouyszanadulsausuiiduandnamelsausilng
B9 nu Yul 30 fiqueu 2567 Fwawieau 1,016 uvs fuflaes vinnsduidenlsausuansede
anfindana dufiany uusty (Stratification) nuseduaivedlsausy Ingfiansmianis
Tsaususedu 3-5 A uarlifurulsaususedu 1-2 a7 Suiid shnsdusogdlsausuninue
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axdumudndnu (Proportionate Stratified Random Sampling) Lﬁ@iﬁlﬁﬂfjuﬁaadwﬁﬁum
uwuilsnza fedlnsivuanseunagisnsdudananfivgraainnisy adulsausui s
unsgrumssniduaulussdvgaasilasafunmsuimsdansidaou Jadunudnvouy
é’wﬁzgsuaamﬁ%’m%’jﬂﬁ

MsfvunvLANguf g1 innsaNAamManinasives Kline (2023) Fauugihlviflvung
fog9egeifan 5-10 wiresdiuaunndnes laensdnwiddsuiunndnes 26
ws1flimed (Fush 5 11 26x5=130 F10819) wae Hair et al. (2019) wugriimnFILUTusE
U 5 fudsusetesndt uasusazduUsileialaaindiuusdunauinnda 3 dauus asld
ﬂ&juﬁaadw%uﬁw 100 - 150 f79E9

wuvasuaugndadamislusudlgldilssusuits 1,016 918 n¥ouonansduas
POUIZAA uazLUU OR Code dufunauunuuasuniuosulatl Melfinishanunaniendsnis

e

o

N

mae 2 @AM MUKINIeUR Gall et al. (1996 ) LWiBNTZAUNIIABUNSU NANIINUTIVTI

d
ayalasusuuaaunuAuIwIu 252 9 Andudnsinisneundusesay 24.80 Fegendunaus

e

'
o

JupnSegay 20 Ane3ngausuls (Kumar et al,, 2018) BNN9gUNLINafABNITIATILILULAS

Qe

gunslaseadne (SEM) ilesnnvuiaseghafiuninnasidusiifl Kine (2023) uaz Hair et al.
(2019) wuzin11 AITHVUINA081908 19U DY 100-150 A9819 30 5-10 WIVDITIUIU
s dwesildlumsinszt lneeiseifauniodne 252 annniiaounast Fedeind
anaiisanasarlinsenudennuindefovenaniside WensiaaauanuAaInAdauaIN
nslimeuuuuasuans (Non-Response Bias) §381d t-test 1W3suIfinusEninanguiiney
WUUABUNINY IR ULAEY a1y Hansvadaulinuauwanased1lited Ay Feaguinlid
ey L33 Non-Response Bias (Armstrong & Overton, 1977) yonani wuvaounwlanu
N15MA1TUIAIUATEFITNIINAUNMUITEsTTUNMTITETUNY LY Ine1dun1sansIsugudsuss
Jsineran (53AlASINNS SCPHYLIRB-2567/261) Wlofufl 13 Aavnax 2567

2. MIIAAUANYULVDIAMYS

w3oslefldlunsidefe wuvasuaudsimuiananAdenount wuindy 4 diu
laun 1) n1353anIslggunIu (SCM) 31uau 9 o Taun SCM1-SCM9 AsauUAguUTzIiY 1TU
g gy faTTaiunvan nMssanisandss Anusaufletudnnaisesd msuueily
%yja 182 (Khan & Yu, 2019; Madhani, 2019; Momena et al., 2024; Nsowah et al., 2024;
Pham et al., 2023; Saad et al,, 2022; Sinaga et al., 2021) 2) ANUSURAYBUADRIANYDITINT
(CSR) 9117 4 1 laun CSR1-CSRE ATOUARUIRMULATYENY NYMAUNE 9385I5U wWaTNIINA]
(Nimani et al., 2022) 3) Aufianelagndn (SAC) 31w 6 U8 laun SACL-SACG iy Fuanly
ul$ase USMSUEINSUe S1ATimEnzan @a% (Lamb et al, 2024) 4) AU NANAGNAT
(LOY) $1uau 4 4o dud LOY1-LOYA aseunqungiinssunisuensie n1sdesn aulaesan
a7 (Kotler et al., 2018) huuaaunuliuInTNITWUU Likert Scale 5 526U (1 = TviaudAgy
touiian 4 5 = Wieuddnpnniian)
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3. AuiBesiuvaainiasiion

nsaTndeuAmnATasefidl

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

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

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

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

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

MNNMINTIREeY NuinateslolniinunmuazaumnzandmiumTiaTe
LUUTARIENN15IAT9A3 (SEM)

NANSANE

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

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

Responsibility, Customer Satisfaction, and Customer Loyalty

Measured Variable X S.D. Interpretation

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

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

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

3. an1saazaunislassadrafeafuninavasnisinnisldgumusianan
293nNAYaINAI (LanIRT Figure 2 Uag Table 2)

dvgnaveinsInnisigaUunusenusninAanmMgIRalswsuianUd B ureeesna
wneing Indna waglnuaudl innngius

127




I

:

juk.te

&)
&

A

!
(i

E
[
=]
i

-
— mg%:)

[
b

;

h

Lo

(=]

T3

QuEz

(=]

)

- [
HF
.

(=)

==

Lova

Chi-Square= 180.84 df=162, P-value= 0.14792 RMSEA=0.048 SRMR=0.092 NFI=0.90 GFI=0.95
AGFI=0.91 SRMR=0.10

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

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

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

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

SCM3: Risk Management 0.830**

SCM4: Supplier Partnership 0.780**

SCM5: Customer Relationship 0.480**

SCMB8: Postponement Strategy 0.490**

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

CSR3: Ethical responsibility 0.830**

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

SAC2: Exceeding Customer 0.670**

Expectations

SAC3: After-Sales Service & 0.890**

Warranty

SAC4: Fair Pricing 0.720**

SAC5: Honest Information 0.790**

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

LOY3: Low Price Sensitivity 0.780%**

LOY4: Reduced Complaints 0.880**

Note: ** p<.01

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

Table 3 The Results if the Goodness of Fit Structural Model

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

From: (Whittaker & Schumacker, 2022)

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

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

o &

Tunarfioensuld Tnefiddaus 0.90 Tuld wanaflapunaunauvatluaiuleyalielsedany
Tuseaun

wenand AuduaniAinnLAaInLed ouadluaa Iaun A1 RMSEA (Root Mean
Square Error of Approximation) 191U 0.076 hagAm1 SRMR (Standardized Root Mean
Square Residual) 1y 0.092 Feagluinamifiannnsasensuls Tnean RMSEA agluras 0
0.08 wazA1 SRMR ag/luria 0.05-0.10 msnausiues Whittaker hag Schumacker (2022)
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Figure 3 Path Model Illustrating the Effect of Supply Chain Management on Customer Loyalty in
the Hotel Sector for Business Sustainability

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

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

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

Note: ** p<.01

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

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

Hypothesis Effect Path Interpretation Effect Coefficient Result

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

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

satisfaction

*%

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

Note: ** p<.01

o w

Table 5 WU auufgIuns 5 TelasunisatuayuedaitudAynsadansequ 0.01

o

lngasuranIsnAaeUANLFAgIUAAL

[ | =

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

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

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

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

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

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

pdUsznouTes CSR AldsuAmiminasdusenaugean tiun arwsuiiageudiuns
nAa LAT¥gAa NYVILINY WazaTesssy awdiiu avvieuliiiiufsunuimvesianssuiiedany
WU 3L Msoranasing wagnsatiuayuyuvy lumsaianmdnuaiosdnsia deamnsa
nsvduauianelanazaNuinfvesgnAlied1eliuse@nsnin aenndasiu Jarwan et al.
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AonARpIiy Ahlawat (2023) fidlifiuiteuareinvedlsiusy Annmreain 913 AY
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Tnwagd nansideasaitlmfiudunumadydrinaresnisiansidguniusazaing
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The purpose of this research was to examine the factors that influence customer
repurchase intentions for sun-dried fish products on Facebook fan pages in Nan province
using the theory of planned behavior (TPB) framework. The study incorporated five
predictive variables, including product quality, online store environment, promotion,
customer service, and customer satisfaction. Data was collected from 400 respondents
with online shopping experience via Facebook in Nan province. The analysis involved
descriptive statistics and multiple regression analysis to test the research hypotheses.
The results indicated that repurchase intentions were positively and significantly
impacted by product quality (8 = 0.781), online store environment (g = 0.154), promotion
(B = 0.118), and customer satisfaction (B = 0.067), all with p < 0.01. However, customer
service (B = -0.092) was found to have a negative but statistically significant influence on
repurchase intentions (p < 0.01). The study highlights the importance of product quality,
online store environment, promotion, and customer satisfaction, as these factors were
found to positively influence repurchase intentions. Conversely, repurchase intentions
were negatively impacted by deficiencies in customer service quality. Therefore,
improvements in product quality and customer service, enhancements in promotional
strategies, and efforts to foster customer satisfaction are recommended to increase the
likelihood of repeat purchases through Facebook fan pages in the long term.

Keywords: Repurchase Intentions, Sun-Dried Fish Products, Facebook Fan Pages

Introduction

In today's competitive business environment, effective marketing communication
is essential for capturing consumer attention and driving product success (Hussain et al.,
2019). One of the most impactful strategies in this realm is the use of celebrity
endorsements (Khan & Nasr, 2019). Celebrities, with their widespread recognition and
influence, make marketing message more memorable and impactful. As digital marketing
continues to advance, especially within niche markets like traditional food products
(Sarkar & Kotler, 2020). Platforms like Facebook are particularly influential with fan pages

serving as effective tools for promoting local delicacies (Dholakia & Durham, 2020). These
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fan pages not only facilitate brand promotion but also foster a sense of community.
Understanding the factors that drive customer repurchase intentions on these platforms
is crucial for businesses aiming to succeed in the competitive online market (Gémez &
Chalmeta, 2020).

Research consistently identifies product quality as a primary driver of repeat
purchase behavior with consumers returning to brands that reliably meet or exceed their
expectations (Smith & Johnson, 2020). High-quality products build consumer trust making
customers more confident in their purchasing decisions and fostering brand loyalty
(Johnson & Huang, 2022). The sun-dried fish market in Northern Thailand, particularly in
provinces like Nan, is predominantly composed of small and medium-sized enterprises
and family-owned businesses. Traditionally, these producers sold their products locally
or distributed them to nearby provinces. However, the rise of e-commerce platforms,
especially Facebook fan pages, has expanded the market, enabling producers to reach
consumers across Thailand. Sun-dried fish holds deep cultural and economic value in
local markets, particularly in Nan province. Its significance stems from its sustainable
preservation methods, consistent demand, and contributions to both local identity and
tourism. The product supports local economies by providing income for fishers and
producers while preserving cultural heritage and promoting unique culinary traditions
(Belton et al., 2022; Dholakia & Durham, 2020).

However, marketing sun-dried fish faces several challenges that impact the
success of small-scale producers and local markets. These challenges include difficulties
in expanding the customer base beyond the local market which limits business growth
and sales opportunities (Smith & Johnson, 2020; Phan, 2022). This study selected sun-
dried fish for its economic significance to local entrepreneurs and its increasing presence
in the online retail space. In order to fill these gaps, the research objectives is to
investigate the factors that influence customer repurchase intentions for sun-dried fish
on Facebook fan pages. The core research question guiding this study is: How do product
quality, online store environment, promotion, customer service, and customer
satisfaction impact customer repurchase intentions on Facebook fan pages for sun-dried
fish in Nan province?. The findings provide empirical evidence on the significance of
these variables in shaping customer repurchase intentions. Furthermore, this information
can assist companies in refining their marketing approaches to enhance customer
retention and boost sales.

Research Objectives
To study the influence of product quality, online store environment, promotion,
customer service, and customer satisfaction on customer repurchase intentions for sun-

dried fish products on Facebook fan pages in Nan province.
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Literature review
1) The relationship between product quality and repurchase intentions

According to perceived quality theory, consumers evaluate product quality based
on their subjective perceptions of the product's attributes. Higher perceived quality
typically results in greater customer satisfaction, which in turn has a positive effect on
future purchase behavior (Zeithaml, 1988). Zhou and Wang (2020) define product
quality as the set of characteristics inherent in a product that determines its capacity to
meet or exceed customer expectations, while Chen and Chen (2019) define repurchase
intentions as a customer's likelihood or willingness to buy a product or service again in
the future based on their previous experience with the brand. The relationship between
product quality and repurchase intentions is vital in consumer behavior and marketing,
as it directly impacts customer retention and the likelihood of repeat purchases. Product
quality plays a crucial role in shaping consumer behavior, particularly in online marketing
contexts where direct product interaction is limited. High product quality enhances
repurchase intentions by building trust and satisfaction among customers (Zhao et al.,
2022). Several studies support the positive link between product quality and repurchase
intentions. For instance, Gdmez and Chalmeta (2020) reported that superior product
quality strengthens customer trust, thereby increasing their commitment to repurchase.
Their study revealed that consumers are more inclined to make repeat purchases when
they perceive the product to be of high quality, as it fosters trust and satisfaction. Thus,
the study proposes the following hypothesis.

H1: Product quality has a positive and significant effect on customer repurchase
intentions for sun-dried fish products on Facebook fan pages in Nan province.

2) The relationship between online store environment and repurchase

intentions

According to cue utilization theory, consumers rely on various environmental
cues to form judgments about product quality, online store reputation, and the
likelihood of a satisfying shopping experience. A positive online store environment
enhances perceived value and trust, which can ultimately lead to repeat purchases
(Olson & Jacoby, 2021). According to Harris and Goode (2019), online store environment
refers to the overall design, layout, visual appeal, and ease of navigation of an online
retail platform. It encompasses various elements, including website aesthetics, usability,
and interactive features, which collectively influence customer satisfaction, engagement,
and purchasing decisions. In the digital marketplace, the online store environment plays
a critical role in shaping customer repurchase intentions. This concept includes factors
such as website design, ease of navigation, visual appeal, and overall user experience.
Research consistently demonstrates that a well-designed online store environment has
a significant influence on customer satisfaction, which, in turn, drives repurchase

intentions. For instance, Rose et al. (2019) reported that a user-friendly website that is
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easy to navigate enhances customer satisfaction by reducing frustration and creating a
more enjoyable shopping experience. This positive interaction is essential for building
customer loyalty and promoting repeat purchases. Similarly, Harris and Goode (2020)
found that the visual appeal of an online store can greatly affect a customer’s
perception of the brand increasing their likelihood to return for future purchases.
Therefore, the study proposes the following hypothesis.

H2: The online store environment has a positive and significant effect on
customer repurchase intentions for sun-dried fish products on Facebook fan pages in
Nan province.

3) The relationship between promotion and repurchase intentions

According to promotion theory, price promotions such as discounts and special
offers effectively reduce the perceived cost of a product making it more attractive to
customers and increasing the likelihood of repurchase (Smith & Sinha, 2021). According
to Kim and Choi (2020) define promotion as a range of marketing activities and strategies
aimed at communicating the value of a product or service to customers. However, the
primary goal of promotion is to increase sales and foster consumer engagement. It
encompasses various techniques such as advertising, sales discounts, special offers,
public relations, direct marketing, and other approaches designed to raise awareness and
influence customers’ purchasing decisions. (Kim & Choi, 2019; Kim & Choi, 2020). These
promotional strategies enhance the perceived value of a product, encouraging
consumers to take advantage of reduced prices. For example, Zhang and Li (2021) found
that promotional offers significantly boost the chances of customers returning for
additional purchases because promotions create a sense of added value. Similarly, Lee
et al. (2020) demonstrated that time-sensitive promotions and personalized offers are
particularly effective in encouraging customer loyalty especially in online shopping
contexts. As a result, the study proposes the third hypothesis as the followins.

H3: Promotion has a positive and significant effect on customer repurchase
intentions for sun-dried fish products on Facebook fan pages in Nan province.

4) The relationship between customer service and repurchase intentions

Based on loyalty theory, customer service plays a key role in developing brand
loyalty. Satisfied customers are more likely to build long-term relationships with a brand,
leading to repeat purchases. High levels of customer service create a positive emotional
bond with the brand (Davis & Lee, 2023). In online marketing, where direct interaction is
limited, customer service significantly influences repurchase intentions. High- quality
service builds trust and satisfaction both of which are critical for driving repeat purchases.
Several studies indicate that responsiveness, reliability, and personalized service greatly
impact customer satisfaction and behavior. For instance, Lee and Cheng (2018)
demonstrated that in the competitive online marketplace, superior customer service

differentiates companies and leads to higher customer retention rates. The Customer
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Satisfaction Model further supports this, proposing that customer service directly
influences satisfaction, which in turn mediates the relationship between service quality
and repurchase intentions (Smith & Johnson, 2020). Studies, including those by Lee and
Cheng (2018), highlight that timely responses and effective issue resolution enhance the
shopping experience, increasing customer satisfaction and repurchase intentions. Based
on these insights, the following hypothesis is proposed.

Hd: Customer service has a positive and significant effect on customer repurchase
intentions for sun-dried fish products on Facebook fan pages in Nan province.

5) The relationship between customer satisfaction and repurchase intentions

Based on the customer satisfaction model, customer satisfaction directly impacts
repurchase intentions. When customers feel satisfied with their experience, they develop
positive attitudes toward the brand, increasing their likelihood of returning for future
purchases. Satisfaction serves as a key mediator between the product/service experience
and future buying behavior (Smith & Johnson, 2020; Smith & Johnson, 2021). Smith and
Clark (2021) define customer service as the assistance, support, and services provided
by a business to its customers before, during, and after a purchase to ensure a smooth
and satisfactory experience. Customer satisfaction plays a pivotal role in influencing
repurchase intentions. Numerous studies have highlighted the importance of customer
satisfaction as a key determinant of customer loyalty and repeat purchase behavior. For
instance, Oliver (1981) found that the relationship between customer satisfaction and
repurchase intentions which foster trust and emotional attachment to the brand.
Similarly, Gbmez and Chalmeta (2020) found that in the context of online shopping,
customer satisfaction is crucial not only for securing initial sales but also for ensuring.
Their study emphasizes that in highly competitive online markets, clear communication,
and reliable delivery processes are better positioned to achieve higher repurchase rates.
Based on these insights, the following hypothesis is proposed.

H5: Customer satisfaction has a positive and significant effect on customer

repurchase intentions for sun-dried fish products on Facebook fan pages in Nan province.

Conceptual Framework

According to the theory of Planned Behavior (TPB), Bangun and Handra (2021)
reported that TPB is a psychological framework that explores human behavior through
three core components: attitude toward the behavior, subjective norms, and perceived
behavioral control. Initially developed by Ferraz et al. (2017), TPB is extensively utilized
across fields like psychology, marketing, and social sciences to understand and predict
behavioral intentions. Therefore, the relationships among all variables of the research

framework were shown as follows:
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Independent variables Dependent variables

Product quality (X1) H1
Online store environment (X2) H2
H3 Customer repurchase
Promotion (X3) intentions
H

Customer service (X4)

Customer satisfaction (X5) H>

Figure 1 Research Framework

Research Methodology
1) Research Design

The research was granted approval by the Human Research Ethics Committee of
Rajamangala University of Technology Lanna, under approval number RMUTL- IRB
068/2024, dated August 23, 2024, and valid until August 22, 2026. The study adheres to
the ethical guidelines and policies established by the Office of the National Research
Council of Thailand. Based on the research framework presented in figure 1, the study
utilized a correlational design within a quantitative framework, first analyzing
demographic data and user frequency to characterize the sample population. Reliability
of the constructs was ensured through Cronbach's Alpha, and the association among
variables was assessed. In addition, Pearson correlation matrix analysis, ANOVA analysis,
and multiple regression analysis were conducted to examine the relationships among
the variables and to test the research hypotheses.

2) Population and Sample

The target population for this study consisted of customers residing in Nan province
who had previously purchased sun-dried fish products through Facebook fan pages in
the region. According to the Department of Provincial Administration, the population of
Nan province in 2021 was approximately 472,222 registered residents. The sample size
for the study was determined using Taro Yamane’s sample size calculation method
(Yamane, 1973), with a 95% confidence level and a margin of error of 0.05, resulting in
a calculated sample size of 400 respondents. The sample size calculation was based on

the following formula:
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Where:
n is the sample size
N is the population size

e is the margin of error

3) Research Tool

The questionnaire for this study was meticulously developed based on a thorough
literature review and subsequently modified to ensure its relevance for assessing
customer purchase intentions concerning sun-dried fish products on Facebook fan pages
in Nan province. These modifications aimed to align the questionnaire with the specific
market context and consumer behaviors, thereby enhancing the validity and reliability
of the data collected. The questionnaire was structured as follows: The first section
served as a screening tool to confirm whether respondents had experience with
purchasing sun-dried fish products on Facebook fan pages. The second section gathered
personal information such as gender age educational qualifications, occupation and
monthly salary range. In the third section, questions were categorized according to the
dimensions of the independent and dependent variables. For instance, product quality
was assessed through performance, durability reliability and conformance (Suhaily &
Soelasih, 2021). Online store environment factors included product presentation,
trustworthiness, engagement, and local relevance (Wang & Liu, 2022; Lee & Park, 2020).
Promotion was measured by dimensions like advertising, discounts, brand
communication, and endorsements (Kim & Choi, 2020; Chen & Zhao, 2021). Customer
service was evaluated based on responsiveness, reliability, assurance, and empathy
(Parasuraman et al., 2020; Smith & Clark, 2021). Customer satisfaction encompassed
dimensions such as product quality, service quality, customer expectations, and value
for money (Johnson & Huang, 2022; Oliver, 1981). Finally, customer repurchase intentions
were gauged through customer satisfaction, perceived value, trust, and perceived risk
(Parasuraman et al., 2020; Davis & Brown, 2023). The fourth section of the questionnaire
focused on measuring the constructs using a five-point Likert scale, ranging from "strongly
disagree" (1) to "strongly agree" (5), to capture responses related to both independent
and dependent variables. The survey was administered using a self- administered
questionnaire, which included screening questions at the beginning to verify
respondents' experiences with purchasing sun-dried fish products through Facebook fan
pages. The data collection was conducted across 15 districts in Nan province.

4) Validity and reliability of the research tool

To ensure the instrument's validity, the Index of Item-Objective Congruence (I0C)

was used, as recommended by Smith and Johnson (2021), with each item scoring

between 0.6 and 1, exceeding the necessary threshold. A quantitative approach was
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then applied, involving 400 respondents from Nan province who had experience
purchasing sun-dried fish online via Facebook. A pilot test conducted with 30 participants
confirmed the reliability of the questionnaire, with Cronbach's alpha values surpassing
0.70 for all six variables. The Kaiser-Meyer-Olkin (KMO) measure of 0.687 indicated
adequate sample suitability, while Bartlett’s Test of Sphericity (x2 = 1956.638, p = 0.000)
confirmed strong correlations among variables, justifying the factor analysis. The final
questionnaires were then distributed to 400 respondents across 15 districts in Nan
province, with data collection facilitated by the researcher. A quota sampling method
was utilized to ensure a representative selection of 400 customers from the specified
districts.
5) Data collection method

In this study, both primary and secondary data were utilized. Given the
quantitative approach, communication methods were employed to collect data. A total
of 400 online shoppers were asked to complete a questionnaire designed using Google
Forms. The questionnaire was disseminated via various platforms including Line groups,
Facebook, and other social media. The data collection process involved two key steps.
First, Thai online shoppers, particularly those with Facebook accounts, were identified
and classified based on their online shopping experience in Nan province. Second,
friends with Facebook accounts were enlisted to help distribute the questionnaire
through their networks including Line groups and other social media applications.

6) Data Analysis

In this study, demographic factors included in the questionnaires were analyzed
using descriptive statistics encompassed minimum, maximum, frequency, percentage,
mean, and standard deviation. The internal consistency of all scale items was assessed
through reliability analysis. Relationships between variables were evaluated using

Pearson correlation matrix analysis, ANOVA analysis, and multiple regression analysis.

Research Results
1) Descriptive statistics for the demographic factors

As previously noted, the questionnaire was administered to 400 respondents who
had experience purchasing sun-dried fish online via the Facebook platform and resided
in Nan province. A 100% response rate was achieved. The demographic analysis revealed
that the majority of respondents were female (90.50%), with males comprising 9.5% of
the sample. The age group most represented among respondents was 41 to 50 years
old, accounting for 41.3% of the participants. A significant portion of the respondents
(90.0%) were married, and 60.50% had attained education at the high school level. The
occupations of respondents were diverse, with 45.0% being business owners, 25.0%
employed in state enterprises, 20.0% working as government officers, and 10.5% as

company employees. Regarding income, 60.5% of respondents reported earning
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between THB 10,001 and 15,000 per month, while 10.0% reported an income between
THB 20,001 and 25,000. Dietary preferences revealed that 45.0% of respondents
consumed meat, 44.50% consumed fish, and 10.5% consumed pork.
2) Descriptive statistics for variables

According to table 1, descriptive statistics are vital in summarizing the main
features of the data collected in a study. For this research, the descriptive statistics
included the mean, standard deviation, minimum, and maximum values of the variables
under study. The reliability of the questionnaire data was assessed using Cronbach's
alpha, which measures internal consistency. According to Sullivan and Artino (2013), the
interpretation of Cronbach's alpha coefficients was categorized as follows: scores
between 2.60 and 3.39 indicated neutrality, 3.40 to 4.19 indicated agreement, and 4.20
to 5.00 indicated strong agreement. As displayed in table 1, the mean scores and
standard deviations for the variables were as follows: product quality (3.58+0.24) online
store environment (3.67+0.23) promotion (3.54+0.24) customer service (3.66+0.24)
customer satisfaction (3.68+0.26) and repurchase intentions (3.58+0.24). These results
suggest that respondents generally agreed with the statements related to each variable,

indicating a positive perception across the factors analyzed in this study.

Table 1 Descriptive Statistics for Variables

Variables Min. Max. Mean £ S.D. Level of
agreement
Product quality (X1) 3.00 4.25 3.58+0.24 agree
Online store environment (X2) 3.25 4.25 3.67+0.23 agree
Promotion (X3) 3.00 4.25 3.54+0.24 agree
Customer service (X4) 3.25 4.25 3.66+0.24 agree
Customer satisfaction (X5) 3.25 4.50 3.68+0.26 agree
Repurchase intentions (X6) 3.00 4.25 3.58+0.24 agree

Note: Level of agreement was applied with the following interpretations: 2.60-3.39 as neutral; 3.40-4.19 as agree; and
4.20-5.00 as strongly agree. The Kaiser-Meyer-Olkin (KMO) was 0.68, Bartlett’s Test of Sphericity (X2) was 1956.63 (p =
0.000), N=400.

3) Pearson correlation coefficient matrix analysis

In this study, the analysis results of the primary data collected from 400 qualified
guestionnaires based on the conceptual framework of the research were presented.
Correlation analysis was employed to identify the degree of relatedness between each
variable which assisted in determining the level of association between two or more
variables. The results of the correlation matrix for hypothesis testing, shown in table 2,
indicated the relationships among product quality (X1) online store environment (X2)
promotion (X3) customer service (X4) customer satisfaction (X5) and repurchase

intentions (X6). All correlation values were positive, ranging from 0.199 to 0.949, signifying
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that all variables in this study were positively correlated. According to table 2, the
association among all variables was positive, with the lowest correlation of 0. 199
between customer service (X4) and product quality (X1) and the highest correlation of

0.949 between repurchase intentions (X6) and product quality (X1)

Table 2 Pearson Correlation Coefficient Matrix for Independent and Dependent Variables of the

Regression Model

Variable X1 X2 X3 X4 X5 X6
Product quality (X1) 1
Online store environment (X2) 0.660%* 1
Promotion (X3) 0.323** 0.235** 1
Customer service (X4) 0.199** 0.397%* 0.693%** 1
Customer satisfaction (X5) 0.701** 0.642** 0.345**  0.267** 1
Repurchase intentions (X6) 0.949%* 0.703* 0.365**  0.224**  0.729** 1

Note: **p < 0.01(2-tailed), N= 400

4) The multiple regression analysis

According to table 2, the analysis of multilevel multiple regression for predicting
factors influencing the purchase of sun-dried fish products via the Facebook platform in
Nan province revealed significant findings. The regression coefficients (B) for the
predicting variables, product quality (X1) online store environment (X2) promotion (X3)
customer service (X4), customer satisfaction (X5) and repurchase intentions (X6) were all
statistically significant at the 0.01 level. The overall model's coefficient of determination
was R? = 0.920, indicating that 92.00% of the variance in repurchase intentions (X6) could
be explained by these factors. The standardized regression weights (8) were as follows:
0.781 for product quality (X1), 0.154 for online store environment (X2), 0.118 for
promotion (X3), -0.092 for customer service (X4), and 0.067 for customer satisfaction
(X5), To assess multicollinearity, the variance inflation factor (VIF) was calculated. VIF
values ranged from 2.031 to 2.920, well below the threshold of 5 indicating that

multicollinearity was not an issue in this regression model.
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Table 3 Multiple Regression Analysis

Unstandardized Standardized Collinearity
Predictors Coefficients Coefficients t. Sig.** Statistics
B S.E. B Tolerance  VIF

(Constant) -0.148 0.071 -2.081 0.038
Product quality (X1) 0.785 0.023 0.781 34.337  0.000 0.394 2.538
Online store

] 0.165 0.024 0.154 6.772 0.000 0.393 2.542

environment (X2)
Promotion (X3) 0.120 0.022 0.118 5377 0.000 0.422 2.371
Customer satisfaction
(X5) 0.063 0.020 0.067 3.076  0.002 0.434 2.303
Customer service (X4) -0.094 0.023 -0.092 -4.106  0.000 0.404 2.474

Note: **p < 0.01, t. > 2.33 (one tailed), B=Beta, S.E.= Standard Error

According to table 3, it was observed that product quality (X1), online store
environment (X2), promotion (X3), customer service (X4), and customer satisfaction (X5)
have positive influences on repurchase intentions (X6). The standard score regression
equation predicting customer repurchase intentions is expressed as follows:

The equation in raw score form:

Y =-0.148 + 0.785X1 + 0.165X2 + 0.120X3 - 0.094X4 + 0.063X5

The equation in standard score form:

z = 0.781X1 + 0.154X2 + 0.118X3 - 0.092X4 + 0.067X5

This model and the corresponding equation indicate the strong predictive
capability of these factors with the analysis suggesting that 92.10% of the variation in
customer repurchase intentions can be attributed to these variables. The detailed
predictive model was represented in figure 2.

5) Analysis of variance testing

According to table 4, the ANOVA table for the regression model which evaluates
the impact of product quality, online store environment, promotion, and customer
service on customer satisfaction and repurchase intentions, highlights the significance of
these variables in predicting the dependent variable. The sum of squares for the
regression (22.50) accounts for the variation in the dependent variable explained by the
model, while the residual sum of squares (1.962) represents the unexplained variation.
Together, these totals sum to 24.462 indicating the overall variation in the dependent
variable. The F-statistic (903.520) is notably high demonstrating the model's effectiveness
in explaining the variation in customer satisfaction and repurchase intentions. The
significance level of 0.00 confirms that the independent variables collectively have a

statistically significant impact on the dependent variable.
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Table 4 Analysis of Variance Testing

ANOVA

Model Sum of Squares df Mean Square F Sig.
Regression 22.500 5 4.500 903.520 0.000"
Residual 1.962 394 0.005
Total 24.462 399

Note: **p < 0.01(2-tailed)

6) Hypothesis testing
For results of hypothesis testing, based on figure 2, the impact of product quality
(B = 0.781, p = 0.000) online store environment (B = 0.154, p = 0.000) promotion (B =
0.118, p = 0.000) and customer satisfaction (B = 0.067, p = 0.000) positively affected
repurchase intentions. However, customer service had a negative but statistically
significant effect on repurchase intentions (B = -0.092, p = 0.000) for sun-dried fish
products via the Facebook platform among residents in Nan province was confirmed as

all p-values were found to be less than 0.05 (p-value < 0.05).

Product quality (X1) H1, 0.781**

Online store environment (X2)
Customer repurchase

intentions

Promotion (X3)

Customer service (X4)

*%
Customer satisfaction (X5) H5, 0.067

Figure 2 Prediction model of customer repurchase intentions

According to table 5, the findings from this study confirm that product quality,
online store environment, promotion, and customer satisfaction all have a positive and
significant impact on customer repurchase intentions for sun-dried fish products on
Facebook fan pages in Nan province. We aligns with previous research indicating that
these factors are critical in shaping consumer behavior in online shopping environments
as follows: The acceptance of H1 suggests that product quality (B = 0.781, t = 34.337)
was considered a crucial determinant of repurchase intentions, as evidenced by studies
conducted by Zhang and Li (2021) which underscore the importance of perceived quality
in fostering customer loyalty & encouraging repeat purchases. Similarly, H2's acceptance
indicates that the online store environment (B = 0.154, t = 6.772) was perceived as
significantly influencing customer repurchase intentions. This finding aligns with research

by Lee and Kim (2021) found that a well- designed & trustworthy online store
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environment positively impacts customer satisfaction and loyalty. The acceptance of H3
highlights the influence of promotion (B = 0.118, t = 5.377) on repurchase intentions, a
conclusion supported by Kim and Choi (2019) emphasized the role of targeted and
effective promotional strategies in driving consumer engagement and repurchase
behavior in digital marketplaces. The null hypothesis (H,) for this analysis posits that
customer service does not have a significant effect on customer repurchase intentions
for sun-dried fish products sold through Facebook fan pages in Nan province. In formal
terms: Ho (null hypothesis): Customer service has no effect on repurchase intentions for
sun-dried fish products on Facebook fan pages in Nan province (B = 0). Conversely, the
alternative hypothesis (H,A) suggests: H,A (alternative hypothesis): Customer service has
a positive and significant effect on repurchase intentions for sun-dried fish products on
Facebook fan pages in Nan province (B # 0). The regression analysis yielded the following
statistical results: Standardized beta coefficient (B) = -0.092, t-value = -4.106, p-value =
0.000 (significant at the 0.05 level). Interpretation: The negative beta value (-0.092) may
seem unexpected, as a positive effect was anticipated. However, it suggests that any
decline in customer service quality could lead to a corresponding decrease in repurchase
intentions. This underscores the critical role of maintaining high standards of customer
service. The t-value of -4.106 and the p-value of 0.00 both confirm that the relationship
between customer service and repurchase intentions is statistically significant. Therefore,
the null hypothesis can be rejected. This finding aligns with research by Zhao et al.
(2022) who also found that customer service significantly impacts repeat purchase
behavior especially in digital and social media-driven sales environments. Finally, the
acceptance of H5 indicates that customer satisfaction (B = 0.067, t = 3.076) was perceived
as directly contributing to repurchase intentions, a conclusion supported by extensive
literature including Wang and Liu (2022).

Table 5 The Summary of Hypothesis Testing

Null Hypothesis Results

H1: Product quality has a positive and significant effect on customer repurchase accepted H
intentions for sun-dried fish products on Facebook fan pages in Nan province
(B=0.781, t.=34.337, p=.000)

H2: The online store environment has a positive and significant effect on accepted H:
customer repurchase intentions for sun-dried fish products on Facebook fan
pages in Nan province (B=0.154, t.=6.772, p=.000)

H3: Promotion has a positive and significant effect on customer repurchase accepted Hs
intentions for sun-dried fish products on Facebook fan pages in Nan province
(=0.118, t.=5.377, p=.000)

Hd: Customer service has a positive and significant effect on customer rejected H4
repurchase intentions for sun-dried fish products on Facebook fan pages in
Nan province (B=-0.092, t.=-4.106, p=.000)
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H5: Customer satisfaction has a positive and significant effect on customer accepted Hs
repurchase intentions for sun-dried fish products on Facebook fan pages in
Nan province (=0.067, t.=3.076, p=.002)

Note: **p < 0.01(2-tailed), t. > 2.33 (one tailed), B=Beta, S.E.= Standard Error

Discussion

The conceptual model proposed for investigating customer repurchase
intentions for sun-dried fish products on Facebook fan pages in Nan province was found
to be statistically significant. Positive relationships among product quality, online store
environment, promotion, customer service, customer satisfaction, and repurchase
intentions were observed in the correlation matrix used for hypothesis testing. The
positive correlation coefficients ranged from 0.199 to 0.949, indicating meaningful
associations among the variables within the context of online purchasing of sun-dried
fish products. The lowest correlation coefficient (0.199) was identified between customer
service and product quality, whereas the highest correlation coefficient (0.949) was found
between repurchase intentions and product quality, suggesting that product quality
plays a particularly critical role in shaping customers’ repeat purchase behavior.

This result is consistent with the findings of Sarkar and Kotler (2020), who
emphasized customer satisfaction as a primary driver of repurchase intentions and a
crucial factor in meeting customer expectations. Their study highlighted that fulfilling
customer needs helps build loyalty and increases the likelihood of repeat purchases,
particularly in digital marketplaces where perceived value and positive interactions play
an essential role in customer retention. In the present study, the positive correlation
observed between customer satisfaction and repurchase intentions indicates that
satisfied customers are more inclined to engage in repeated purchasing behavior,
reinforcing the importance of maintaining high product quality alongside effective
customer service. Conversely, the relatively lower correlation between customer
satisfaction and the online store environment suggests that, although the store
environment remains influential, product quality and customer service may exert a more
direct and substantial influence on customer satisfaction. Furthermore, the strong
association between customer satisfaction and repurchase intentions aligns with prior
online shopping research, which underscores customer satisfaction as a key mechanism
for fostering customer loyalty and repeat purchasing behavior (Zhang & Li, 2020). This
finding is also consistent with studies conducted in online shopping contexts in Thailand,
such as Zhang and Li (2021) and Chaiyasoonthorn et al. (2021), which reported that
customer satisfaction accounted for a substantial proportion of the variance in purchase
intentions.

The study revealed that product quality, online store environment, promotion,
and customer satisfaction positively influenced repurchase intentions for sun-dried fish
products marketed through Facebook fan pages in Nan province, which is consistent with
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prior research in online shopping contexts (Lee & Park, 2020). However, a contrasting
result was observed with respect to customer service. Unlike the findings of Sarkar and
Kotler (2020), who reported that customer service did not significantly influence
repurchase intentions in online environments, the present study found that customer
service exhibited a negative but statistically significant effect on repurchase intentions.
This finding suggests that, while customer service remains a vital component of online
retailing, deficiencies in service quality—such as delayed responses or ineffective
problem resolution—may reduce customers’ willingness to make repeat purchases. The
standardized beta coefficient (B = -0.092) and t-value (-4.106) confirm the statistical
significance of this relationship (p = 0.000). This result is consistent with the observations
of Phuong and Dai (2022), who noted that inadequate service performance in social
commerce platforms can weaken customer trust and diminish repeat purchasing
behavior. Although good customer service generally enhances customer experience and
loyalty (Shao et al., 2020), the negative coefficient identified in this study indicates that
a decline in service quality may have a disproportionately adverse effect on repurchase
intentions, particularly for niche products such as sun-dried fish that rely heavily on trust
and relationship quality (Ali et al., 2023).

Conclusions

This study investigated the factors influencing customer repurchase intentions for
sun-dried fish products marketed through Facebook fan pages in Nan province. The
findings indicate that product quality, online store environment, promotion, and
customer satisfaction significantly enhance customers’ intentions to make repeat
purchases, with product quality playing a particularly important role in building trust in
a social commerce context. Customer satisfaction was also confirmed as a key driver of
purchasing intentions, emphasizing the importance of delivering products that meet
customer expectations and implementing effective promotional strategies. However, the
results reveal that customer service had a negative but statistically significant effect on
repurchase intentions, suggesting that deficiencies such as delayed responses or
ineffective problem resolution may discourage repeat purchasing, even when other
aspects of the online store are perceived positively. Overall, the findings highlight that
while strong product quality, effective promotion, and high customer satisfaction can
foster repurchase intentions, inadequate customer service may undermine long-term
customer relationships, underscoring the need for sellers to maintain consistent and

responsive service alongside product excellence.

Suggestions for Future Research
Based on the findings of this study, several recommendations for future research

can be made. Firstly, while this study provided valuable insights into the factors
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influencing customer repurchase intentions for sun-dried fish products on Facebook fan
pages in Nan province, future studies could expand the scope to include other regions
or product categories. This would allow for a broader understanding of how these factors
operate across different contexts. Additionally, future research could explore the role of
other potential variables, such as brand trust, social media engagement, or perceived
value, which may also influence repurchase intentions but were not covered in this
study. Lastly, qualitative research methods, such as interviews or focus groups, could be
employed to gain deeper insights into the motivations and perceptions of consumers

regarding their online shopping experiences.

Limitations of the Research

While this study offers valuable insights into the factors influencing customer
repurchase intentions for sun-dried fish products on Facebook fan pages in Nan province,
several limitations should be acknowledged. Firstly, the study's focus on a single product
category, sun-dried fish, may limit the generalizability of the findings to other products.
Future research could explore similar factors in different contexts to validate these
results. Secondly, the study was geographically confined to Nan province which may not
fully capture the diversity of consumer behavior across other regions. Thirdly, the
reliance on self-reported data through questionnaires may introduce response biases, as
participants might not accurately reflect their true behaviors or intentions. Finally, the
cross-sectional design of the study provides a snapshot of consumer behavior at a single

point in time.
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The purpose of this study was 1) to assess the perceived importance of the
working environment among employees, 2) to evaluate their level of job satisfaction,
and 3) to examine the influence of the working environment on job satisfaction among
employees at Liuzhou City Vocational College in Guangxi, China. The sample consisted
of 300 employees, including full-time and contract teachers who have worked for more
than one year at Liuzhou City Vocational College in Guangxi Province in 2023, selected
using a quota sampling method. Data was collected through an online questionnaire
administered via WeChat and the Specify platform. The study provided actionable insights
that are directly applicable to improving employee satisfaction and operational efficiency
within the college. Both descriptive and inferential statistical analyses were conducted,
with multiple regression analysis used to interpret the results.

The results indicated that all factors were rated as highly important, with the
priority being organization policy, followed by relationships with co-workers, and job
safety and security ranked as the least important. Overall, the job satisfaction of
employees was also found to be at a high level. Additionally, the multiple regression
analysis revealed that all elements of the working environment positively influenced
employee job satisfaction at the 0.05 significance level. The most influential element
was the relationships and management style of supervisors. Organizations can utilize
these findings as guidelines for developing or improving the working environment to
enhance employee satisfaction and efficiency.

Keywords: Working Environment, Job Satisfaction, Employees in Liuzhou City Vocational

College of Guangxi.

Introduction

The world is changing rapidly, and technology is constantly evolving. The
external environment of organizations, including social factors, the digital economy,
politics, education, and demographics, is changing rapidly, especially in terms of

innovation and technology which have developed rapidly, resulting in competition

! Student, Master's Degree in Business Administration, Faculty of Management Science, Nakhon Ratchasima Rajabhat
University.

2 Assistant Professor Dr., Faculty of Management Science, Nakhon Ratchasima Rajabhat University.

® Associate Professor Dr., Faculty of Management Science, Nakhon Ratchasima Rajabhat University.

*Corresponding author: E-Mail address: liujunli202d4@gmail.com

The Impact of the Working Environment on Employee Job Satisfaction

Liujun Li Suthasinee Phochathan and Suthanan Phochathan

159




160

among organizations. This directly affects the organization, which needs to modify the
work process and seek appropriate strategies for the survival of the organization. The
work environment includes important factors such as working hours, job security,
relationships with coworkers, policy, approval processes, and the relationship and
management style of supervisors (Taheri et al., 2020). In this rapidly changing landscape,
organizations have to continuously monitor the work environment and organizational
culture, anticipate trends in creating happy workplaces, and proactively adjust their
internal strategies and resources to remain competitive. This might involve embracing
digital transformation, investing in research and development, fostering a culture of
innovation, and ensuring their workforce is equipped with the skills needed to thrive in
the modern economy.

In modern organizational management, human beings are considered an
indispensable resource across various functions since they are the creators of work. It is
imperative to focus on both quantitative and qualitative indicators while emphasizing
the importance of morality and ethics. A supportive management system, organizational
culture, and work environment are crucial factors that help in achieving these standards
(Gonzi et al,, 2019). The development and maintenance of human resources to work
for the organization with efficiency and effectiveness, as well as retaining employees.
All require good human resource management (Ke et al., 2015). Therefore, human
resource management is important to organizational management.

Job satisfaction refers to how fulfilled or content an employee feels in their
job and work environment. It includes several factors, such as the type of work,
relationships with colleagues and supervisors, compensation, opportunities for growth,
work-life balance, and organizational culture. When employees are satisfied, they tend
to be more productive. People who enjoy their work and feel fulfilled are more likely
to put in extra effort, be more engaged, and perform at higher levels. This contributes
to the success and efficiency of the organization. Job satisfaction and employee
engagement are closely related. Engaged employees are emotionally invested in their
work and are more likely to g¢o beyond their basic job responsibilities. They feel
enthusiastic about their roles, committed to the organization's goals, and willing to
suggest innovative ideas. Job satisfaction also affects employees' physical and mental
health. Unhappy employees may experience higher levels of stress, anxiety, and
physical health problems. Conversely, satisfied employees tend to have better overall
health outcomes and a higher quality of life (Abuhashesh et al., 2019)

Guangxi has a large number of colleges, both public and private. Each college
has different operational problems. Because the expertise and level of colleges are
different, therefore, the college's development budgets received by the People's
Republic of China government are different, affecting the number of students. Teacher's

teaching hours, academic service, and staff workload for each college (The Education
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Department of Guangxi Province, 2022). The College Higher Vocational Education
School currently offers 56 higher vocational majors, including technology, big data,
accounting, and e-commerce.

The school aims to demonstrate new achievements in serving and integrating
into the new development pattern, while rigorously implementing strategic goals. The
policy of Liuzhou City Vocational College is diverse in both quantitative and qualitative
aspects. However, it sometimes prevents administrators and teachers from performing
their work on certain projects due to heavy workloads and limited time, which may
cause delays in achieving goals. Part-time teachers or those who have not been hired
yet are concerned about job security as they do not have a full-time employment
contract and do not receive the same comprehensive benefits as full-time teachers.
These issues need to be addressed to ensure a better work environment for all
teachers. In order to create a better work environment for all teachers, administrators
need to prioritize their career planning. This can be achieved by studying the rules for
their professional development, setting appropriate working hours based on their
educational background and job responsibilities, and providing them with the necessary
resources for their growth and success (Liuzhou City Vocational College Higher
Vocational Education School, 2023).

Therefore, for the reasons mentioned above, Liuzhou City Vocational College
of Guangxi is an organization that empowers human resources at all levels to acquire
higher knowledge and potential through higher education or training. It conducts
seminars in various courses to increase academic and professional potential. The
structure of the work environment is vital. This study aims to investigate job satisfaction
in relation to the working environment. Understanding the relationship between the
structure of the working environment and job satisfaction has significant implications.
Therefore, as an educational institution, the college recognizes that employee
satisfaction impacts the quality of its primary output—the students. It is essential to
examine how the current working environment at the college affects employee
satisfaction. This will allow the college to adjust its operations appropriately to align

with the context and needs of its employees.

Research Objectives

1. To assess the importance level of the working environment of employees at
Liuzhou City Vocational College of Guangxi, the People’s Republic of China.

2. To evaluate the level of job satisfaction of employees at Liuzhou City
Vocational College of Guangxi, the People’s Republic of China.

3. To examine the influence of the working environment on the job satisfaction
of employees at Liuzhou City Vocational College of Guangxi, the People’s Republic of
China.
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Literature Review
Concept of Working Environment

The working environment encompasses various elements and factors that
contribute to the overall atmosphere, culture, and conditions for employees. According
to Spector (1997), the working environment includes factors such as employee safety,
job security, good relationships with co-workers, recognition for good performance,
motivation to perform well, and involvement in the decision-making process of the
company. Spector further explained that when employees feel valued by their
employer, they are more likely to be committed and take ownership of their work.

The working environment has two dimensions. The first one is the physical
condition of the working place and the second one is the social condition (Skalli et al.,
2008). However, factors like wage rate or working hours, Job safety and security (Woods,
2024), flexible working hours, relationship with co-workers (McFarlin, 2019), Relationship
and management style of supervisors, and organization policy, involving employees in
decision-making also play a vital role for better working environment (Sayed Mostafa et
al,, 2021). Moreover, there are five important aspects of a working environment, which
include: 1) working hours, 2) job safety and security, 3) relationships with co-workers, 4)
relationships and management style of supervisors, and 5) organizational policies, that
are directly related to job satisfaction. (Sayed Mostafa et al., 2021; Razig & Maulabaklsh.,
2015; Herzberg et al., 2011; Spector, 1997)

The importance of the working environment plays a crucial role in motivating
employees to achieve their goals. Effective team building and a supportive
organizational culture are vital in creating a cooperative working atmosphere. These
factors contribute to the creation of a happy and positive workplace, resulting in higher
productivity. The working environment should be arranged appropriately to include
flexibility in work, job safety and security, good relationships with co-workers, a positive
management style from supervisors, and supportive organizational policies. This can
help boost employee morale, increase work potential, provide opportunities for
training and development, make work more efficient, and ensure that employees feel
comfortable and happy at work. Ultimately, it leads to employees feeling satisfied with
their work.

Theories of Job Satisfaction

Job satisfaction theories have a strong overlap with theories explaining human
motivation. The most common and prominent theories in this area include Maslow’s
needs hierarchy theory (Maslow, 1970) and Herzberg (1966) motivator-hygiene theory,
described Maslow's needs hierarchy theory is a well-known concept in human
motivation literature. It was one of the first theories to explore the factors that

contribute to job satisfaction. The theory proposes that human needs are arranged in a
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five-level hierarchy, consisting of physiological needs, safety, belongingness/love,
esteem needs, and self-actualization. According to Maslow's hierarchy of needs, basic
needs like physiological needs and safety must be met first before moving on to more
complex needs like belonging and esteem.

Maslow's hierarchy of needs was originally developed as a model for
understanding human motivation. However, it also has practical applications in the
workplace, particularly in explaining job satisfaction. In an organizational setting,
employees' basic physiological needs can be met through benefits like financial
compensation and healthcare. Safety needs can be met by ensuring a physically safe
work environment, job security, and clear company policies. Once these needs are
met, employees can focus on feeling a sense of belonging within the workplace, which
can be achieved through positive relationships with colleagues and supervisors, as well
as a sense of team membership. Feeling valued and appreciated by colleagues and the
organization is the next step in the hierarchy, leading to employee self-actualization,
where growth and development are necessary to reach one's full potential. Though
each step of the hierarchy can be seen as separate, they all contribute to the process
of self-actualization.

Job satisfaction refers to an employee's emotions regarding their job, including
likes and dislikes (Spector, 1977). It encompasses an employee's perceptions and
feelings towards their workplace in various aspects, such as pay and benefits, work-life
balance, promotion (Kerdpitak & Jermsittiparsert, 2020), occupational health and safety
(Balkir, 2012), career advancement opportunities (Labov, 1997) benefits, (Alexander et
al., 1994), relationships with co-workers, engagement, and reciprocity (Cappelli, 1992).

Job satisfaction is crucial to determining whether employees are content with
their jobs. When employees feel happy and satisfied, they are less likely to leave their
company, which can lead to higher morale and increased productivity for the
organization. There are several factors that affect job satisfaction, such as the nature of
the work itself, pay and benefits, workplace relationships, and career advancement
opportunities. While it may be difficult to quantify, companies often strive to stay up-
to-date on their employees' job satisfaction levels. To measure job satisfaction,
companies can conduct engagement surveys asking employees various questions such
as if they have access to enough learning opportunities, if their work is fulfilling, or if
they enjoy working with their manager. Companies may also analyze absentee and
turnover rates to determine whether employees are satisfied at work (Rumage, 2023).

In conclusion, six factors affect job satisfaction, and they are pay and benefits,
work-life balance, occupational health and safety, relationships with co-workers and
supervisors, promotion opportunities, and advancement opportunities. All of these
factors combine with the working environment of the vocational college, as well as

other relevant content, to contribute to job satisfaction. Job satisfaction is a crucial
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factor in enabling full-time and part-time teachers to perform to the best of their
abilities and achieve organizational goals. These elements ensure that teachers can
work with full strength and ability while also maintaining a healthy balance between
their personal and professional lives. Furthermore, they promote a positive work
environment and encourage teachers to pursue long-term career goals.

There are factors affecting job satisfaction (Spector, 1997) as follows: working
hours, job safety and security, relationship with coworkers, relationship management
style of superiors, and organization policy. Therefore, Job satisfaction is not only
important for employee well-being at the workplace but also for the organization. One
of the key factors that separates successful companies is their motivated and satisfied
employees (Culibrk et al., 2018). Understanding which factors impact employee job
satisfaction provides important information for organizations regarding motivation and
retention of the workforce as well as for recruiting activities (Wegman, 2018). Job
satisfaction is related to employee well-being. It is important to have a satisfied
workforce as satisfied employees are more motivated and productive, which impacts
organizational performance and leads to a more competitive organization. Therefore,
Job satisfaction is influenced by various factors in the working environment. Five key
elements affect job satisfaction: working hours, job safety and security, relationships
with coworkers, superiors' management style, and organizational policies. These
elements are interconnected and affect each other.

In conclusion, the working environment plays a crucial role in motivating
employees to reach their goals. Effective team building and a supportive organizational
culture are essential for fostering a collaborative atmosphere. These elements
contribute to a positive and fulfilling workplace, leading to increased productivity.
Therefore, by ensuring an optimal working environment, the five elements discussed
can enhance employee satisfaction, reduce turnover, and support the college in
achieving its goals and vision smoothly.

The Impact of The Work Environment on Job Satisfaction

The literature review revealed that there are related concepts and research
findings. For instance, Raziq and Maulabakhsh (2015) conducted a study on the impact
of the working environment on job satisfaction. They found a positive correlation
between a good working environment and employee job satisfaction. Additionally, Zhi
et al. (2020) found that the work environment plays a vital role in safeguarding
employee well-being. They emphasized that policymakers should consider both
physical and psychosocial aspects of the work environment, particularly for migrant
and non-managerial employees. Similarly, Vohra & Pandey (2020) highlighted a
connection between job satisfaction and the company’s atmosphere, suggesting that a
healthy work environment can significantly enhance employee satisfaction and

demonstrate its advantages to businesses
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Taheri et al. (2020) conducted a study demonstrating that the working
environment has a significant impact on job satisfaction. They concluded that
organizations cannot function effectively without adequate facilities, and that the
quality of the work environment is a primary concern for employees. Therefore, the
study underscores the importance of prioritizing the work environment to enhance job
satisfaction. Aggarwal et al. (2023) studied job satisfaction and motivation and found a
positive relationship between job satisfaction and employee performance. This
research paper aims to investigate the association between two factors, specifically, the
work environment and job satisfaction of employees. Employee motivation and work
environment are symbiotic concepts. The more satisfied and content employees feel
in a particular job role and with the working environment, the more motivated they are
to manage job responsibilities effectively.

Furthermore, Zheng et al. (2023) conducted a study on the relationship
between working hours and job satisfaction in China. The results of the study showed
that working long hours reduced individuals' short-term hedonic well-being but did not
affect their perceptions and feelings toward various aspects of life in the long run. In
summary, based on the literature reviews, it has been found that an employee's job
satisfaction can be greatly influenced by their working environment. This allowed the

researcher to create a conceptual framework as shown in Figure 1.

Working Environment

- Working hours

- Job safety and security

- Relationships with co-workers Job satisfaction

- Relationships and management
style of supervisors

- Organization policy

Figure 1 Research Framework

From the research framework and literature reviews, the study has five
hypotheses as follows:

H1: Working hours have a positive impact on Job satisfaction.

H2: Job safety and security have a positive impact on Job satisfaction.

H3: Relationships with co-workers have a positive impact on Job satisfaction.

H4: Relationships and management style of supervisors have a positive impact
on Job satisfaction.

H5: Organization policy has a positive impact on Job satisfaction.
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This study defined the terms of five elements of working environment and six
elements of job satisfaction as follows:

Working hours (X1) refers to the specific periods during which an individual is
expected to be actively engaged in their employment or job-related activities.

Job safety and security (X2) refer to the measures and conditions that
contribute to the well-being and stability of a person's employment.

Job safety and security (X3) refer to the measures and conditions that
contribute to the well-being and stability of a person's employment.

Relationships with co-workers (X4) refer to the interactions, connections, and
dynamics among individuals who work together in the same organization or company.

Organizational policy (X5) refers to the framework and requirements for the
expected behavior of individuals working within an organization.

Job satisfaction (Y) refers to an individual's positive emotional state and
attitude toward their work. It occurs when an employee's experiences and perceptions
about their job align with their expectations and needs in six components.

Pay and benefits (Y1) refer to the employees are satisfied with the
compensation and benefits provided by the college.

Work-life balance (Y2) refers to the employee should be able to fulfill their
family responsibilities without feeling burdened by work obligations.

Occupational health and safety (Y3) refer to the working area at the college
has a pleasant environment with no unpleasant odors, loud noises, breeding, or
accumulation of germs.

Relationships with co-workers and supervisors (Y4) refer to the positive
relationships with colleagues that can lead to a collaborative and productive work
environment.

Promotion (Y5) refers to how the college supports its personnel in developing
their knowledge, competencies, and operational skills.

Career advancement opportunities refer to the essential of having a thorough
understanding of the field and the ability to perform effectively to achieve career
growth

Research Methodology
1. Population and Sample
The population studied consists of 527 full-time and contract teachers with
over 1 year of work experience in Liuzhou City Vocational College of Guangxi, the
People’s Republic of China. (Liuzhou City Vocational College Higher Vocational Education
School, 2023)
The samples used in this research are full-time and contract teachers with

over 1 year of work experience. The sample size was calculated by using the formula
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of Yamane (1973), which was set by a confidence level of 95%, as 228. The researcher
defines the sample as 300.
2. Research Instrument

The researcher has studied concepts, theories, documents, textbooks, articles,
and related research results for applied to be consistent with the subject studied. The
questionnaires are based on the development of the working environment by Herzberg
et al. (2011) and Raziq and Maulabakhsh (2015). They consist of five factors, namely, 1)
working hours, 2) job safety and security, 3) relationship with co-workers, 4) relationship
and management styles of supervisors, and 5) organization policy. Additionally, the job
satisfaction factors are based on Herzberg et al. (2011). They consist of six elements
pay and benefits, work-life balance, occupational health and safety, relationship with
co-workers and supervisors, promotion, and career advancement opportunities. The
questionnaire was divided into 3 parts as follows:

Part 1: Demographic information includes questions on gender, age, status,
education, position or career level, experience in the field of work, department, and
income per month, using the checklist of questions.

Part 2: independent variable. The respondents were asked to provide a level of
importance of five elements of the working environment affected on job satisfaction.

Part 3: dependent variable. The respondents were asked to provide their level
of job satisfaction in Liuzhou City Vocational College.

The questions in parts 2 and 3 used a 5-level rating scale applied according to
the Likert method (Likert, 1970). Researchers took questionnaires to try out 30 full-time
teachers who have experienced lectures in a vocational college in Guangxi. who were
not in the sample group, the overall Cronbach’s alpha coefficient value was 0.859
which was over 0.70. It means that the quality and accuracy of the questionnaire are
high in reliability level (Cronbach, 1970).

3. Data Collection

The researcher proceeded to collect the data by sending the online
guestionnaire online by WeChat, Website, and Application. Sample injury is proportional
to the number of personnel of each of the 10 departments of Liuzhou City Vocational
College.

4. Data Analysis

The statistical analysis involved descriptive and inferential statistics. Descriptive
statistics was used to analyze the demographic data using frequency and percentage
and measure independent and dependent variables using mean and standard
deviation. Inferential statistics tested the research hypothesis using regression analysis
to investigate the relationship between independent and dependent variables. The

acceptable p-value was set to a minimum statistical significance of 5%.
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Research Results

In the sampling of 300 respondents, the majority of individuals who have been
teaching at Liuzhou City Vocational College of Guangxi were female 62.34% (n=187),
the age 41 — 50 years 49.17% (n=149), marital status was 66.00% (n=198), graduated
Master's Degree 48.85% (n=148), worked as full-time teachers are 48.33% (n=145),
working experience 11-15 years 38.67% (n=116), and income per month 6,001-8,000
Yuan 36.00% (n=108).

Table 1 Descriptive Statistics and Correlation Coefficient (n=300)

Variable  Mean S.D. X1 X2 X3 X4 X5 Y
X 3.84 0.666

X1 3.86 0.660 1

X2 3.77 0.749 0.221" 1

X3 3.87 0.713 0227  0.459 1

X4 3.80 0.657 0.207 0386  0.435 1

X5 391 0.554 0.004 0.069 -0.002 0.007 1

Y 3.93 0.622 0340 0434 0446 0451  0.114 1
Y1 3.91 0.651

Y2 3.90 0.572

Y3 3.94 0.644

Y4 3.97 0.628

Y5 3.92 0.616

Y6 3.93 0.622

* significant at the 0.05

The results from Table 1 showed that the total average of 5 elements of
working environment was found to have a high total average (x=3.84, S.D.=0.666), with
the priority being organization policy, (x=3.91, S.D.= 0.554), the second is relationship
with co-workers, (x=3.87, S.D.=0.713), and the least is job safety and security (x=3.77,
S.D.=0.749) respectively. Job satisfaction of employees shows that the total average
(x=3.92, 5.0.=0.622) indicates a high level of satisfaction. The priority is relationships
with co-workers and supervisors, (x_=3.97, S.D.= 0.628), the second is occupational
health and safety, (x=3.94, S.D.=0.644), and the least is work-life balance (x=3.90,
S.D.=0.572) respectively.

The results of the correlation coefficient values between the working
environment variables, including working hours, job safety and security, relationships
with co-workers, relationships and management style of supervisors, and organization

policy, showed that there were no pairs of predictor variables that were highly

A

~

{ﬁ{f} Economics and Business Administration Journal, Thaksin University Vol. 18 No. 1

ECBA



correlated (values above 0.80) (Hair et al., 2017). This indicates that the estimates are

independent of each other.

The influential statistical data of all items related to the influence of the
working environment on the job satisfaction of employees at Liuzhou City Vocational

College of Guangxi are presented in Table 2

Table 2 The Result of the Multiple Regressions Analysis

Model Unstandardized  Standardized p t Tolerance  VIF
Coefficients Coefficients
B Std.Error Beta
(Constant) 0.847 0.294 .004 2.882
X1 0.189 0. 046 0.199 000 4117 0.923 1.084
X2 0.138 0.038 0.195 .000 3.584* 0.734 1.362
X3 0.160 0.043 0.205 .000 3.694*% 0.702 1.424
X4 0.210 0.046 0.245 .000 4.600* 0.760 1.316
X5 0.107 0.051 0.098 .036 2.109* 0.994 1.006

R’= 0.604, Adjust R*= 0.365 SE (est.) = 0.344, F= 33.829, Sig= 0.01, D.W.=1.724
* Significant at 0.05

From the results in Table 2, it was found that the Durbin-Watson value was
1.724, within the range of 1.5 to 2.5, indicating that the error values were independent,
or there was no problem of autocorrelation. The results of tolerance and VIF values
were in the acceptable range, the tolerance value should not be less than 0.10, while
the VIF value should not exceed 10 (Ringim et al., 2012), indicating that there were no
collinearity problems. Furthermore, the presence of the significant positive effect of the
five predicting variables on the job satisfaction of employees was identified based on
their significance. These findings suggest that the relationships and management style
of supervisors had a regression coefficient of (B=0.245), which has the highest impact
on the job satisfaction of employees. Followed by, relationships with co-workers having
a regression coefficient of (3=0.205), working hours having a regression coefficient of
(B=0.199), job safety and security having a regression coefficient of (=0.195), and
lastly, the variable organization policy having a regression coefficient of ($=0.098). All
the factors were found to be statistically significant at the 0.05 level. Moreover, the
effect of the working environment has five elements explained as predictors of the job
satisfaction of employees 60.40% (R2=0.604). This model is highly significant, as
indicated by the F-value of F = 33.829 (p= 0.000< 0.01).
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Discussion

1. The study found that employees of Liuzhou City Vocational College in
Guangxi have a high level of job satisfaction. Each year, the college allocates budgets
based on knowledge and work performance, covering areas such as occupational
health and safety, as well as promotion opportunities, which contribute to employees’
satisfaction with the benefits they receive. Additionally, feelings about one’s work can
be positive. Bogicevic-Milikic and Cuckovic (2019) state that job satisfaction
encompasses employees' perceptions of their work, work-life balance, advancement
opportunities, and specific job aspects, all of which are shaped by their experiences in
the workplace.

2. This research highlights the investigation of the influence of the working
environment on the job satisfaction of employees at Liuzhou City Vocational College.
The significant positive influence of the five independent variables on employees' job
satisfaction was identified based on the following weight of influence: relationships and
management style of supervisors, relationships with co-workers, working hours, job
safety and security, and organizational policy. These findings align with Herzberg (1966)
Two-Factor Theory, which proposes that motivation and hygiene factors influence
employee satisfaction and drive effective performance. The working environment
variables in this study relate to both categories of factors, contributing positively to the
job satisfaction of employees at Liuzhou City Vocational College. This is also consistent
with Manion (2003) concept, which outlines four elements of workplace happiness:
connections, love of the work, work achievement, and recognition. When employees
experience happiness in their work, it positively impacts their job satisfaction at Liuzhou
City Vocational College.

Therefore, the Liuzhou City Vocational College has adapted to the changing
environment by continuously improving its working environment. The proactive policies
of the college administrators have increased the number of students, both from China
and abroad. To accommodate this growth, working hours, income, and the number of
teachers and support staff have also increased. The administrators have also taken into
account job safety and security, as it affects work motivation. They have emphasized
building relationships with co-workers and the management style of supervisors to
encourage college members to participate in work, teaching, and academic services in
various areas. This has resulted in more achievements and satisfaction among all
parties involved in the work performed according to their assigned duties. These
improvements have been made at both the micro and macro levels of the college's

working environment.
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Suggestion

1. Research Suggestion

1.1 The research found that employees gave the most importance to
organizational policy. The Liuzhou City Vocational College of Guangxi has transparent
policies so that decisions are made fairly and openly, which helps to promote trust and
accountability within the college community. They also help to prevent favoritism or
discrimination by establishing clear and consistent criteria and procedures.

1.2 This has resulted in more achievements and satisfaction among all parties
involved in the work performed according to their assigned duties. These improvements
have been made at both the micro and macro levels of the college's working
environment. Developing and implementing effective policies can help the college
enhance its operations, support student success, and fulfill its mission more effectively.

1.3 Educational institutions can utilize the study’s findings to adapt to the
changing environment by continuously improving their working conditions. The
proactive policies of the college administrators have increased the number of students,
both from China and abroad. To accommodate this growth, working hours, income, and
the number of teachers and support staff have also increased. The administrators have
also taken into account job safety and security, as it affects work motivation. They have
emphasized building relationships with co-workers and the management style of
supervisors to encourage college members to participate in work, teaching, and
academic services in various areas.

2. Further study suggestions

2.1 The research results found that these findings suggest that the relationships
and management style of supervisors have the highest impact on the job satisfaction
of employees. Individuals who are willing to research to enhance this field of study
should investigate the mediating and moderating factors that can affect the correlation
between supervisor relationships or management styles and employee job satisfaction.

2.2 The researchers should determine whether variables such as organizational
climate, communication patterns, or individual characteristics can moderate or mediate

the impact of supervisor behavior on job satisfaction.
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This study investigated the relationship between precision marketing
characteristics, precision marketing strategies, and consumer purchase intentions,
focusing on Taobao users. The research employed a mixed-method approach, using 20
in-depth interview samples for qualitative analysis and 304 samples for quantitative
research. The interview results revealed key precision marketing strategies such as
dynamic pricing, personalized product recommendations, and targeted promotions,
which = significantly influenced consumer purchase behaviors. Furthermore, the
quantitative analysis explored how factors such as immediacy, targeted ness, and
interactivity impacted purchasing behavior. The findings showed significant positive
correlations between precision marketing strategies, precision marketing characteristics,
and consumer purchase intentions, with demographic factors like age, gender, education,
occupation, and income playing a critical role. This study contributes academically by
providing empirical evidence to enrich the understanding of precision marketing's impact,
and offers actionable recommendations for companies to design personalized marketing
campaigns that enhance consumer engagement, loyalty, and sales in a competitive
digital landscape.

Keywords: Precision Marketing, Consumer Purchase Intention, Taobao

Introduction

With the rapid development of technology, modern marketing strategies have
undergone profound changes, among which precision marketing has become a key
component. With the help of advanced data analysis tools and algorithms, companies
now have unprecedented opportunities to target consumers accurately, predict demand,
and develop customized marketing strategies (Chen et al., 2021). Despite its increasing
prominence, there remains a significant gap in the literature regarding how precision

marketing impacts consumer behaviour, particularly in large e-commerce ecosystems
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such as Taobao. Most existing studies have focused on general marketing strategies or
platform-based data analytics, but little focus has been on understanding how
consumers perceive and respond to precision marketing efforts (Varadarajan, 2020).
Therefore, this study aims to develop and validate a new scale that measures the
effectiveness of precision marketing specifically for Taobao users, filling a critical gap in
both academic research and practical application.

Taobao, with over 800 million active users, was chosen as a case study for its
sheer market presence and because it serves as a model for how precision marketing
can be applied in large-scale e-commerce ecosystems (Guo, 2022). Taobao's use of big
data, artificial intelligence, and machine learning algorithms to target consumers with
personalized recommendations makes it an ideal platform for studying precision
marketing (Guo, 2022). By focusing on Taobao users, this research seeks to understand
how the relationship between purchasing behaviour, consumer satisfaction, and brand
loyalty in a highly competitive digital marketplace.

Precision marketing, which involves leveraging consumer data such as
preferences, purchasing habits, and social media activities, has proven to be an effective
strategy for increasing brand awareness and driving sales (Chatzopoulou & Kiewiet, 2021).
However, despite its growing importance, existing scales do not adequately capture
consumer perspectives on precision marketing strategies, particularly in digital
marketplaces like Taobao, where the interaction between consumers and algorithms is
a key factor (Wu & Monfort, 2022). This highlights the need for a more nuanced
understanding of how precision marketing strategies impact consumer behaviour and
decision-making.

The relationship between precision marketing characteristics, precision
marketing strategies, and consumer purchasing behaviour is a topic worthy of in-depth
research, especially given the evolving role of big data and artificial intelligence (Wu &
Monfort, 2022). By developing a new scale tailored to Taobao users, this research will
contribute to academic theory and offer practical insights for businesses seeking to
enhance their marketing strategies. Ultimately, understanding consumer responses to
precision marketing will enable companies to better meet consumer needs, improve

satisfaction, and strengthen brand loyalty in the increasingly competitive digital economy.

Research Objective

1. To develop reliable and valid scales for precision marketing strategies and
precision marketing characteristics.

2. To analyze the impact of demographic variables (such as gender, age, degree,
occupation, monthly income) on precision marketing strategies, precision marketing

characteristics and consumer purchase intention.
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3. To examine the relationship between precision marketing strategies,

precision marketing characteristics and consumer purchase intention.

Literature Review

Precision marketing used big data and modern technology to accurately target
and effectively communicate with specific target markets or consumer groups (Liu, 2021).
The key features of precision marketing included selecting marketing goals, implementing
cost-effective  communication strategies, establishing measurable communication
structures, and maintaining dynamic adjustment accuracy (Ren & Liu, 2021). The
theoretical foundation of precision marketing was grounded in data-driven decision-
making models, which relied heavily on consumer data to optimize marketing strategies
(Wedel & Kannan, 2016). This aligned with theories of personalized marketing, where the
effective  communication of value propositions was contingent on understanding
individual consumer preferences and behaviors. Companies created detailed consumer
portraits by collecting and analyzing consumers' browsing records, purchase history,
social interactions, and other real-time data. These portraits included basic demographic
information and consumers' interests, preferences, and potential needs, helping
companies push the most relevant products or services to the right consumers at the
right time (Wedel & Kannan, 2016). In precision marketing, implementing strategies relied
on big data analysis and machine learning technology. Personalization recommendation
was one of the important strategies in precision marketing. The system analyzed
consumers' historical behaviour data to provide customized recommendation content
for each consumer, thereby improving conversion rates. This customized product
strategy could attract target customers and improve customer satisfaction (Liu, 2021).

Consumers' purchasing decisions were deeply influenced by personal
characteristics and psychological factors, among which psychological characteristics
played a particularly critical role (Boerman et al., 2017). Consumer behavior theory
suggested that psychological characteristics, including self-perception, emotional state,
and brand loyalty, significantly influenced purchasing decisions (Bairrada et al., 2019).
These intrinsic motivations could be leveraged in precision marketing to align product
offerings with consumer desires. The use of personalized marketing strategies was also
explained through the theory of planned behavior, which posited that consumers'
attitudes, perceived control, and subjective norms influenced their intention to purchase
(Ajzen, 2020). Psychological characteristics occupied a core position in consumer
behaviour. They covered the deep cognition of brands, such as positive attitudes, high
trust, and unique preferences, as well as the intrinsic motivations and multiple
personality traits that drove purchasing decisions (Bairrada et al., 2019).

In the study of the impact of e-commerce precision marketing on consumer

purchasing behaviour, consumers' potential psychological changes were affected by
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corporate precision marketing. Zabin et al. (2004) believed that if e-commerce
companies wanted to encourage more consumers to tend to buy, they needed to
provide consumers with reliable product information through precision marketing to
influence their purchasing behaviour. Precision marketing could create profits for
enterprises by collecting customer consumption behaviour and preferences based on
big data, providing customers with more accurate product information, and increasing
their willingness to buy (Idemudia & Jones, 2015). Research from the two aspects of
precision marketing and consumer behaviour showed that with the development of the
Internet, consumer purchasing behaviour tended to be digitalized and informationized,
and precision marketing was also evolving. Enterprises could locate consumers from
multiple angles and implement precision marketing through big data analysis (Liu, 2021).
Precision marketing could more accurately locate target consumers, promote purchases,
and bring profits to e-commerce companies (Jiang et al., 2020). Ouyang et al. (2021)
collected information from consumers on the TikTok platform, and empirical research
confirmed that the precision marketing model of online shopping platforms could further
stimulate shoppers' purchasing behaviour.

More recent studies extended this analysis to the specific context of Taobao,
a leading e-commerce platform in China. Research by Guo (2022) highlighted how
Taobao's use of precision marketing, driven by artificial intellisence and big data, allowed
for highly personalized consumer experiences through product recommendations,
targeting specific consumer needs and preferences. Based on users' purchase history,
browsing patterns, and even interactions within the platform's social media features,
Taobao's recommendation system enhanced consumer engagement and purchase
intention (Guo, 2022). Moreover, recent empirical research by Shi (2021) confirmed that
precision marketing strategies employed by Taobao significantly increased consumer
retention and satisfaction by continuously adapting to changes in consumer behavior,
making it a model for e-commerce platforms globally. These findings underscored the
importance of real-time data processing and personalized marketing strategies that went
beyond traditional demographic targeting. Taobao's success with precision marketing
provided further validation of the role of immediacy, targetedness, and interactivity in
influencing consumer behaviour, as demonstrated by the platform's growing influence
in China's e-commerce ecosystem (Dong et al., 2020).

Based on the theoretical foundation established in the literature, the following
hypotheses are developed for empirical testing in this study:

H1: Precision marketing characteristics significantly positively affects consumer
purchase intention.

H2: Precision marketing strategies significantly positively influences

consumer purchase intention.
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H3: Demographic factors such as gender, age, education level, and income

affect precision marketing and consumer purchase intention.

Research Framework
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Figure 1 Research Framework

Research Methodology

Population and Sample

This study includes two groups of samples: in-depth interview samples (Table
1) and quantitative research samples (Table 2). This study focuses on Taobao registered
users of the e-commerce platform in mainland China. The in-depth interview research
sample (Table 1) includes 20 respondents, 10 males and 10 females, aged 21 to 39. The
respondents have diverse educational backgrounds, a wide range of occupations, and a
large difference in income levels. Overall, such a sample provides a comprehensive
analytical basis for the research, contributing to the generalizability and applicability of

the results.

Table 1 The In-Depth Interview Samples

No. Name* Gender Age Degree Occupation Monthly Income
1 B.Y. Male 21 Undergraduate Student <2000

2 B.Z. Female 30 Master Engineer 12000-18000
3 CX. Male 28 Undergraduate Teacher 8001-12000
4 D.W. Female 22 Undergraduate Engineer 10000-15000
5 F.L. Male 35 Ph.D. Researcher 12001-20000
6 F.N. Female 27 Master Doctor 12001-20000
7 G.T. Male 32 Master Lawer >20000

8 H.R. Female 22 Undergraduate Student <2000

9 H.S. Male 29 <Undergraduate Engineer 2001-5000
10 J.Q. Female 26 <Undergraduate Nurse 5001-8000
11 K.P. Male 31 Master Manager 8001-12000
12 L.L. Female 33 Ph.D. Researcher 12001-20000
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13 M.N. Male 21 Undergraduate Student <2000

14 N.T. Female 37 Ph.D. Doctor >20000

15 TX. Male 39 <Undergraduate Manager >20000
16 TY. Female 25 Undergraduate Teacher 2000-5000
17 S.D. Male 27 Undergraduate Teacher 2000-5000
18 W.L. Female 38 Undergraduate Manager 12001-20000
19 Z.J. Male 26 Master Designer 8001-12000
20 ZZ. Female 32 <Undergraduate Nurse 5001-8000

Note: * The in-depth interview samples of this study were anonymous

The quantitative research sample (Table 2) includes 304 respondents,
including 160 males (52.63%) and 144 females (47.37%), with a relatively balanced
gender distribution. The age is mainly between 18 and 34 years old, totalling 227 people
(74.69%), reflecting the young characteristics of the user groups of major e-commerce
platforms. In terms of education, 151 respondents with a bachelor's degree or above
(49.67%) show a high level of education. In terms of occupational distribution, students
account for 42.11%, the largest group, followed by corporate staff (18.09%) and self-
employed (21.71%). Monthly income is concentrated between 5001-8000 yuan (35.2%)
and 8001-12000 yuan (29.61%), indicating that the respondents are mainly middle-
income. The sample is diverse and representative, covering consumers of different
genders, ages, education, occupations, and income backgrounds, and it can provide solid

data support for the research of precision marketing strategies and characteristics.

Table 2 The Quantitative Research Samples

Variable n % Variable n %
Male 160  52.63 Public official 30 9.87
Gender
Female 144 47.37 Corporate worker 55 18.09
<18 67 22.04 Self-employed 66  21.71
Occupation
18-24 70 23.03 Students 128 4211
A 25-34 87 28.62 Freelancers 14 4.61
e
. 35-44 64 21.05 Others 11 3.62
45-55 12 3.95 <2000 46  15.13
>55 4 1.32 2000-5000 49  16.12
<College 80 26.32 Monthly 5001-8000 107 352
College 73 24.01 Income 8001-12000 90  29.61
Degree
Undergraduate 133 4375 12001-20000 7 2.3
Graduate 18 5.92 >20000 5 1.64

Research Instrument
In qualitative study, semi-structured in-depth interviews were used as a

research instrument for the pilot study to obtain detailed information about precision
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marketing. At the initial stage of the interview, the researcher asked the interviewee open
questions, such as: "What aspects do you pay most attention to when using the e-
commerce platform?", "What aspects do you think the platform's products and services
need to be improved?". These questions were intended to guide the interviewee in
sharing their comprehensive views and experiences. As the interview progressed, the
researcher asked follow-up questions based on the interviewee's answers, such as: "Can
you specifically describe the impact of a promotion on your shopping decision?", "What
do you think of the platform's pricing strategy?", "What do you think of the platform's
user interaction experience?" These follow-up questions were intended to explore the
interviewee's detailed feelings and specific cases and enrich the interview content.

The quantitative study used the precision marketing questionnaire and
consumer purchase intention scale obtained from the pilot study as research tools for
the pre-study and main study. The entire questionnaire had three parts. The first part
was related to the consumer's personal information. It included the consumer's gender,
age, education, occupation, income, whether there was an online shopping experience,
and the most commonly used e-commerce platform to screen the target objects of the
survey accurately. The second part was a survey on the characteristics of precision
marketing, with 7 items. The third part was a survey on precision marketing strategies,
with 9 items. The second and third parts used the Likert five-point scale, where 1 point
meant strongly disagree, and 5 points meant strongly agree.

The fourth part was a survey on the purchasing behaviour of online consumers
on e-commerce platforms. With reference to the consumer online purchasing behaviour
and purchasing intention survey scale designed by Yu (2016), appropriate modifications
were made according to the specific scenario. The online purchasing behaviour of
consumers affected by precision marketing and other information during online shopping
was measured. There were 4 items in total. The Likert five-point scale was used, where
1 point meant strongly disagree, and 5 points meant strongly agree. After the reliability
test, Cronbach Ol was 0.930.

Data Collection

The purposive sampling method was used to conduct online interview

samples during the holidays in January 2024, and each interview lasted about 30 minutes.

The interviews were recorded throughout and transcribed verbatim after the interviews.
The total text records of the 20 interviewees for 20 hours amounted to 125,740 words.
In order to ensure the validity of the data, invalid words (such as modal particles, filler
words) were deleted. After removing invalid words, the remaining valid data was 102,551
words.

After the in-depth interview analysis was completed, the cluster sampling
method was used to collect data from the selected e-communities from February to

March 2024, and 530 questionnaires were collected. Excluding invalid questionnaires
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with completely consistent answers, questionnaires filled in less than 60 seconds, and
non-Taobao users and people who do not shop online, 304 valid questionnaires were
collected, with an effective recovery rate of 57.36%.

Research Analysis

This study adopted an exploratory research approach, beginning with
qualitative research followed by quantitative analysis. The qualitative phase focused on
in-depth interview analysis, utilizing a coded analysis method to categorize and interpret
the data gathered from Taobao users. This coding process allowed for the identification
of key themes and patterns related to precision marketing characteristics and strategies,
forming a strong conceptual foundation for the subsequent quantitative research.

The quantitative phase involved comprehensive statistical analysis to explore
the relationships between precision marketing characteristics, precision marketing
strategies, and consumer purchase intention. Inferential statistics, including regression
analysis, were applied to examine the direct effects of precision marketing on consumer
behavior. Difference analyses, such as t-tests and ANOVA, were used to assess variations
in purchase behavior across different demographic groups. These analyses helped
identify statistically significant differences, offering insights into how precision marketing

strategies affected various segments of Taobao users.

Research Result

This study employed a qualitative research design using semi-structured in-
depth interviews as The first stage of research analysis. The aim was to explore and
understand the perceptions and experiences of consumers regarding various aspects of
precision marketing strategies and features. Through the coding and analysis of the
interview content, the study gradually identified some key strategies and features, such
as price strategy, product strategy, promotion strategy, as well as Immediacy, targeting,
and Interactivity. Finally, 16 codes that affected consumer shopping behavior were

identified, involving 97 reference points (Table 3).

Table 3 Distribution of Coding Nodes for the Precision Marketing

Open coding (Reference Points) Axial coding Selective coding
Dynamic pricing (8) _
Price
Discount strategy (9)
i . ) Strategy
Price rationality assessment (7)

Personalized product recommendation (10) Precision
_ ) Product ,
High-quality product guarantee (5) Marketing

) ) Strategy
Product diversity (6) Strategy
Coupon distribution (8) ,
. . . Promotion
Limited time promotion (4)
Strategy

Social media promotion (5)
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Real-time updates (6)

_ Immediacy
Quick response (4)
Targeted push (6) Precision
) Targetedness ]
User demand analysis (4) Marketing
User participation (5) Characteristics
Social interaction (4) Interactivity

User feedback (4)

The coding nodes in Table 3 provided a structured analysis framework for the
study, helping to identify the importance of different strategies and features in precision
marketing. In order to gain a deeper understanding of the performance of these strategies
and features in actual applications, Table 4 listed specific interview examples of precision
marketing. These interviews provided participants' real feelings and feedback on various
marketing strategies on the Taobao platform, further verifying and supplementing the

coding results.

Table 4 Precision Marketing Interview Examples

VAR Examples

1 Male: Taobao often has discounts, especially during holidays ...... | usually wait until there
are promotions before buying, which can save much money. Female: Taobao not only
has regular discounts, but also discounts for purchases above a certain amount ...... I also
use Taobao's price comparison function to find the most cost-effective products.

2 Male: Taobao has a wide variety of products, which | am very satisfied with ...... and they
will recommend products that | may be interested in based on my browsing and purchase
history, which saves me a lot of searching time. Female: Taobao now not only has a wide
variety of products, but also has guaranteed quality ...... Every time | log in to Taobao, |
will see many new products that suit my taste ... The detailed description of the
products and user reviews allow me to better understand the products before purchasing.

3 Male: For big sales like Double Eleventh Day, | will make a shopping list in advance and
then make a big purchase during the event ...... Taobao's points and coupon system also
allows me to enjoy more discounts in my daily shopping. Female: Taobao's limited-time
sales and member-only discounts ...... These make me feel that | can get special
discounts... Taobao will remind me of promotions through push messages ...... So | will
not miss any discount opportunities.

4 Male: After | add items to my cart, | can check the price history if there are any price
changes or promotions ...... The real-time customer service is also very responsive,
allowing me to solve problems promptly when shopping. Female: Taobao will notify me
immediately when there are new activities for the products | follow ...... Their logistics
information is updated very quickly, and | can check the status of my packages in real
time.

5  Male: Taobao will recommend products that | may be interested in based on my browsing
and purchase history, so | do not need to spend too much time searching ...... I will also

receive some targeted coupons and promotional notifications, which are what | really
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need. Female: Taobao will push relevant product information based on my shopping
habits, and often the recommended products align with my needs ...... Taobao will send
targeted coupons based on my shopping history, allowing me to enjoy more discounts
when | buy.

6 Male: In addition to real-time communication with customer service, | can interact with
other buyers on the product page, view and post comments ...... Taobao's live shopping
is also exciting. | can interact with the streamer in real time and learn detailed information
about the product. Female: | often participate in Taobao's interactive games and activities
to get points and coupons ...... By reading and participating in product reviews, | can better
understand other buyers' usage experience ...... [t makes me more confident in the

shopping process.

Note: 1= Price strategy, 2= Product strategy, 3= Promotion strategy, 4= Immediacy, 5= Targetdness, 6= Interactivity.

Based on the content of the in-depth interviews, a precision marketing strategy
scale and a precision marketing characteristic scale were generated, and the reliability
and validity of the two scales were tested. Table 5 presents the precision marketing
strategy as three factors, with factor loadings ranging from 0.892 to 0.915. The Kaiser-
Meyer-Olkin (KMO) measure for a precision marketing strategy is 0.764, and Bartlett's test
of sphericity is significant (p<0.001). The total variance explained is 87.075%. The
reliability of the precision marketing strategy scale is also high, with a Cronbach's alpha
of 0.8 55. The factor loadings range from 0.887 to 0.913 for precision marketing
characteristics, with a KMO measure of 0.833 and a significant Bartlett's test (p<0.001).
The total variance explained is 86.283%, and Cronbach's alpha of 0.875. The KMO value
of these results is over 0.5, the significance level for Bartlett's test is below 0.05, the
factor loadings are above 0.4, and the Cronbach's alpha is greater than 0.8 (Ho, 2014).
These results suggested that the scales used for both constructs are reliable and valid

for measuring the intended variables.

Table 5 Exploratory Factor Analysis and Reliability Analysis Results

Items* A h2

1 Taobao product information is updated very quickly.  ggo 0.871

Taobao can push promotions, new products and KMO=0.764
other information on time. 0.898 0.874 X’=1307.725
2 The information pushed to me by Taobao is what | p=0.000
am interested in. 0.915 0.892
Taobao platform can push the product information | Total variance
need most to me in the most timely and =87.075%
appropriate way. 0.893 0.882
3 You can participate in activities such as receiving Cronbach’s
points, shopping coupons or red envelopes through alpha=0.855
Taobao. 0.894 0.850
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You can interact and consult with sellers anytime
through the Taobao platform. 0.890 0.867
You can browse other consumers' comments on

products through Taobao and communicate with

them. 0.900 0.860
4 The prices of products on the Taobao platform are
not high. 0.902 0.859
The prices on the Taobao platform are reasonable. 0.894 0.862
The prices of products the Taobao platform KMO=0.833
provides are within my acceptable range. 0.913 0.879 )(2:2106.045
5  The products provided by the Taobao platform are p=0.000
of good quality. 0.891 0.860
| need the products pushed by the Taobao Total variance
platform. 0.904 0.870 =86.283%
The products pushed by the Taobao platform align
with my consumption capacity. 0.887 0.865 Cronbach’s
6 Platform promotions will save me money. 0.898 0.862 alpha=0.875
Promotional activities can bring me fun. 0.898 0.850

Because of platform promotions, | can try to buy
different products. 0.903 0.859

Note: * The items shown are translated from Chinese into English for better presentation to readers.;1= Price strategy,

2= Product strategy, 3= Promotion strategy, 4= Immediacy, 5= Targetdness, 6= Interactivity.

The analysis revealed significant demographic differences in responses to
precision marketing characteristics, strategies, and consumer purchase behaviour. Males
consistently scored higher than females (p<0.001), with mean scores for precision
marketing characteristics, strategies, and consumer behaviour of 3.70, 3.03, and 4.02,
respectively, compared to females who scored 3.27, 3.94, and 2.93. The 25-34 age group
showed the highest engagement across these categories, while those over 55 had the
lowest scores, indicating reduced effectiveness of precision marketing with older adults.
Education level also influenced perceptions, with undergraduates scoring highest and
those with less than a college degree scoring lowest (p<0.001). Occupational differences
showed that students and self-employed individuals were more engaged with precision
marketing, whereas public officials and freelancers were less so. Income levels further
highlighted disparities, with higher income groups (8001-12000) scoring significantly higher
(p<0.001) than those earning less than 2000. These findings suggested that demographic
factors such as gender, age, education, occupation, and income significantly impacted
the effectiveness of precision marketing, emphasizing the need for tailored strategies to

enhance consumer engagement.
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Table 6 The Results of the Difference Analysis

Precision Marketing PreC|5|?n Consumer Purchase
Variable Characteristics Marketing Behaviour
Strategy
M=SD t/F M=SD t/F M=SD t/F

Gender
Male 327+1.05 3894  3.03+1.00 9276  293x1.26  8.266
FeMale 3.70+0.91 3.94+0.70 4.02+1.03
Age
<18 3.49+0.99 3.64+0.88 3.54+1.28
18-24 3.32+1.05 2.94+0.96 3.31+1.28
25-34 3.55+0.84 3.71+1.04 6259  374+1.23 2922
35-44 3.57+1.13 0931 3.44+0.84 3.20+1.29 ’
45-55 3.48+1.23 3.75+0.98 3.21+1.21
>55 2.75+1.13 3.19+0.98 1.94+0.31
Degree
<College 2.94+1.04 2.85+0.98 2.48+1.07
College 354+0.87 12.098 354104 18639  3.68+1.22  26.466
Undergraduate 3.75+0.92 3.80+0.81 3.88+1.11
Graduate 3.52+1.19 3.26+0.70 3.50+1.33
Occupation
Public official 2.92+1.14 3.13+0.99 2.54+1.15
Corporate worker 3.19+£1.07 2.89+0.99 2.70+1.19
Self-employed 3.67+0.99 5205  3.38+0.91  19.879  3.67+1.20  16.037
Students 3.69+0.89 3.98+0.73 3.98+1.06
Freelancers 3.12+1.00 2.91+0.96 2.71+1.29
Others 3.20+0.76 2.35+0.70 2.91+1.29
Monthly income
<2000 2.54+0.77 2.52+0.73 2.13+0.80
2000-5000 3.63+1.09 3.35+0.90 3.22+1.22
5001-8000 355+0.95 11.267  3.70£0.99  14.169  3.71x1.22  17.837
8001-12000 3.74+0.89 3.73+0.82 3.94+1.07

12001-20000 3.73+1.10 3.72+0.76 3.39+1.41

>20000 3.77+0.72 2.78+1.38 2.95+1.45

Note: ""p<0.001, “p<0.01, p<0.05

The analysis of the correlation between consumer purchasing behaviour and
precision marketing characteristics and precision marketing strategies (Table 7) revealed
significant positive correlations. Precision marketing characteristics (r=0.578, p<0.001) and
precision marketing strategies were significantly positively correlated with consumer
purchasing behaviour (r=0.587, p<0.001). The sub-dimensions of precision marketing
characteristics and the sub-dimensions of precision marketing strategies were also

positively correlated with purchasing behaviour (p<0.001).
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Table 7 Correlation Analysis Results

1 2 3 a4 5 6 7
1 1
2 0.338" 1
3 0362 0341 1
4 03927 0353 0.332 1
5 0.285° 0385  0.264 0.301" 1
6 0334 0326 0.253 0.257" 0.337 1
7 0408~ 0493 0466  0.406 0.466 0.395 1

Note: ***p<0.001; 1= Immediacy, 2= Targetdness, 3= Interactivity, 4= Price strategy, 5= Product strategy, 6= Promotion
strategy.

This study used gender, age, education, occupation, and monthly income as
control variables, Immediacy, Targetdness, Interactivity, Price strategy, Product strategy,
and Promotion strategy as independent variables, and purchasing behaviour as the

dependent variable for regression analysis (Table 8).

Table 8 Regression Analysis Result

Beta t p VIF Tolerance

1 0.153 3.193 0.002" 1.499 0.667
2 0.193 4.01 0.000" 1.522 0.657
3 0.192 4.153 0.000" 1.397 0.716
q 0.144 3.056 0.002" 1.449 0.69
5 0.219 4.605 0.000" 1.479 0.676
6 0.148 3.287 0.001"" 1.333 0.75
R? 0.547

AR’ 0.538
F F (6,297) =59.763, p=0.000 "

D-W 0.984

Note: ***p<0.001; 1= Immediacy, 2= Targetdness, 3= Interactivity, 4= Price strategy, 5= Product strategy, 6= Promotion
strategy.

Table 8 showed that all independent variables significantly positively
influenced the purchase behaviour (p<0.01). The impact of product strategy was the
greatest (Beta=0.219), followed by targetedness (Beta = 0.193). VIF values ranged from
1.333 to 1.522, and tolerance levels ranged from 0.657 to 0.75, indicating no severe
multicollinearity issues among the independent variables. The model's R-squared value
was 0.547, and the adjusted R-squared was 0.538, demonstrating a good fit. F
(6,297)=59.763, p=0.000, showed that the overall model was significant. The Durbin-
Watson statistic was 0.984, suggesting minimal autocorrelation among residuals. In
summary, Immediacy, targetedness, Interactivity, pricing strategy, product strategy, and
promotion strategy had significant positive effects on purchase behaviour, and the model

was stable and reliable.
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Conclusions and Discussions

The results of this study showed that the Immediacy, Pertinence, and
Interactivity of precision marketing characteristics had a significant positive impact on
consumer purchasing behaviour. Specifically, timely product and service information
pushes significantly increased consumers’ purchase intention. This conclusion was
supported by the qualitative findings from the in-depth interviews, where participants
consistently emphasized the value of real-time updates and personalized
recommendations, enhancing their shopping experiences on Taobao. These qualitative
insights were validated quantitatively through the survey data, where significant positive
correlations were observed between Immediacy, Targetedness, and Interactivity, and
consumer purchasing behaviour. This result was consistent with the research of Lee et
al. (2022), which showed that consumers valued the latest market dynamics and
product updates, and instant information could satisfy their sense of urgency and
demand for new products, thereby triggering impulse buying behaviour.

In terms of pertinence, the research found that the more marketing
information targeted consumers' personalized needs, the higher consumers' purchase
intention was. From the qualitative perspective, many interview participants described
how personalized recommendations made them feel understood and valued, which
increased their motivation to purchase. This finding was reinforced by the quantitative
analysis, where Targetedness showed a statistically significant positive correlation with
purchase intention. Interactivity also showed a significant positive impact, indicating
that through interaction with consumers, companies could better understand consumer
needs, provide attractive products and services, and build trust by responding to
consumer feedback and loyalty. These findings highlighted the theoretical contribution
of the study by showing how precision marketing features, when implemented
effectively, enhanced consumer decision-making processes. The dual approach of
qualitative and quantitative analysis ensured that these findings were both rich in detail
and statistically validated, offering a comprehensive view of consumer responses to
precision marketing.

In addition, the commodity strategy, price strategy, and promotion strategy in
precision marketing also significantly positively impacted consumer purchasing
behaviour. The qualitative interviews revealed that participants often highlighted price
and promotional strategies as key factors influencing their purchase decisions. The
quantitative analysis further confirmed this, as price and promotion strategies showed
strong correlations with consumer purchase behaviour. Research showed that strategies
to provide products that matched consumers' needs and abilities could effectively
promote purchasing behaviour. This was consistent with Pallant et al. (2020), which
emphasized that precision marketing should focus on core product categories and

provide personalized products and services. Reasonable price strategies were also
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proven to stimulate consumers' purchasing intentions. Dynamic and differentiated
pricing could set different price levels according to consumers' purchasing power and
needs, attracting more consumers.

The combination of qualitative and quantitative data in this research
strengthened the validity of these findings. While the qualitative phase offered deep
insights into individual consumer experiences, the quantitative phase allowed for
generalising these insights across a broader population, ensuring that the data's quality
(detailed, personal experiences) and quantity (large-scale validation) were addressed.
This comprehensive approach ensured that the study’s findings were rich in detail and
robust in statistical reliability.

In the analysis of demographic characteristics, the study found that age,
education level, and gender significantly impacted the effectiveness of precision
marketing features and strategies. Qualitative interviews suggested that younger
consumers, especially those familiar with internet technologies, were more receptive
to precision marketing strategies. This was confirmed by the quantitative results, where
the 18-34 age group showed the highest engagement with precision marketing. Young
consumers responded positively to precision marketing strategies and features (Guan et
al. 2022), which may have been because they were more familiar with Internet
technology and e-commerce and had higher acceptance and adaptability. Consumers
with higher levels of education were more sensitive to precision marketing, which may
have been attributed to their stronger cognitive abilities and information processing
capabilities, as well as higher income levels, which enabled them to understand and
evaluate precision marketing better.

This research made several important theoretical contributions to the field of
precision marketing. First, it developed and validated a new scale for measuring the
effectiveness of precision marketing strategies and characteristics. This scale could be
applied in future research to explore consumer behaviour in other similar digital
ecosystems, further extending its theoretical relevance. Additionally, the research
enhanced understanding of how precision marketing features—such as Immediacy,
Targetedness, and Interactivity—interacted to influence consumer decision-making. By
integrating demographic variables such as age, education, and income, the study
highlichted the need to tailor marketing strategies to specific consumer groups, an area
that had been under-explored in prior research. This research bridged the gap between
qualitative insights and quantitative validation, offering a more holistic approach to the
study of precision marketing. The mixed-method design, combining rich qualitative data
with robust quantitative analysis, provided a comprehensive model that future research

could build upon.
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Suggestion

Taobao should continue to utilize real-time information to meet consumers'
demand for the latest products and services. The results demonstrated that Immediacy
significantly enhances purchase intentions, as consumers value timely product updates
and notifications. Therefore, leveraging big data and artificial intelligence technologies
allows the platform to analyze consumers' browsing and purchase history to push
product information that aligns with their interests and needs in real time. Personalized,
immediate product and service recommendations will enhance purchase intentions and
meet unique consumer demands, which was shown to increase consumer engagement
and loyalty in the findings. Moreover, as Interactivity was found to positively influence
consumer trust and satisfaction, engaging with consumers through online customer
service, community interactions, and social media channels will help Taobao maintain
close contact with consumers, respond promptly to their inquiries and feedback, and
foster a sense of connection and loyalty.

Taobao should optimize its product and pricing strategies by aligning offerings
with consumers' needs and purchasing power. The analysis indicated that product
strategy had the strongest impact on purchase behaviour, followed by pricing strategy,
emphasizing the importance of matching products and prices to consumer expectations
and purchasing capabilities. Insights from market research and consumer behaviour
analysis can inform adjustments in product design, functionality, and packaging to match
consumer preferences. Precision marketing strategies, such as introducing innovative
products that cater to diverse needs and using dynamic pricing, can further enhance
appeal, especially for younger consumers and those in higher income brackets, as
highlighted in the demographic analysis. Taobao should also tailor promotional activities
to different consumption scenarios, as the study found that promotional strategies
significantly influenced purchase behaviour, particularly among younger and female
consumers. Offering discounts, gifts, and loyalty points, while considering demographic
factors such as age, education level, and gender, will help Taobao develop more

targeted marketing strategies that effectively engage various consumer segments.
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The COVID-19 pandemic caused an unprecedented shock to the global tourism
industry, including those in Japan and Thailand. In response, both the Japanese and
Thai governments decided to launch large-scale domestic tourism stimulus campaigns
- Go To Travel and We Travel Together, respectively — as mechanisms to support
resilience. This article employs a documentary analysis of tourism agency data,
government reports, academic articles, and news media. Adopting Norris et al.’s
conceptual framework of resilience, the paper assesses tourism economic resilience
provided by these campaigns based on three criteria: robustness, redundancy, and
rapidity. In terms of robustness, both campaigns demonstrated strong financing and
substantial returns for the overall tourism industry. Regarding redundancy, the
campaigns were complementary and could be substituted by other similar programs
such as Go To Eat and Let’s Go Halves. Lastly, the fact that both governments launched
the campaigns only six months after confirming their first COVID-19 cases underscores
their rapidity. Despite certain challenges, these campaigns contributed to the tourism
sector’s resilience, as highlighted by their robustness, redundancy, and rapidity, and
ultimately helped revitalize the tourism industry in both countries during the crisis.

Keywords: COVID-19, Resilience, Go To Travel, We Travel Together

Introduction

How did the tourism sector in popular destinations like Japan and Thailand
survive during the COVID-19 pandemic? When the pandemic broke out, travel
restrictions were imposed, resulting in a sharp decline in the number of tourist arrivals.
Japan had seen a steady annual increase in inbound arrivals since 2011, reaching a
peak of around 31.9 million in 2019. However, the figure plummeted to 4.1 million in
2020, marking a decline of nearly 87% (Japan National Tourism Organization, 2025).

Similar to Japan, Thailand faced a drastic drop in tourist arrivals from 39.9 million in
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2019 to 6.7 million in 2020, a decline of 83% (Bank of Thailand, 2025). Data also show
that due to continued border restrictions, both countries experienced record-low
tourist arrivals in 2021 — While Japan welcomed only 0.25 million visitors, Thailand
received 0.43 million, representing an unprecedented decline in their tourism industry.

Regarding the economic downturn, Japan saw an economic loss of 22 billion
U.S. dollars to its tourism sector, with the hotel, restaurant, and wholesale industries
being the most affected (Oga & Kagawa, 2025). In Thailand, where tourism contributed
to 20% of the country’s GDP, the tourism revenue dropped significantly from 90 billion
U.S. dollars in 2019 to 24 billion U.S. dollars in 2020 (Thaicharoen et al., 2022). The
COVID-19 pandemic presented an unprecedented challenge to the tourism and
hospitality sectors, which were among the most severely affected (Torres & Augusto,
2021). It dealt a huge blow to both countries’ national economies.

To minimize the impact and sustain the valuable tourism industry, the Japanese
and Thai governments responded by launching large-scale domestic tourism stimulus
campaigns — Go To Travel and We Travel Together, respectively. This paper aims to
assess tourism economic resilience in Japan and Thailand, as supported by these
campaigns. A documentary analysis of tourism agency data, government reports,
academic articles, and news media is employed to study the campaigns. The paper
begins with a description of both campaigns, followed by a review of the concept of
resilience. It then assesses the campaigns through the lens of tourism economic

resilience, drawing on Norris et al.”s framework.
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Figure 1 Trends in the Visitor Arrivals to Japan

Source: Japan National Tourism Organization

Government Policies and Tourism Industry

Typically, government-sponsored policies are used to mitigate economic
downturns and stabilize the broader national economy in times of crisis. During the late-
2000s global economic crisis, global tourism was severely affected, as travel demand
declined and travelers looked for ways to economize (Papatheodorou et al., 2010).

Examining the case of Cyprus, Boukas and Ziakas (2013) found that the government
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implemented immediate response measures including the introduction of a social
tourism plan aimed at local travelers to boost inbound tourism on the island. Likewise,
the Thai government launched an economic-stimulus package, which included a 1-
billion-baht tourism promotion program in response to the economic crisis
(Chandoevwit, 2010). During the COVID-19 pandemic, when travel restrictions were
imposed, the tourism industry was uniquely vulnerable and therefore required special
attention from governments. In this regard, governments were compelled to implement
certain measures to revive the industry. These responses included fiscal policy and
interest rate cuts (Okafor et al., 2022), consumption-stimulus and public utility support
measures (Kamjampa & Phosing, 2022), and domestic tourism stimulus campaigns
(Yagasaki, 2021; Dekhlee et al., 2022).

Empirical studies show that the exposure of global tourism industry is not limited
to the recent COVID-19 pandemic, as it can also be affected by other events such as the
9/11 incident in 2001, the SARS outbreak in 2003, the global economic crisis in 2009, and
the MERS outbreak in 2015 (Gossling et al., 2020). However, unlike the COVID-19
pandemic, these events did not lead to a long-term decline in international tourism.
Since the scale and severity of COVID-19’s impact on the global tourism industry is
unprecedented, the study of domestic tourism stimulus campaigns has become
particularly significant. This is in line with Papatheodorou et al. (2010)’s forecast of
tourism trends, suggesting that domestic tourism is likely to boom in times of crisis.

Even in the post-Covid-19 situation, when travel restrictions are no longer
imposed, the domestic tourism trend can still be sustained. Kousuratand and
Mungmuang (2023) contend that government policies can help reach a “new normal”
in tourism by leveraging technological applications, promoting wellness-focused travel,
extending the stimulus campaign’s duration, and providing additional discounts to
encourage domestic travel demand. Another crucial perspective is sustainable tourism
which can be achieved through convenient travel options, enhanced tourist experiences,
and the development of tourist attractions (Chompoopanya et al., 2024). Together, these
suggest that domestic tourism stimulus policies contribute to not only immediate

recovery but also longer-term, post-crisis tourism resilience.

Japan’s Go To Travel

A study by Yagasaki (2021) finds that despite the risk of infection, 60-70% of the
Japanese people still intended to travel domestically, implying the huge demand of
domestic tourism amid the pandemic crisis. In the wake of the pandemic, the Go To
Travel campaign was first implemented by the Japanese government in July 2020 to
revitalize the domestic tourism sector. The campaign provided to residents of Japan,
thereby encouraging domestic travel. It offered a discount of up to 35% on travel

expenses, including accommodation and transportation, along with coupons worth an
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additional 15% to be used for other travel-related purchases, which would be issued by
the travel agents or hotels. The maximum discount was 20,000 Japanese yen per person
per night for overnight stays, and 10,000 Japanese yen per person for day trips. This
subsidy shows that the sector focus was on accommodation, transportation, and local
spending. All residents of Japan, including both Japanese citizens and foreigners, were
eligible to participate in the campaign. The program was implemented nationwide.
Initially, Tokyo was excluded from the campaign due to a rise in COVID-19 cases.
However, Tokyo was included starting October 1. The entire campaign was later

suspended in December due to a resurgence of COVID-19 cases.

Thailand’s We Travel Together

Similar to Japan, the Thai government implemented the We Travel Together
initiative, which has already been successfully carried out over five phases. The program
was designed “to stimulate consumer spending through domestic tourism, enhance
liquidity for hotel operators and related businesses, support job creation, and contribute
to the overall economic recovery of the country” (MGR Online, 2020). Launched in July
2020, the initiative provided several key subsidies: a 40% discount on accommodation,
600 baht per night in e-vouchers delivered via the “Paoc Tang” mobile application, and
a 40% airfare subsidy (up to 2,000 baht). Like Japan, the sector focus was on
accommodation, transportation, and local spending. However, restaurants were also
included, as the e-vouchers via the “Pao Tang” application could be used for dining. In
terms of eligibility, only Thai citizens aged 18 or above were eligible for the campaign.
Unlike Japan’s nationwide Go To Travel campaign, the Thai project primarily encouraged
people to travel outside of their home provinces. Due to its success in promoting

domestic travel, the program was extended through five phases.

Table 1 Comparison of Japan’s Go To Travel and Thailand’s We Travel Together

Go To Travel We Travel Together

Government subsidy Discounts and coupons Hotel discounts, e-vouchers,

and airfare subsidies

Subsidy breakdown 35% off travel costs + 15% 40% hotel discount + 600-baht
local coupons vouchers + 40% airfare subsidy
Platform Centralized via travel agencies  Centralized via the “Pao Tang”
application
Eligibility Al residents of Japan Thai citizens only (aged 18 or
(including foreigners living in above)
Japan)
Phasing Suspended in December 2020 Continued through 5 phases

Source: The authors
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The Concept of Resilience

Resilience is originally a term rooted in physics, describing the ability of an elastic
object to absorb disturbances and return to its original state. The concept was first
applied to ecological systems by Holling (1973), emphasizing the ability of ecosystems
to withstand and recover from environmental changes. Since then, resilience has been
adopted across various fields. There are terms like ecological resilience (Holling, 1973),
community resilience (Norris et al., 2008), and economic resilience (Martin, 2012; Lee et
al.,, 2020). Despite their varied focuses, they all center on the capacity to recover when
faced with shocks. With the launch of large-scale domestic tourism stimulus campaigns
- Japan’s Go To Travel and Thailand’s We Travel Together, it is evident that the Japanese
and Thai governments aimed to revive domestic tourism and hence enhance resilience
in response to the shock caused by the COVID-19 pandemic.

It should be noted that disruptions to the tourism sector directly impact
economic stability, particularly in countries like Japan and Thailand where tourism
contributes significantly to GDP. In this sense, tourism recovery inherently supports
economic recovery. By reviving domestic tourism, the launch of the two campaigns
thereby reflects this emphasis on economic resilience. Rose (2004) defines economic
resilience as “the inherent and adaptive responses to disasters that enable individuals
and communities to avoid some potential losses.” When applied to tourism, the concept
refers to “the capacity of the tourism industry to recover to its original or better state in
time when faced with economic fluctuations, natural disasters, government decisions,
and other factors” (Sun et al,, 2024). Beyond macroeconomic indicators, tourism
recovery also means the revitalization of key sectors such as accommodation,
transportation, and local businesses. This is what Sun et al. refer to as tourism economic
resilience.

To evaluate the tourism economic resilience provided by the stimulus
campaigns, this paper adopts a conceptual framework based on the concept of
resilience as discussed by Norris et al. (2008). Although their work primarily focuses on
community resilience, their emphasis on resources is also relevant to the economic
dimension, which highlights the distribution of resources. According to them, resilience
emerges from a set of adaptive capacities: robustness, redundancy, and rapidity. This
framework is a streamlined version of the original “4R” model introduced by Bruneau
et al. (2003), which includes robustness, redundancy, rapidity, and resourcefulness. To
enhance clarity and parsimony, Norris et al. combine resourcefulness with rapidity. For

this reason, this paper adopts Norris et al.’s streamlined framework.
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Resilience Assessment

This section assesses how the campaigns contributed to tourism sector resilience,
using Norris et al.’s conceptual framework including: robustness, redundancy, and
rapidity.

1. Robustness

Norris et al. (2008) define robustness as “resource strength in combination with
a low probability of resource deterioration”. The robustness of tourism economic
resilience in both Japan’s Go To Travel and Thailand’s We Travel Together campaigns is
reflected in the strong policy responses delivered through the Go To Travel and We
Travel Together campaigns. These campaigns had strong financing, positive economic
returns, and capability to sustain domestic tourism activity while mitigating economic
shocks.

In Japan, the government allocated 3.35 trillion yen to the Go To Travel campaign
to stimulate domestic tourism. With discounts on transportation, accommodation, and
coupons for local purchases, the campaign successfully attracted many Japanese
residents to participate. It is reported that the participation was notably high, with the
program being used for 87.81 million overnight stays. Data suggest that from August to
November 2020, more than half of all hotel guests benefited from the program (The
Japan Tourism Agency, 2021). By mid-October, the campaign had generated
approximately 3.4 trillion yen in profit for the tourism industry (Kim et al., 2022). Such
funding and returns serve as clear indicators of the robustness of the campaign launched
by the Japanese government amid the crisis.

In the case of Thailand, the We Travel Together initiative successfully encouraged
high public participation in domestic travel. Associate Professor Dr. Sittdaj Pongkijvorasin
noted that during its first two phases, the initiative helped raise hotel revenues by 37%
and increased the number of travelers by 40%. (Bangkok Biz News, 2021). Moreover, the
initiative’s robustness was reflected in its strong financing from the government and the
relatively high economic return it generated. Minister of Tourism and Sports Sorawong
Thienthong pointed out that throughout five phases, the government spent a total of
24.02 billion baht on the initiative, directly generating an economic value of 58.62 billion
baht (Thairath Online, 2025). In contrast to the Japanese scheme, which ended in
December 2020 - only five months after its first launch in July - the Thai program
extended through five phases, demonstrating its robustness in terms of continuity and
stability. In July 2025, the Thai government announced “Half-Half Travel Thailand”
(Thiao Thai Khon La Khrueng), which marks the sixth phase of the initiative. As of July
11, a total of 1,585,208 people had successfully registered for the program. Among them,
91,008 had already booked accommodations, with 408,992 benefits still remaining (TAT
News Thai, n.d.). This shows the continued high level of public interest in Thailand’s

domestic tourism stimulus campaign.
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Taken together, these figures suggest that the tourism sectors in both countries
displayed robustness — not in the campaigns themselves, but in their capability to resist
economic losses. While Japan’s campaign benefited from a substantial amount of
government funding and prompt economic returns, Thailand’s initiative illustrated
greater continuity and resilience over time.

2. Redundancy

Redundancy refers to “the extent to which elements are substitutable in the
event of disruption or degradation” (Norris et al., 2008). In this context, tourism economic
resilience in Japan and Thailand was enhanced through complementary policy designed
to maintain economic continuity amid the pandemic.

In Japan, the Go To Travel campaign could be complementary with the Go To
Eat campaign, which was also part of the broader Go-To program. The Go To Eat
campaign, as its name suggests, offered subsidies for dining out through discounts and
pointed-based incentives. In this regard, travelers could enjoy benefits from both
stimulus programs, using Go To Travel for accommodation and transportation while
taking advantage of Go To Eat for meals during their trip. Although Go To Travel was
suspended in December 2020 due to a rapid rise in COVID-19 infections, Go To Eat
continued. By offering dining discounts up to 25%, Go To Eat incentivized both locals
and travelers to eat at local restaurants, thereby helping to revive the food and beverage
service sector, despite the halt of its complementary program. Therefore, this
substitution effect illustrates Japan’s redundancy-based resilience.

Likewise, Thailand’s We Travel Together could be used alongside the “Let’s Go
Halves” (Khon La Khrueng) co-payment scheme. Launched in October 2020, the initiative
aimed to revitalize grassroots economy by suppoing small businesses such as street
vendors in boosting their sales and income. Under the scheme, the Thai government
subsidized 50% of daily expenses at participating local shops (up to 3,000 baht in the
first phase). According to the Ministry of Finance (2020), the 30-billion baht scheme was
expected to ease the financial burden on the public by raising their purchasing power,
resulting in a total economic circulation of approximately 60 billion baht that also
reached small-scale entrepreneurs. By introducing a complimentary economic stimulus
program, the Thai government enhanced tourism economic resilience through
redundancy — ensuring that if one campaign were disrupted, the other one could serve
as a substitute to sustain economic activity, especially in the tourism sector. However,
unlike the case of Japan where the stimulus program was halted, Thailand’s We Travel
Together has proved to be sustainable, as reflected in its continuity over five phases.

3. Rapidity

According to Norris et al. (2008), rapidity is defined as “the capacity to achieve

goals in a timely manner to contain losses and avoid disruption.” In the context of
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tourism, rapidity takes on how quickly measures are taken to reduce losses and
accelerate recovery in the tourism sector.

Both the Japanese and Thai governments responded relatively fast to the tourism
shock. Actually, emerging market and developing economies that rely on the tourism
sector are especially vulnerable to broader economic shocks caused by crises such as
COVID-19. Hence, for a country like Thailand, a swift response is crucial in sustaining its
tourism sector. After confirming their first cases in January 2020, both Japan and Thailand
initially implemented travel restrictions, underscoring their prioritization of public health.
These restrictions severely impacted the tourism sector since the number of inbound
tourists significantly plummeted, as mentioned earlier. Nevertheless, just 6 months later,
both goverments launched their domestic tourism stimulus initiatives around the same
time in July 2020. According to World Travel & Tourism Council (2019), tourism recovery
post nearly two dozen natural disasters took around 16 months on average. The fact
that Japan and Thailand launched stimulus campaigns just 6 months after confirming
their first COVID-19 cases clearly demonstrates both countries’ faster response
compared to the typical recovery timeline, and more importantly, highlights their
resilience in terms of rapidity.

More broadly, the timely responses not only reflect the governments’
commitment to boosting domestic tourism but also preventing further economic
downturn. As mentioned earlier, while Japan’s Go To Travel campaign made 3.4 trillion
yen in profit, the Thai initiative successfully injected 58.62 billion baht into the country’s
tourism industry. Despite its limited duration, the Japanese campaign still stands out for
its swift implementation in response to the disruption caused by the COVID-19

pandemic.

Table 2 Summary of the Resilience Assessment

Go To Travel We Travel Together
Robustness Strong financing and substantial Strong financing and substantial
economic returns, despite limited economic returns with continuity
duration
Redundancy Complementary with Go To Eat Complementary with Let’s Go Halves
Rapidity Launched only 6 months after the Launched only 6 months after the
first confirmed COVID-19 cases first confirmed COVID-19 cases

Source: The authors

Conclusion

Amid the COVID-19 pandemic, which limited inbound travelers and thereby
triggered tourism shocks, the Japanese and Thai governments launched campaigns — Go
To Travel and We Travel Together, respectively — to stimulate domestic tourism. This

paper suggests that these campaigns contributed to tourism economic resilience by

{%{'; Economics and Business Administration Journal, Thaksin University Vol. 18 No. 1
S

ECBA



demonstrating robustness, redundancy, and rapidity. In terms of robustness, both
campaigns were supported by strong financing and generated substantial economic
returns. By offering benefits and discounts on transportation and accommodation for
those who travelled domestically, the campaigns attracted high levels of participation,
thereby revitalizing the tourism sector. Although the Thai initiative appears more resilient
due to its sustained implementation across five phases, the Japanese campaign is
nonetheless robust, as it could stimulate tourism demand and inject high revenue into
the tourism sector within a short period. Concerning redundancy, both campaigns could
be complementary with other stimulus programs. While Japan’s Go To Travel could be
used alongside Go To Eat, which encouraged dining out, Thailand’s We Travel Together
complemented the co-payment scheme Let’s Go Halves. This ensured continuity in the
government’s stimulus efforts in case one policy was disrupted, particularly in times of
crisis. Last but not least, both governments exhibited rapidity by launching the campaigns
quickly in response to the economic shock caused by COVID-19. Given that the average
recovery time following global crises is approximately 16 months, the fact that both
governments managed to respond within 6 months after confirming their first COVID-19
cases shows a much faster response than the global trend.

Still, despite a certain level of resilience, both stimulus campaigns faced
challenges. In Japan, the suspension of the campaign was due to public concerns over
a trade-off between COVID-19 prevention and economic revival. Even before its launch,
The Japan Times reported that the campaign was controversial and faced public criticism
(Johnston, 2020). In Thailand, the initiative faced issues related to fraud and misuse, such
as fake bookings without real check-ins and inflated prices to exploit subsidies. This
resulted in economic losses of over 100 million baht (Dekhlee et al., 2022). Although
these issues raise questions about accountability in times of crisis, it is undeniable that
both campaigns helped save the tourism industry in Japan and Thailand. Particularly in
Thailand, the continuity of We Travel Together not only reflects public confidence in
the initiative but also demonstrates policy learning and adjustment that could help
prevent further fraud by drawing on lessons from previous phases.

Practically, this paper presents policy lessons from Japan and Thailand on how
governments can manage tourism shocks through stimulus campaigns. Theoretically, it
offers an analytical template for assessing tourism economic resilience using three
criteria: robustness, redundancy, and rapidity. This framework can be applied to assess
similar policy responses in other contexts impacted by crises. Regarding limitations, this
paper examines only two cases: Japan and Thailand. Including additional case studies
could enhance the generalizability of the proposed conceptual framework for assessing
tourism economic resilience. Moreover, interviews with stakeholders and experts

involved in the campaigns could provide valuable insights for future research.
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Figure 1 Research Framework
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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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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
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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.

Editorial Scope
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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: 254 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.
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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-
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: Recommendations for
applying the research findings (highlighting both managerial and academic

contributions), and recommendations for future research.
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8. References Use the APA 7" 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
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 manasgerial 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.
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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: W31l Ya8uayy, 853UNS ALY wazAYYY Untee. (2562). 31T N.A.
2562
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, V. (2022). Transformational leadership, teacher burnout, and

psychological empowerment: A mediation analysis. Social Behavior and
Personality, 50(1), e11041.
https://doi.org/10.2224/sbp.11041
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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

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://wvvw.moe.go.th/grovvth—mindset—ﬁUﬂﬂiﬂﬁgﬂmﬁﬂ‘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
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People Characteristic
H1
Destination Scenery H2
Destination Image H
Ha Intention to Revisit
Escapism
P H5
Esthetics Hé
Entertainment

Figure 1 Research Framework

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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