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Abstract

Due to the rapid digital disruptions change in the digital age through all professions. The accounting
professions can be used as an example for those rapid digital disruptions change towards accounting education.
The objective of this study was to study the relationship between accounting student profiles and their
knowledge and skills in Artificial Intelligence (Al) by using the questionnaire as an instrument to collect the
data from 249 undergraduate accounting students from 15 private universities in Thailand. The data analysis
was mean, standard deviation, factor analysis, one-way ANOVA, and simple regression analysis. The results
found that the year of study was related to student knowledge in Al, however; it was not found related to
student skills in Al. The Grade Point Average (GPA) was related to student skills in Al, however; it was not
found related to their knowledge in Al. However, the expected salary was related to both knowledge and
skills in Al. This study was also confirmed a statistical significance relationship between accounting student
knowledge in Al and their skills in Al

This study could be the guidelines for private universities, where offer the accounting degree,
develop, train, and transform students to sustain in the rapid digital disruptions change in the digital age.
Moreover, the private universities should concentrate on the technological change in order to face with
digital disruptions change in the future.

Keywords: Accounting Students, Artificial Intelligence (Al), Knowledge in Al, Skills in Al
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Introduction

The goal of the higher education institutions in accounting education is to produce quality graduates.
The educational inputs and the initiatives implemented by the institution contributes a very significant role
in the provision of quality graduates. Input quality is the ability of people whose accomplishments are related
to curriculum offered by the institution. The means, mode and educational approach will mold the graduates
to meet the high standard of organizations. There are various factors and persons who involves in the
development of quality learning. These consists of students, instructors, teaching modes, study resources,
assessment of learning and instructional communication (Chrismastuti & Purnamasari, 2015).

In recent years, Artificial intelligence (Al) has made enormous development. Artificial intelligence's
presence in the accounting business will undoubtedly alter and undermine existing development modes
while also bringing innovation to the industry. Traditional accounting labor has the characteristics of repetition
and cumbersomeness when it comes to the transformation and upgrading of the accounting sector. Artificial
intelligence can alleviate the inefficiencies and low added value in the accounting profession, allowing
accountants to focus on more creative work and adding more value to the firm. The application of artificial
intelligence to the accounting sector will stimulate the industry's development and innovation, as well as
increase firm competitiveness, which is extremely important (Luo, Meng & Cai, 2018) The influence of Al
is very crucial and educational institutions must make sure that students are equipped with current skills
(Anyoho, 2017).

The skills and professional knowledge required in accounting and developments about the information
in the business world can be obtained from college education. According to Kavanagh and Drennan (2008),
students should be aware that employers expect accounting graduates to have abilities in communication,
analysis, professionalism, and teamwork. A good understanding of basic accounting skills and strong
analytical skills is required along with business awareness and knowledge in the real world of work (Aryanti
& Adhariani, 2020). Skills in Al represent an essential component of the employability capabilities portfolio,
which are progressively expected by employers and highlighted within the overall agenda of higher
education (Association of Chartered Certified Accountants , 2016). These skills are included namely word,
excel, and statistics for data analysis, email for communication, WWW for information search, and many
more (International Federation of Accountants, 2003). Technically knowledge in Al means the intelligence
exhibited by machines, which differ from natural intelligence (Knowledge in artificial intelligence, 2020).
Technical expertise in machine learning is the way to acquire the right skills needed by every organization.
But these technological skills need to be complemented, as with data analytics, by having a thorough
insight of the market context surrounding the data and the insight needed. In response to the new abilities
in data analytics, the roles of accounting are changing. With strong awareness in business and high levels of
numeracy, accountants are in a good position to work effectively with data analytics (Savery & Duffy, 1995).
Al will speed up these trends. In business, there is high demand of college graduates who have a high
technological skill level. Educational institutions are combining IT into accounting curriculum to meet the

increasing demand.
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This study applied social cognitive theory (SCT) and connectivism theory to develop the conceptual
framework. For social cognitive theory, it describes how the people’s learning can be developed based on
three factors: environmental factors, personal factors, and behaviors (Bandura, 2002). Personal factors are
any cognitive, motivational, emotional, personality, or demographic aspects characterizing an individual.
SCT emphasizes the importance of two closely interrelated cognitive factors: self-efficacy and outcome
expectations. Bandura (1986) defined self-efficacy” as “people’s judgment of their capabilities to organize
and execute courses of action required to attain designated types of performances. It is concerned
not with the skills one has but with judements of what one can do with whatever skills one possesses.
(p. 391).” Outcome expectations refer to the amount to which an individual will engage in a particular
conduct solely if he or she believes it will result in some desired outcomes (Compeau, Higgins & Huff, 1999).
The interrelation between perceptions of efficacy and outcome expectations stated in SCT highlights the
fact that people may be strongly persuaded and drawn to certain outcomes in relation to a particular action,
but they are unlikely to engage in that behavior if they lack confidence in their own skills to execute at
the appropriate level (Wise, 2002).

The term "personal data" refers to the individual information about people that has been recorded
(McGuire, 2020). In the university population, the information about personal data usually includes gender,
student status, GPA, or other information relevant to a specific purpose. One of the benefits of studying
personal factors is that it helps develop a university’s improvement and strategic plans. Personal information
is considered as a measurement of how well the university meet the students’ needs (McGuire, 2020).
Thus, the personal factors could be considered as the important and interesting variable to be studied.

Connectivism theory, according to Siemens (2005), is a learning theory for the digital age that defines
how learners create knowledge as they strive to understand their experiences. The starting point of
connectivism is the individual. Personal knowledge is made up of a network that feeds into organizations
and institutions, which then feed back into the network, allowing individuals to continue to learn (Siemens,
2005). Connectivism sheds light on the abilities and tasks that learners will need to succeed in the digital
age. According to connectivism, the actions people engage in when conducting practices to learn are more
akin to growing or developing themselves and their society in specific (connected) ways (Siemen, 2008).
Connectivism, according to Cabrero and Roman (2018), describes how people adapt to changing environments
by forming new connections and recognizing patterns. Connectivism has also been associated with an
increased ability to learn on the part of students. This is due in part to their increased ability to self-manage
and in part to the more reliable worldview provided by connectivism. With respect to self-management,
students in higher education learning environments prepare for the future when they become self-directed
learners and more motivated by learning than performance (Sarnok & Wannapiroon, 2018; Jirasatjanukul
& Jeerungsuwan, 2018). The challenge for learners to improve knowledge and skills would be the focus of

connectivism (Kultawanich, Koraneekij & Na-Songkhl ,2015)
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Student profiles can consist of age, gender, year-of-study, GPA, and expected salary. In this research,
gender and age are not considered because many researchers have already studied gender in this area, and
the age of the students is within a narrow range, which may not be able to classify the students into different
groups clearly. Year-of-study is chosen because based on the results the curriculum of study for each year
can be decided and modified. GPA is used as it reflects the knowledge that students gain during their studies.
The knowledge and skills that students accumulate will be rewarded later when they enter labor market.
University graduates expect to receive a fair salary that would be adequate to the skills and knowledge gained
(Kurek & Gorowski, 2019).

There are several previous studies on the relationship between year of study and other dependent
variables such as academic knowledge (Doran, Bouillon & Smith, 1991; Bardell, Hunter, Kent & Jain, 2003),
academic performance (Papageorgiou, 2017), communication skills (Arquero, Hassall, Joyce & Donoso,
2007), attitude (Khan, Khawaja, Waheed, Rauf & Fatmi, 2006), internet and computer usage (Dorup, 2004),
IT application skills (Stoner, 2009). No previous studies have been done on the relationship between year
of study and skills and knowledge in Al under accounting discipline.

There are several previous studies on the relationship between GPA and other dependent variables
such as the score of accounting subjects (Ayob & Selamat, 2011), accounting student performance (Waples
& Darayseh, 2005), study skills (Pepe, 2012), student knowledge (Young & Fry, 2008), knowledge retention
(Valdez, Namdar & Valuck, 2013). No previous studies have been done on the relationship between GPA
and skills and knowledge in Al under accounting discipline.

There are also several previous studies on the relationship between expected salary and other
dependent variables such as year of study (McMahon & Wagner, 1981), marketing knowledge utilizing
technology or quantitative analysis (Schlee & Karns, 2017), unemployed graduates (Nabi, 2003), database
skills and data analytics (Schlee & Karns, 2017). No previous studies have been done on the relationship
between expected salary and skills and knowledge in Al under accounting discipline. Moreover, not much
research has been done on the relationship between students’ profiles on students’ knowledge and skills
in Al especially for accounting students studying in Thai private universities.

In response to the growing demand and importance of Al in accounting it is very important to develop
a holistic accounting curriculum. Therefore, this study aims to find out “how is accounting students profile
related to students’ knowledge and their skills in Al. This study is expected to benefit accounting students,

accounting teachers, and department of accounting.

Research Objectives

Research objectives are firstly to evaluate the relationship between student year-of-study and student
knowledge and skills in Al, secondly to examine the relationship between student GPA and student knowledge
and skills in Al, and finally to investigate the relationship between students expected salary and student

knowledge and skills in Al.

NsaAsIIMSUSHIsssNA 1H

AnaudaUugaudnuenvuwissznalny
Tuwszargudud audowszmmiausvgnn avmususvnuni

Ui 11 16 1 Uszdufiou unsiau - iquasu 2565



Literature Review

Dependent Variable

Student Knowledge in Al

The capability of computers to do tasks that are usually thought to depend upon human intelligence
is Artificial intelligence (Al) (Huang & Rust, 2018). Technically knowledge in artificial intelligence means
the intelligence exhibited by machines, which differ from natural intelligence (Knowledge in artificial
intelligence,2020). Intellectual scholars are typically associated with the skill of a digital computer on
computer- controlled robot to carry out job (Copeland, 2020). Artificial intelligence which also includes
knowledge representation and reasoning, is committed to represent data in a way that can be used by a
computer system to resolve difficult problems, such as identifying a medical condition or having a dialog
in a natural language (Knowledge representation and reasoning, 2020). The term is widely used in many
fields of careers such as in marketing. In marketing, knowledge in Al affects every aspect of the marketing
mix and its influence on both consumer value delivery as well as the marketing organization and management
(Jarek & Mazurek, 2019). In engineering field Al is machine learning, deep learning, natural language processing,
computer vision, and robotics (Rathi & Rathi, 2019). For accounting aspect, Al means the intelligence to
manipulate accounting data to provide extremely accurate outputs which can replace and to certain extend
replace human efforts (Tridechapol, Ajoy, Pachraponkamond & Lee, 2019) Al do not replicate human
intelligence. The strengths and limits of Al need to be recognized. A good understanding for how humans
and computers should work together has to be built (Institute of Chartered Accountants in England and
Wales , 2018). Accounting educators are looking for creative techniques and best practices to adjust their
programs and equip academics with current teaching materials as they face the challenge of preparing
graduates for a successful career in a technology-driven environment (Stancheva-Todorova & Bongdanova,
2021). It is important to acquire knowledge in taxation system and electronics document (e-tax) submitted
to the revenue department. Knowledge in e-withholding tax system, e-receipt system, and e-filing.
The level of knowledge and understanding of block chain, cloud computing accounting software, information
system- big data are important (Foong & Khoo, 2015).

Student Skills in Al

Skills in Al represent an essential component of the employability capabilities portfolio, which
are progressively expected by employers and highligshted within the overall agenda of higher education
(Association of Chartered Certified Accountants, 2016). These skills are included namely word, excel,
and statistics for data analysis, email for communication, WWW for information search, and many more
(International Federation of Accountants, 2003). Several previous research have explicitly studied skills
in Al of accounting students, for example, Gazely and Pybus (1997), Stoner (1999), McCourt, Ballantine
and  Whittington (2003). Most of these studies found that skills in Al are a fundamental requirement for
good profession, as an important issue of teaching and learning accounting for accounting educators and
needs to be added in the accounting curriculum as necessary skills. The accounting career has persistently
been solution-oriented, with advanced advancements bringing in unused issues and asking for unused
courses of action. Accounting professions can refine their potential by being more beneficial and being a
trend-setter of these courses of action (Peng & Chang, 2019). So, for students who are pursuing their studies
in accounting it is important to develop their Al skills as they will be the future accountants. Accounting
educators should change their mindset and develop the required skills and competences related to the
smart technologies and their augmented business applications (Stancheva-Todorova, 2018). It is increasingly

important for accountants to have a broader domain know-how, information technology-user skills,
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better problem-solving competences, and an understanding of processes (Leitner-Hanetseder, Lehner,
Eisl & Forstenlechner, 2021). Skills in using IT equipment, communication skills, data analytics skills and skills
of development and application knowledge in cross sectional science, expertise in system, are integral part
of the study. The latest technology should be integrated and utilized in the work. Therefore, accountants

must equip with latest technology.

Independent Variables

Student Profiles (GPA, year of study, and expected salary)

Grade Point Average (GPA)

The average grades received by a student during his/her entire academic career is referred as
Grade Point Average (GPA) (Potter, 2020). The grade for every subject encompasses knowledge, skills, and
capacities more clearly in an education (Gachino & Worku, 2019). The results contribute to demonstrate
diagnostic value of GPA to recognize performance of prospective employer that reflects the social, interactional,
and semantic element in the workplace (Lyons & Bandura, 2017). Both significant progress measures during
initial intermediate accounting class are cumulative GPA applied to evaluate all education achievement
and diagnostic assessment used to indicate appropriate background of financial accounting (Waples &
Darayseh, 2005). At national level, GPA indeed shows the average occupational conduct of all subjects
linked to bachelor’s degrees as a true picture of each course. To sum up, the GPA score can be verified
as an employers' flexible signal for a qualification evaluation which, as a result of its core qualitative and
quantitative contribution to employment, is not helpful in its relationship with competencies (Freire-Seoane,
Pais-Montes & Lopiz-Bermudez, 2019)

Year of study

Four academic levels, known as freshman, sophomore, junior and senior typically separate a college
career for an undergraduate student which is mentioned as Year of Study (Cortina, 2019). These various
classifications of the students depend on the student’s present phase and the amount of credit hours
earned towards the degree. Knowledge involving international accounting standards has been given greater
attention by junior and senior students than the freshmen and sophomore students. In addition, there are
some variables like political problems, computer ability, and teamwork are significant for students in the
fourth year as opposed to students in earlier years (Suttipun, 2012). Papageorgiou (2017) found that the
profiles of first-year accounting students, especially their gender, ethnicity and learning before university
have an impact on the educational achievement. Student year gaps have influenced the level of education

and comprehension of electronic taxation differently (Khamta & Wattanakulchai, 2018).

Expected salary

Salary is defined as the amount paid to workers for working in an organization (Moy & Lee, 2002).
The ANOVA study by Reissova and Simsova (2019) found that students anticipated salary which has impact
on educational level but only if they are hired by a corporation. Anticipation of having higher salaries and
greater opportunities in career are found with students having more relative competency (Brunello, Lucifora
& Ebmer, 2004). The significant factor of educational decision-making is the potential anticipated income
(Andonova & Blazevski, 2015). One of the key indicators to gain more pay is having knowledge from working
(Schlee & Karns, 2017). Omar, Zakaria, Ismail, Sin and Selvakumar (2015) pointed out that the influences in

career choices are initial pay, image of employer and working condition.
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Conceptual Framework
Conceptual framework posits that student profiles such as year of study, GPA, and expected salary

are related to knowledge and skills in Al of accounting students, as depicted in figure 1.

(Student Profiles\

Year of Study /Gtudent Knowledge in PD
H1a-H3a

GPA i
H1b-H3b +
Student Skills in Al
Expected
Salary

Figure 1: Conceptual Framework
Hypotheses Development

Prior research in accounting discipline indicates that academic performance is different among
students’ year of study (Loveday, 1993; Duff, 2004). For instance, a Singapore study, Koh and Koh (1999)
reveals that not only that first-year student was associated with academic performance, but it also
determined academic performance the whole three years of student’ studies. The findings of Doran et al
(1991) was that first-year student has less academic knowledge that other year of study of the students.
Papageorgiou (2017) found that year of study of the student influenced on the academic performance.
The communication skills of accounting students in senior year were significantly higher level of than junior
year (Arquero et al., 2007). Stoner (2009)’s study, based on accounting students’ IT application skills over
a 10-year period, found that the students’ skills in IT on entry to university have continued to improve
over time.

Among previous studies from different disciplines, Bardell et al., (2003) showed that senior year
medical students seem to have greater knowledge in identifying potential donors. Research conducted by
Khan et al (2006) assessed the level of knowledge and attitudes regarding health research in a group of
Pakistani medical students. The study revealed that the higher the seniority of students in the college their
knowledge and attitudes improved significantly. The study by Chakradhar, Doshi, Reddy, Kulkarni, Reddy and
Reddy (2016) showed that first year dental students have higher scores for their knowledge and practice
compared to other year of training. Rosenthal (2003) suggested that people with more skills spent more
time to practice. Dorup (2004) studied first year medical students’ internet and computer usage, and their
attitudes towards information technology. The result found that the skills of students on computers and
the use of e-mail and internet improved greatly overtime. In order to expand on prior studies, this study
focuses on knowledge and skills in Al in representing academic performance since the previous studies

have not really addressed these issues. Thus, this study hypothesizes as follows:

Hla: Year of study is related to student knowledge in Al.
H1b: Year of study is related to student skills in Al
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Prior research in accounting discipline indicates that academic performance is different among
students’ GPA. For instance, the research by Ayob and Selamat (2011) on 44 accounting students from two
programs, that are Diploma in Accountancy (AC110) and Diploma in Accounting Information System (AC120)
showed that GPA is positively and significantly related to the score of accounting subject. The elements
that affect students’ performance in the initial intermediate accounting class were studied by Waples and
Darayseh (2005) where one of the variables was GPA. The two key factors identified for success in the first
intermediate accounting class were a solid foundation in fundamental accounting knowledge and a high
level of academic skill (as measured by cumulative GPA). Another study found that students with high GPAs
are more skillful in many areas, e.g. studying consciously, participating actively in lessons, and developing
good reading habits and techniques. They are well prepared for the exams, doing homework, and making
use of written sources in the libraries, than those whose GPAs are low or medium-level (Tuckman, 2003).
Pepe (2012) studied about the relationship between student skills and their GPA. It was revealed that the
students with low GPAs have inadequacies in study skills compared to the students with high GPA. Study
skills and academic success related positively. The study reveals that students with higher GPAs have higher
study skills. There is a linear parallelism between study skills and GPA. Bardell, Hunter, Kent and Jain
(2007)’s studied students with high GPAs who are taught in the same way as students with lower GPAs.
The study was to prove whether higher GPA students will have higher perceptions of improved cognitive skills.
The data reveals that there is a significant relationship between GPAs and students’ perceived improvement
in cognitive skills.

Among previous studies from different disciplines, Young and Fry (2008) examined the Metacognitive
Awareness Inventory (MAI) to determine how it relates to broad and single measures of academic achievement
in college students. Metacognition had two subcomponents which are Metacognitive knowledge and
metacognitive regulation. The findings were that there was a relationship between GPA and students’ knowledge
of cognition factor. Also, there is a correlation between GPA and regulation of cognition factor. The study
by Valdez et al,, (2013) assessed the influence of the pre-pharmacy grade point average on knowledge
retention of second-year pharmacy students. The results show that GPA had significant correlation with
knowledge retention as determined by examination performance. In order to expand on prior studies, this
study focuses on knowledge and skills in Al in representing academic performance since the previous studies

have not really addressed these issues. Thus, this study hypothesizes as follows:

HZ2a: GPA is related to student knowledge in Al.
H2b: GPA is related to student skills in Al

Prior research in accounting discipline indicates that academic performance is different among
students’ expected salary. For instance, Smith and Powell (1990) reported data on the expected income
of senior’s colleges. The male and female respondents had informed expectations about their earnings
differed sharply with respect to their expectations, where men expected more income than women.
The study by McMahon and Wagner (1981) revealed that students have a realistic expected salary if they
complete more years of formal schooling, even if their expected starting salaries do not differ sharply.
Among previous studies from different disciplines, Schlee and Karns (2017) found that jobs expecting high
salary shows a better framework in terms of conceptual marketing knowledge that utilizes technology or
quantitative analysis such as internet marketing, metrics, statistics, budgeting, and forecasting than a lower
salary. Nabi (2003) found that graduates who are underemployed has a lower opportunity for skill use and
career experiences. They have less to offer employers, which in return ends up being paid less salaries.

The study by Schlee and Karns (2017) showed that higher wages are related to database skills and data
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analytics skills, the same for knowledge of statistical software, data mining, search engine optimization,
customer relationship management (CRM), Bl software, and dashboard software. Marketing graduates with
these technical skills have a greater possibility of qualifying for higher paying entry-level jobs. In order to
expand on prior studies, this study focuses on knowledge and skills in Al in representing academic performance

since the previous studies have not really addressed these issues. Thus, this study hypothesizes as follows:

H3a: Expected salary is related to student knowledge in Al
H3b: Expected salary is related to student skills in Al

Kwafo (2019) studies shows that a higher proportion of the accounting students are prepared to
learn and embrace Al skills and knowledge. The fundamental skills in database management are acquired
by most students. The number of students who are unwilling to adopt Al skills and knowledge are few.
The study by Jafar (2018) discussed soft skills of accounting graduates during their studies, and it revealed
that to be hired, future accountants need better soft skills. For the accounting students, learning soft skills
is linked with better intelligence and knowledge. Accountants’ value will be enhanced due to the soft skills,
which in turn are linked with better employability. Awayiga, Onumah & Tsamenyi (2010) study was based on
the accounting knowledge and skills required by graduates. The survey was conducted by using accounting
students and employers. The graduates professional and information technology skills were examined.
The study revealed that graduates and employers rated analytical/critical thinking and the use of spread
sheet as the major skills. The two groups had significant differences in the IT skills in word-processing
and Windows. The study by Sithole (2015) investigated accounting students’ IT skills and knowledge
relevant to their roles in providing competent and professional services. The research revealed that in
terms of word-processing and knowledge of communications software skills, students get better training.
The understanding in accounting packages and spreadsheet ability of accounting graduates yet need
improvement according to employers. The research by Strong and Portz (2015) revealed that as students
have been using technologies like word processing, email, internet search and retrieval, image processing
and electronic presentations from junior high school and therefore are more knowledgeable. Upon entering
the accounting major, they have skills at these technologies. Among previous studies from different disciplines,
the research by Hatlevik (2012) results showed that nursing students’ viewpoint of coherence between
theory and practice is directly influenced by reflective skills and theoretical knowledge, during the initial
years. The results suggested that reflective thinking is not just a generic skill. It is a skill that is gained from
relevant professional knowledge and experience. Schlee and Karns (2017) study supports how important it
is for marketing graduates to obtain knowledge of data analysis (forecasting, marketing research, marketing

metrics, and statistics) and technology skills. Thus, this study hypothesizes as follow:

H4: Student knowledge in Al is related to student skills in Al
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Research Methodology

Sample and Data Collection

This study is empirical research. The target population is all accounting students who study at Thai
private universities. Data collection was divided into two stages: first stage, using convenience sampling
to select the universities as we distributed questionnaires to the representatives of each university in the
meeting of the private university association; second stage, using judgmental sampling by asking those 15
universities to distribute the questionnaire to their accounting students. Total of questionnaires distributed
was 500 sets and returned questionnaires was 249 sets, indicating 49.8% as response rate. The reason for
choosing a private university to study is that it is highly competitive for all private universities. Therefore,
they must be concerned more a+uality of their given education. Our research results could help them
design a more competitive curriculum. Another reason for choosing these 15 private universities is that they
are members of Association of Higher Private Education Institution of Thailand, representing the most active
private universities in Thailand. For sample size justification, based on (Hair, Anderson, Babin & Black, 2010)
they suggest using a ratio of 5:1 when using simple statistics to test a hypothesis. Therefore, this study has

32 item measures in total. The sample size was 249, meeting the requirement.

Table 1: Student Profiles (n = 249)

Frequency Percent
Gender Male 38 15.3
Female 211 84.7
Year of study Freshman 35 14.1
Sophomore 34 13.7
Junior 71 28.5
Senior 109 43.8
GPA Less than 2.50 40 16.1
2.50 - 299 61 24.5
3.00 - 3.50 80 32.1
Above 3.50 68 27.3
Expected Salary Less than 15,000 7 2.8
15,000 - 20,000 96 38.6
20,001 - 25,000 66 26.5
More than 25,000 80 32.1

The results in table 1 showed that the majority of the respondents are female (84.7%), fourth year
student (43.8%), with cumulative GPA 3.00-3.50 (32.1%), and expected to earn monthly salary THB 15,000-
20,000 after their graduation (38.6%).
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Measurement

The study of the Cronbach alpha coefficient and the factor analysis have been conducted to ensure
that the two measures are accurate and appropriate for construction. The Cronbach alpha coefficients
ranged from 0.842 to 0.953 for all measurements, exceeding 0.7 cut-off point and showing the relatively
high internal consistence of the items at each measurement.

The factor analysis (Principal Component) was also conducted to ensure the two measures are
one-dimensional. The factor loadings in all measurements ranged from 0.595 to 0.867 and the extracted
variances were between 62.719% and 67.246% showing that all variables specified in each measurement
loaded on one factor (unidimensional) with an eigenvalue above 1. In order to ensure the appropriate data
for factor analysis, KMO and Ballet Test of Sphericity were monitored. It has shown satisfactory performance.
With the relevant Bartlett Sphericity Test (p < 0.01) the KMO varied from 0.826 to 0.958, the data being
adequate for factor analysis was demonstrated.

Generally, average variance extracted (AVE) is higher than 0.5 and composite reliability is higher
than 0.7, indicating that the convergent validity is achieved. The results in table 2 showed that all variables
in this study have composite reliability above 0.80 and AVE above 0.70 throughout, which shows that the
latent constructs have a good convergence validity. In addition, SD ranged from 0.860 - 1.051 showing that

the sample spread is less and close to the mean (more reliable).

Table 2: Descriptive of Measurement

Constructs Factor Loadings Means SD
Student Knowledge in Al .595-.867 3.024-3.556 .906-1.051
(0L = .842, AVE=.786, CR=.892)
Student Skills in Al 175-.866 3.827-4.290 .860-.969
(0L = .953, AVE=.836, CR=.982)

Note: KMO (.826- .958); Variance extracted (62.719- 67.246%); Barlett’s Test of Sphericity are all significant at p value = .000

The results in table 3 presented that student knowledge and student skills in Al were assessed for
discriminant validity, indicating the extent in which the construct differ from one another statistically by
using Fornell and Larcker (1981). As seen, the correlation value between knowledge and skills in Al was
0.191, which is significant at 0.01 level (2-tailed), was lower than the square root average variance extracted
(AVE) of knowledge (0.886) and skills (0.914) where the cut-off point value was higher than 0.70, indicating

that knowledge and skills in Al were different construct.

Table 3: Discriminant Validity

Knowledge Skills
Knowledge .886
Skills 191%* 914

Note: **correlation is significant at the 0.01 level (2-tailed). *correlation is significant at the 0.05 level (2-tailed). The value on the
diagonal is square root AVE.
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Data Analysis and Results

The primary objective of this study was to examine the relationship between accounting student
profile and their knowledge and skills in Al. Analysis of variance (ANOVA) was used to examine the
relationship between independent variables and the dependent variables. The significance of the results
is indicated by p-value, where the p value is less than 0.05, there is a significant relationship between the
independent variable and dependent variable. The summary of the results showed in table 4 - 6.

For Hla, there was a statistically significant difference in means of knowledge in Al score among
students with different year-of-study as indicated by one-way ANOVA (F value = 9.187, p = .000) with unequal
variance assumed (Levene statistic = 11.057, p value = .000). A Dunnett T3 post hoc test showed that the
freshy group has knowledge in Al statistically significantly lower than the sophomore group (p = .003), than
the junior groups (p =.003), and than the senior group (p = .000). For H1b, there was no statistically significant
difference in means of skills in Al score among students with different year-of-study as shown by one-way
ANOVA (F value = .092, p = .964). Therefore, the results showed that there is a significant relationship
between year-of-study and student knowledge in Al (H1a) but not with skills in Al (H1b).

For H2a, there was no statistically significant difference in means of knowledge in Al score among
students with different GPA as indicated by one-way ANOVA (F value = .976, p = .405). For H2b, there
was a statistically significant difference in means of skills in Al score among students with different GPA as
evaluated by one-way ANOVA (F value = 8.646, p = .000) with unequal variance assumed (Levene statistic
= 2.765, p value = .043). A Dunnett T3 post hoc test showed that the students with GPA higher than 3.5
had skills in Al statistically significantly higher than the students with GPA less than 2.50 (p = .000), than
the students with GPA between 2.50-2.99 (p = .001), and than the students with GPA between 3.00-3.50
(p = .004). Therefore, the results revealed that there is a significant relationship between GPA and student
skills in Al (H2b) but not with knowledge in Al (H2a).

For H3a, there was a statistically significant difference in means of knowledge in Al score among
students with different expected salary as tested by one-way ANOVA (F value = 3.751, p = .012) with equal
variance assumed (Levene statistic = 2.648, p value = .073). A Scheffe post hoc test showed that the
students with expected salary between 20,000-25,000 has knowledge in Al statistically significantly higher
than the students with expected salary higher than 25,000 (p = .028), but not with the students with
expected salary less than 20,000 (p = .075). For H3b, there was a statistically significant difference in
means of skills in Al score among students with different expected salary as evaluated by one-way ANOVA
(F value = 3.421, p = .018) with equal variance assumed (Levene statistic = .520, p value = .595). A Scheffe
post hoc test showed that the students with expected salary less than 20,000 have skills in Al statistically
significantly lower than the students with expected salary between 20,000-25,000 (p = .009), but not with
the students with expected salary more than 25,000 (p = .416). Therefore, the results showed that there
is a significant relationship between expected salary on both student knowledge and student skills in Al
(H3a and H3b).
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Table 4: Hypotheses Testing Results for H1-H3 (ANOVA)

Hypotheses F value p value Results

Hla | Year =» Knowledge 9.187 .000 Supported Hypothesis
Hib | Year =» Skills .092 964 NS

H2a | GPA =» Knowledge 976 405 NS

H2b | GPA =¥ Skills 8.646 .000 Supported Hypothesis
H3a | Expected salary =» Knowledge 3.751 012 Supported Hypothesis
H3b | Expected Salary =3 Skills 3.421 018 Supported Hypothesis

The results from a Scheffe post hoc test as explained in detail above have been shown in table 5

Table 5: Hypotheses Testing Results for H1-H3
(ANOVA with Multiple Comparisons level of Knowledge and Skills)

Hypothesis | Categories Knowledge | Skills Conclusion

Hla-H1lb Freshman 2.709 Freshman has significantly less
Sophomore 3.282 knowledge in Al than other groups.
Junior 3.365 '
Senior 3.442

H2a-H2b Less than 2.50 3.693 Students who have GPA less than 2.50
250-2.99 3.870 have significantly less skills in Al than stu-
3.00-3.50 NS 3,953 dents who have GPA more than 2.50
More than 3.50 4.342

H3a-H3b Less than 20,000 | 3.344 3.834 Students who expect salary less than
20,000-25,000 3.424 4.203 20,000 have less knowledge and skills
More than 3,088 4.037 in Al than students who expect salary
25,000 between 20,000-25,000

For H4, simple regression analysis was used to examine the relationship between student knowledge
and student skills in Al. The t value = 3.056, p-value = .002 support the hypothesis, indicating that there is

significant relationship between student knowledge in Al and their skills in Al.
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Table 6: Hypotheses Testing Results for H4 (Simple regression analysis)

Hypotheses Standardized t value p value Results
Coefficient
Ha: Knowledge =» Skills | .191 3.056 .002 Support hypothesis

Note: R square = 3.60%,; F value = 9.342 at p value = .002; Durbin-Watson value = 1.668

Findings and Discussion

The survival of accounting profession continues to be threatened by Artificial Intelligence.
With many years of education and practice, it disturbs the accounting professionals. Technology
development and innovations affects the daily life of people. Society generally has the tendency to refuse
to change from comforts that have been following traditionally. But the reality is that for the society,
the use of internet is unavoidable. The future of technologies is for those who are ready to acquire the skills
and knowledge required for it, by paying the price. Gaining the right knowledge and skills for the future is a
result of their preparation. Twenty-first-century education is very demanding. Graduates are groomed based
on curriculum, management and instruction. Therefore, Digital changes and global technology must be
taken into consideration. The graduates’ skills and competency in using electronic hardware and software
to a very high extent contributes to the fame of the university and accounting program.

This study aimed to examine the relationship between accounting student profiles and their knowledge
and skills in Al. The results of this study illustrated that year of the study was related to knowledge in Al
which was in accordance with the prior studies (Bardell, et al., 2003; Khan, et al., 2006), GPA was related to
skills in Al which was in accordance with the prior studies (Pepe, 2012; Bradley, et al., 2007) and expected
salary was related to knowledge and skills in Al which were related to previous studies (Schlee & Karns,
2017; Nabi, 2003), and lastly student knowledge in Al has significant relationship to student skills in Al which
was also consistent with the previous studies (Hatlevik, 2012; Strong & Portz, 2015).

Although the study did not find the relationship between year of the study with skills in Al, it was
not consistent with previous findings (Davis & Nicholaou, 1992; Odusanya & Bamgbala, 2002). Davis and
Nicholaou (1992) found that the senior students' skills had increased over the course of their studies. Odusanya
and Bamgbala (2002) also found that the majority of senior years students have little computing skills
comparing to the junior year’s students. However, in the study of Chakradhar et al. (2016), although they
found that first-year students have more knowledge and skills compared to students in other years when
look at each question (item measure), they did not find any significant difference of the mean knowledge
and skill scores based on year of study. The possible reason of no link between year of study and IT skills
could be that the students who possess more IT skills need to have self-discipline since it requires more
practice regardless of their year of study, as stated in Stoner’s (2009) study. Similar to the previous findings
(Young & Fry, 2008; Valdez et al., 2013) that there was no relationship between GPA and knowledge in Al.
The potential cause of no relationship could be, even if grades were lower they still worked hard and were
very much motivated, which leads to their personal and academic growth. GPA does not determine a person’s
intelligence or how hard working a student is. They might have started by taking difficult subjects. Students
might have spent more time and effort in completing assignments at their best. With lesser grade point
also has potential to perform well in their workplace and take it to the next level. To measure the ability

of a student or the smartness of a student for college, GPA is not considered as a perfect measuring scale.
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Implication and Future Research

Implication

Contribution of this research to accounting students, accounting lecturers and accounting program
faculty members in the following aspects:

1 For Accounting Students: Although this study found that accounting students’ Al knowledge gradually
developed during their studies, students should aim for more Al knowledge outside the classroom as it
will make them more competitive in the labor market. Likewise, this study found students with high GPA
have more skills in Al. This finding could help students with low GPA be aware of what skill they lack so
they could seek more practice. Moreover, the relationships between expected salary and IT knowledge
and skills demonstrated that students who have the highest IT knowledge and skills expect a reasonable
salary. This result could encourage students with high expectations of salary to gain more IT knowledge
and develop more IT skills if they want to have a high salary. Lastly, the finding about the relationship
between knowledge and skills in Al could help students plan their studies if they would like to have more
skills in Al for a prosperous future.

2 For Accounting Lecturers: The findings could help them develop the contents of teaching, workshop,
and practice in using computer and IT equipment which used in accounting, auditing, and related
business job. The higher year of studying, the more and deeper detail in accounting information system and
application. More senior and maturity of students, the better understanding in knowledge in Al. In addition,
the high level of students’ knowledge which be represented by year of their study, the more skills in Al
that students earned through their GPA. Lecturers will be able to pay more attention to students with low
GPA and give more assigcnments and more attention to improve their skills. Accounting lecturers not only
teach accounting concepts, but they also have a role in developing students’ moral and interpersonal skills.
Increase the confidence of students with less expectation of salary in terms of setting them up for a good
career, increasing their attractiveness to employers, and equipping them with skills and qualities that
employers value. Lecturers should encourage students to explore career options early, with a focus on
researching educational requirements and expected salaries for careers in the accounting field.

3 For Accounting Program Faculty Members: The findings could help people who are responsible
for curriculum development implemented the digital accounting, auditing, taxation, and related business
in the curriculum. Furthermore, acquired modern and advanced software and hardware used in teaching
and learning to enhance and improve student knowledge and skills in Al. For example, this study’s finding
illustrates that students gradually develop their knowledge in Al during their studies, which confirms that the
curriculum was designed appropriately so that the administrators could follow this direction when designing
the curriculum. Another finding relating to GPA and skills in Al was the administrators could provide appropriate
Al training skills for students with low GPA so that they could keep up with other groups. In addition,
the administrators could provide knowledge about job interviews and job searching to prepare students
for the real world. Finally, the administrators could design the courses by incorporating Al knowledge and
skills based on the link between Al knowledge and Al skills.
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Future Research

The results of this report suggest a range of further areas of research. The scope of research was
limited only to a sample of accounting students. In order to get complete feedback from all stakeholders,
the future research recommend expanding the scope by using sample from accounting lecturers and
employers who will hire and use the accounting graduated.

This research only studied personal factors, according to social cognitive theory, thus, environmental
factors and behaviors are suggested for future research. In addition, curriculum or subjects that would help

students gain more knowledge and skills in Al could also be interesting variables for future research.
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aun1slassaine Inglusunsu ADANCO uag PROCESS

wa3senuin yndadeeglussdvanusiisyfuiiaavdufuaudifu Ao anuftanelamedidnnsednd
AuNINUINIINBannsetind awlindanididnnseidnd aruaiuisanisuinnssusasnisyatugnen
Tnsmnulindamsdidnmsetndidutiadvdfiivisdenendvinavesnunmuinmmeadidnnsedndganufianela
medidnnsedndldfvsdeunazudanisifuanuduiusienisiadugniuaganuausansuinn s
nanfeatuayuynanuigiu fidy surasarsdduauneliuammansjudugndagldaiuanunn
mawinnssuluseAutosfsszAauuiunans msgnan1sITenuin nsyaiugnAuan1sldmnuausanauinnssy
Tuszavgeliddunaframnuiisnelansdidnvseiindvesdlduinis

lunmswveswanuifedamnsaduwamanisdndululssdurosnuaimnisuing arulinda
Aanufianely nisyautdugnAwarauaisanauianssudedlduinissuimsdidnvselindludssinelve
Faluilagtudeldinduunuimdrdglunisadranisliiuisunanisutaduiiesdnsdndudosioduuloure
Tumsufoalalddugusssuiifvesesdns

Ardfsy: AnnMUsNMsmsBiannsedind anulindansdidnnsedng
anufianelamdidnnsedind nsyautiugnA Anvamnsaveuinnssy

Abstract

The purpose of this research were to study (1) the importance of e-service quality, e-trust, e-satisfaction,
customer oriented, and innovativeness, (2) to study that e-trust as a mediating role that transfers the influence
of e-service quality to e-satisfaction, (3) and to study the moderating effect of customer oriented and
innovativeness under conditions of variable levels in the relationship of e-trust as a mediating role that
transfers the influence of e-service quality to e-satisfaction. The sample group was 820 electronic banking
users in Thailand. The tool was a questionnaire. The data were analyzed by using descriptive statistics to
determine the frequency values, percentage, mean, and standard deviation. The inferential statistics were
used to analyze data with a structural equation model (SEM) by ADANCO and PROCESS program.

The results showed that all factors were at a high level. However, the levels were descending
in descendent order: e-satisfaction, e-service quality, e-trust, innovativeness, and customer oriented.
E-trust is a key factor in transferring the influence of e-service quality to e-satisfaction well both before and
after directing relationships through customer oriented and innovativeness. All Hypotheses were supported.
Therefore, Banks should focus on customer oriented and innovativeness at a low to moderate level because

the high-level are not positive impact for the consumer's e-satisfaction.
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The whole result can be the guidelines to generate the issues of service quality, trust, satisfaction,
customer oriented, and innovativeness in electronic banking users in Thailand in order to strengthen the
major role of competitive advantage in the organization. Moreover, it should be the important policy to be

transferred as the best practice of organization.

Keywords: Electronic Service Quality, Electronic Trust, Electronic Satisfaction

Customer Oriented, Innovativeness

unmin

HatunatauiinisBeundanintuegnannid weluladuazuinnssuatslifunumuasdudunu
ddnlunstuindewasugitlmifionsefulszansnmuesnszuaunssdenianisliuinisliiyaduiuniy
UspinalneFajseneleniadunsin msasu madiungldussrsusaznmsaneudondi Inslawizdiflona
wazANUENenIAKuLRUUfURN1sAlAgnsaansy ke LR uTRLIATYgR kA dsAuLianA (Office of the
National Economic and Social Development Board, 2018) il swnsdsbnimalulaginyssendldaiuayy
N13911533n53UM19N1583U (Financial Technology : FINTECH) uSnssunansdianwseiinddananewdudiivuali
WTIlugATiva (New Normal) TguuuumMsvinaiu seuun1stiy ssuuAsegiakasauduiusvesruluding
Wasuuvasly shlvinnsldiuananas wazdinisliinaluladnanmsiudiut (Bank of Thailand, 2021)

wwIneiRgeiuihlUgiasugiandvia (Digital Economy) lagiinsneszuulassadiassuun1sdiseiy
wuudidnnseiind lnslawzegneBaiulasinis e-Payment wAnIUIMssUIAsBLEnMsedndiunnuiuends
aunmuimadildietes Wesmnssuumeluladasaumadatouasnszmutumsliinisuesads Tasiameas
nafiflilduinaduduousnn ddurhananingrensdmalrignidadulaidnlduinislufign (Bank of Thailand,
2021) \AntesosFeuifednulifsladenmnmuinismedidnnsednduazaulindanedidnnsoing
Fsdmsusumsudrdelymidnanazyiaiuguusannninimll wszdedliuinisldlindefaznaneidu
guassRdIAIeIN139gINTIUNIINISRUUYTe M INsUIA1sBLanNsadind (Gefen, Karahanna & Straub, 2003,
pp. 51-90)

otls rnullindadieliutadeifirnuddnlussfugadmiusadnismanisiiuegsunens (Noomnont,
2021) M3¥igInsIINNITRudesiiaugndes Tusslawaznsavaould flivimsfaadeiunazlinea o
U s uasivdnguBudurugndesauysnisviunm mUSMIME NI dndTigunsiiamuduiusiGun
fuauiianelaniedidnnsetindvedliuinis (Cronin Jr, Brady & Hult, 2000, pp. 193-218) MNT¥UUUINIT
Lifivsgdnsam doudwmalvgliuinislifianela

nsyjatiugnandudsddydmivesdnisgsiaudnig uinsliuimsriudesmsdidnnsedndvinlimiinau
lailslkanuaulauasldlafunisudlolymnisléuins gniunsseenaidniieniauaglildsunmsusnsiidioane
(Chobsaard, Boonyoo & Kantanapa, 2019, p. 8) uagna3dguad Lekshmi (2018, pp. 77-81) wundymalassa
fignénlgmululduinissunnsdidansedind Téun (1) anudwinlunmsimeluladanld 2) mssavieudu
UDIGNAN mm%aé’méLLazﬂ’]smmaaUﬂmugﬂé{m (3) Anumeulunisu3nis (@) anunisaludady (5) M3dnnis
welulaglinnuduiiagsu 6) anuidsssumnsdasnse (7) aidesuanuidudousi @) Yadesuanulingds
(9) msanaswaannuBesiunarlindalunislivinig dwmnsuiiawaenndestuuiunussmalneg shofigavihli
Wamuldfianela 11338909 Chobsaard, Boonyoo & Kantanapa, 2019, p. 8) kay Chanwong, Wingwon &
Piriyakul, (2019) Mé@nwaulindanazanufionelaluiiduiadedonlsdninavesrnusuinveusedny
dnisdatiugndn uadsldldfnwisziuresnsyadugninanveneanuduiusseninamnmuinsuazaulingde
vosswIAsBiinnsednd axdu Tudutesitmessifed feshliiAnnaludairnsfaziesdauslnl
vienan1silaszimansnavesdadeiidenlostuanufianelavesiliuinssurasdidnnseindsiunaln
vosmAfeluaedl
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Feifu mndyminsdumunsoasiifudanAdelan Tuuiumessuasinedu

1. puamuinsmediannsetindidninanemnufisnelaniadidnvseiindwialy $8viswaseals 18nsna
mamsiseiresinuaulindandidnnsetind

2. flevhnsyatfugndiuazanuasnsamsuinnssusfinnsaniudnvasedoiiu quamuinng
medidnnselindeziidvinannseienufiswslanadidnnsednduioly wasuudadluegrals wazdndwa
msdenveInunNUINIeBidnnsedndifinomnuiswelomsdidnnsedndsiiunalindamadidnnsednd
wdsuudasedisls

WnUsEaIAN1TITY

1. defnwianuddniuaunimuinismedidnnsednd anulindamedidnnsednd anufisnela
madiannsednd nsdadugndn Anuausansuinnssuvesiiusnssuinsdidnnsedng

2. lofnwinulindanedidnnseindlugiugdadodunarsfidienondvinavesnaninuiong
mdiannsedndgauiianelamedidnnseiindvesgldusnissuimsdidnnseindlulsznalne

3. wednwianulinsdansdidnnseindlugruzUedsAunasiidievendvinavesnanimuinig
nedidnnsedindgainuiianelamedidnnsedndanslddoulunstadugnduaganuauisoniauinnsy

voufliuinsmedianvseiindlussmelne

WUIAA NOBRuazUIENNEITRY

1%
a A

nuindnildliAdell Ao naufanuilewela (Satisfaction Theory) wes Shelly (1975) Wunquiiine
AusEnveayudiinenunmUINTUeIRIAN T oyARaRUNTU R UTUSIanB A LA NS TUSReR
UINS MINYARSNANNIANNIIUIN WL anuay aadigesinauiisnela 1133809 Anderson & Sullivan
(1993, pp. 125-143)lﬁﬁwmwﬁmmﬁqwdﬂﬂwﬂaauﬁ’uQﬂﬁwﬁiﬁmﬁmﬁmv‘mzﬁmﬂuﬂszmmfﬁm‘tﬂuﬂ £.A.1989-1990
wuanuianelagnimuedlsnsiuiaunmunisiasUszaunisalngse mnnssuiauninuinislinsmse
Ig5usninanumeantineulduinistdmwalimananuldfanels s1ufeddeves Churchill Jr & Surprenant
(1982, pp. 491-504) aguinaunnuin1siannsedndiidvnasernufitmelamsdiannsednd demsseudieu
ALLANANTZINNAUTZlETUNNNEAN/UINTaZAINAIAWIS 91U398U83 Candra & Juliani (2018, pp. 125-132)
wuiaufianelatuegunisfuiamuamuinisuazanAnfisud fadu nguieuienelossuneldindisuds
funriou Ae Anumands MsfuiaanmuInsuasauATTUY

wwIRARANNTNUIN1IN1BIaNNTaTind (Electronic Service Quality: ESQ)

MATB09 Ojasalo (2010, pp. 127-143) @sditnunInuin1sniediannsedind (e-Service Quality)
Junanisussilivresgndleesiuiannuiludavesnuninnsiiusnislunainaiiousss lneawideves Rizwan,
Yaseen, Nawaz & Hussain (2014) aguiinaninuinisiunisfinauvesainudseiivladienisusziiiu
vosffFuuimaiadusdnstasivhinaus duuiuniessuiasdidnnselindl {ideluusfnues Parasuraman,
Zeithaml & Malhotra (2005); Ojasalo (2010); Albalushi (2021, pp. 1-15) @guhamnmusmsdidnuseiindUsznause
() anudugusssuvdouszavinmnnslsiuins () amamdeslumsTliuins (3) mnamdeswesssuu (@) nslsimnusile
wngnAmisenududiusa (5) nsneuauesiegnd (6) anudnlagnAviensyae wag (7) MssnwAsudaa
U8V Nandankar, Sachan, Mukherjee & Adhikari (2021, pp. 1-25) a Kaur, Kaur, Pandey & Joshi (2020)
asUhRua UM didnvselindinasionuiiaeladeaaniufuuiungaidvia Tnsamsfudldusnissunens
Sidnvseindidufussiiunisuinismussiuanuaan s
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wwaRnAuswalan1edidnnseiing (Electronic Satisfaction: ESAT)

nsaseanuianelalidugnaluuiunesulay (e-Satisfaction) fanuAsrdesfiuyszaunisaingg
MnnslivinmssuasdidnnsedinduazdamaliiAnnisnovaussiia ufnwes Oliver (1980) wag Chen, Hsiao
& Hwang (2012) asUiesdusznourasmnufioneladl 5 f1u fio (1) evn (2) deyagndes (3) anubuilagtu
(@) anwazaanlunsliau waz (5) mnudasasielunisvigsnssu lnsaunmuinisnadiannsedndlmnuduius
Bauaniuanuianelavesglduinis (Cronin Jr, Brady & Hult, 2000) ¢1W338909 Al-Adwan & AL-Tarawneh
(2017, pp. 148-163) waz Boonlertvanich (2019, pp. 278-302) wuitAuAmuIN1seBiannselindiinansznu
Feuanegneiiedfmennuiianelanisdidnnseling :uideves Amen (2016, pp. 280-306) uay Afroz (2019,
pp. 145-159) wui1 FRvesnaninnsliuinismedidnnselindfoatiulselenivesdld anuvaeads anududiush
uazananandaiivsnasemufianels 1ATeves Manju (2020) waz Mahajan (2021) lsthiauein auniwuins
L‘fluéhﬂa%ﬁwﬁaﬂmmmﬁawdwaqgﬂﬁw wazaIdyUed Bala et al,, (2021, pp. 2329-2357) atiuayuinusz@nsam
Y935U1ATBLaNNseTindtieneuausInNfaInIstazauianelavesdlduinislutisaniunisalunsszuin
COVID-19 lsiehsd

uuaAnauliNslansdidannseling (Electronic Trust: ETRS)

analinslamsdidnnseindidunnuialaveagninfiazigsnssueeuladfusuias (Wuanuide
IummmmsmaqammsﬁL?Jwg’g]LLaswUﬂwﬂﬁ‘u'%msashahi:ﬁmmﬁmwmm FAITIANNAIANIIFONTNIU
TanunsadedelduarldfunisWauiedieawies (Floh & Treiblmaier, 2006) wugduuunsliusnimag
Suwesillnveaniagsianisidu (Beerli, Martin & Quintana, 2004, pp. 253-275) wui1aulindamdidnvseiind
gnivualuvatesULUY 1nedi Dimitriadis, Kouremnenos & Kyrezis (2011, pp. 5-31) agui1anulingad 3 {6 fie
(1) Auananse (2) mnudednd way (3) Anududives muddores Bappy & Chowdhury (2020) WuinAMAN
é’wummﬂaamﬁmazmmLﬂua"méhLﬂuﬁaﬁﬁzgmaami%’uiqmmwu%msmaﬁL?ﬂmaﬁﬂéﬁdqwasiammi"i'nﬂﬁ]
AauSNSsUIANSBdANTaTng

wwrRan1saiugnA (Customer Oriented: CSOR)

nsyjatfugndndunagnsmisgsiatiesdnslinuddny ielvaenadesiuainuusnsauivesgnin
Tnsimuaiuuivgriianudesnisvesgnideuirounas futlfoddgiiiiuanudesiuvesilivinig
AU IIENINTAYBIBIANT ABIUTITAUFLAE A NNTE Y INTUINT (Mou & Cohen, 2014) g3nafisjatiugnn
rdalaiuinusisuveseddnis esnsziuanuiiewslavesgnin afrsesdnisTiudaunss mszidugadmén
fndnsuasdnmslildsuamulindaangnd dnuamuinimididnnseiind anulindanedidnmsetind
waznsaiugnindrulinansenusienisuivesgndn denSeulitsufugunimusauinsiilesunasnuinanniw
Uinmaduthadviifienuddygeaniiduiimuaaiudifavesgsfiauing (Akbaba, 2006, pp. 170-192; Quinn,
Lemay, Larsen & Johnson, 2009, pp. 139-152) :11338984 Casalo, Flavian & Guinaliu (2007, pp. 583-603)
nuInsyatugnAtvessuiasiidiudiglinuainuinisdaansenudeainulinedaseuinisvessuinig
didnwseiind

Y

nsysdugnanfigasaaneiieaiaaufianelalviudldusnsienieuenuazangluesdnis Jldusnis

neuen fe {eenieiuiiewanivdudviouinig Wudidnduirdudmseusnmsiulnunnuiely dlduinns
nelu fis ypanslussdnsiidesiligndninainufiswelagean (Songthanin, 2021) nsyjasiugndndudiunds
Yoena1nuInIs fie nsadlimdnaunelussdnmaiannulindasazanuianelaluau islunalniduedeu

lunsidntiagnm
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NUIRBVeA Karatepe, Uner & Kocak (2016) nuinasfnsiisailanuduiusiugnan wiumsadsanuiianela
uarauamediusiugndn lnededeiduiaussmesdnmsdezieliiAnmnuinivesgniuazanunsaaiisnarils
fislelusyezeny (Chobsaard, Boonyoo & Kantanapa, 2019, pp. 6-21) g3fvfesdan1siugnentvinunzay
fuanunisal (Mou & Cohen, 2014) mﬂéfmauﬁugﬂﬁﬂajmswauﬁmLLﬁiwé’qmﬂﬁgﬂé”]ﬁﬁﬁqiﬂsimmqmsL‘Eu
ruszvumaluladansaumaniity uwidesinwvigndliesnanisauty fensaisasduiussuitugné
mu@mm‘wﬁmsma%Lﬁﬂmaﬁﬂéuazm’mﬁﬁwﬂwwﬁLﬁm/liaﬁﬂﬁ (Susanto & Chang, 2014) a¥iR SUNANTIIRDA
Jatfunuimsinuaunmenuduiusniomeduiusiiioaieanudseivle Uszaunsaliiduazasreiinund
BauInuignan meﬁwﬂﬁqmmiwiﬁgﬂéﬁLﬁﬂmmﬁﬂﬁﬁiaﬁmmi (U-pong, Wingwon & Panphae, 2021,
pp. 123-141)

nsdadugnindidndnaiduiinduaunimuinismedidnnsednduazaulindanididnnsednd
fifedfyroanufimnelanisdidnnsedng Tneauideaes Moon (2016, pp. 331-342) Idaueusediuiediu
nslmnuddyfundugné dadeitugrunienrmidnidanuuaniluuiunvesgsisesulalnenisiiy
dunsanuduiuslugnisadsanufisnelamedidnvseiind uazeuideves Chang & Wang (2011, pp. 333-359)
Minaueussiumsywihmudlanginssugnnlussiaeeulallasnsiiudumemudiusanauninuinig
mdidnnselindlugmsasnnuiienelamsdidnnsotind fsaundgiui 1 was 2

H1: BnanavespaunInusnisnsd@dnnseinaiineniiulindend@damseindosseuuias
ldlogniiumamainiusaensyaiugnan (3o H1: b2+b4CSOR # 0)
Hz: BvsnavesRninIYSNISNNBEAsedndiilnaniiuianelan1ed@nmseing
sFeuualuillognisunmaniusaensyaiugnai (W3e H2: bi+b5CSOR # 0)

ogslsfAmuannulinddafudonlvddyresgsiavinmsuuiiugiuresaruduiusnianisiasedoans
Tunisliuinisungndn suaseaseuinguianuduiudiiioadisnnuduine asedlagndsitunisdeans
msquanaznslideynsiviedsiudryan anuazmnuazmsudlvaniumssinnudauds Tnsnuiseves Reina &
Reina (1999, pp. 76-80) lsiasuinmnulindaduundu 3 dude (1) anulindadudnenin (2) anulinda
funsdeas wag (3) anallindadudiudyen eufnuives Mayer, Davis & Schoorman (1995, pp. 7-17)
wag Rafig, Jun, Ali, Majeed & Mohsin (2020) a5u31anul3ndlavinliiAnauiianela uaskanis@nyives Bappy &
Chowdhury (2020) wuiaanINuIN1TMIeBiannselindidnsnaneaulindaniedidnvsetind agUled
anulinslaniedidnnsedindviiniiidevendnsnavesauainuinisniedidnnsedndgaiuiianela
neBidnnselind fauufgiud 3

H3: maulinslanwdidnnsednaitutedenarenendnsnavesnainimuinisdiannsedng
grwienalanvdiannsetdnd (v3e H3: 62*63 = 0)
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ANEINTONNUIANTTH (Innovativeness: INN)

AmEINTaNauinngIy fe nszurunsaiedsivi vieUuugedsifiegidslianunsaliusslov
Turmegsnaléfia oradusdnsasislu Wmssiall dumeuvhanll viedsdu 1 fasdsuupsssianiedely
Tumafisau Sauunls 2 5 fo auanunsnsziuesdnisuazszsuyana (Rutherford & Holt, 2007) A @150
mqui’mﬂimﬁm%aaﬁumwmﬂuﬁﬂssﬂaumi (Gurel, Altinay & Daniele, 2010) ins1#5UsENaUNTINIANNANTE
meudanssuannnityanaily megsRdududesiimaluladuazuinnssuuussgndldiiieadnsannaunnsing
wardesiunisasnidsunuy Schumpeter (1975) agulidnanuaiuisaniauinnssuaiuuinisusenauaie
(1) ANHEINTATNAEYNS (2) ANNETOLUNTIANT (3) Anmanunsalun1suiiau wae (@) anuanusalunisususn
Tagifunsdnnisanelueadnig eadannufisnelanazanulinddaliignd uazgniesidesldinalulad
TamemnuLed (Igbal, Hassan & Habibah, 2018) NaN1SANYIVES Pramudito, Mursitama, Abdinagoro & Harischandra,
2021) wununuImsnuANEIsaseinnssuiidvswaddusauduanulindanedidnnseiinduwasauiiawela
medidnnselindlutiunvesuinsmedidnnselind Bsazthlugnsuendoyadiannseding (Ruiz-Alba, Abou-Foul,

a a o

Nazarian & Foroudi, 2021) feauuAgIui 4 UagdnSnamiusinvenIsiLiuanmuaANaIusan1euinn sy
lupnuduiusvesauninuinisnididnnselindndeuruaiulindanisdidnvselinddauianelania
Siannsedind anufgud 5

Ha: Bnanavesnulindeiidsenwioelandidnnseindezasuutasludogniiy
AIUFUNUTAILAINAINITON N IANTTH (W5 HA: b3+DEINN # 0)

Hs: BnEnavesnninIYSNIINNBEnseinaTioounugnImlilonedidnnseindg
pywitawalonsdidnnseindzeziasuutadluideriumuduniusaenisyaudugna
UaZAIUAINITONNUIINTIU (M58 H5: b2+bACSOR * b3+b6INN # 0)

NSBULUIANYBINISIVY

Aylinadanmedidnnsedind
Electronic Trust:
ETRS

b2+bdCSOR b3+b6INN AIUEINITE
NNUIANTTY

Innovativeness: INN

nsyatiugnen
Customer Oriented:
CSOR

Amufanslamdidnnseding
Electronic Satisfaction:
ESAT

AUAMUININBEnseiind
Electronic Service Quality:
ESQ

b1+b5CSOR

2NN 1 NTBULUIAAVDINISIVY
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UsEUNIUAENENAIDENa

Uszans fe dliusnissuimsdilinnselindvessuians druau 17 wiis loun suiansesudu suiens
9ISEATIZI ST oMELNYAsLAzaVNAiNTINYAT SN TBaaMLIUsEIMALYY SLANSN N suIAsngdlng
5UIANINTIA3BYSET SUIANINENSINE SUIAISREsAUNALAS suAsTleud suansmsinesuyin suiasfiald
sunstnended suiasgled surmsuaudueudidrd surnnsledda (Ine) surarslnesinilonedes
Tuitufl 6 giina ldun mewile manans mang fuson nang Tusenideunile meldianeldnouau Sefiduauann
wazlinsuvunadiulsens

naufeEsfe gnAnfiTiusraumsafliuinissunasdidnmsedndlutszimelne $1uau 1,000 e msinausi
994 Tabachnick & Fidell (2007) Addnsd@uaessuusaog1e (n) fusiuau 5, 10, 20 WU UIUAILUTUINTIA
Useneufuinasives Hair, Black, Barbin, Anderson & Tatham (2010) fitvuslslduunasnognesemning 15-20 fegh
fio 1 W1375wa35 Jackson & Schuler (2003) l@updndnsnandnnungusitagviumulsdanaemsiniu 20 de 1 uaz
Anderson & Gerbing (1988) lafvuangusiiegned1uiu 15-20 winvewhudsduns Fadeiiimuusinasin 50 fuls
fide3adentdinas 20 wiwewhuusasin lnefuwuuasunuannguiegna $1uu 1,000 Au Liteliaseunay
ngudaegsnndian 1inauidesunazgndes lnsdnassdenennudadiudueniine deniAudeya
MnnguessiogluiaminfiiuiidmesmsufiRmenguioin dadonnduiessnanaudadlidunaeidadh
Ao (Hugimeiiuszaunsallunislivinssuinsdidnnsetind

in3ailoldlunnsise

esilan1side fio wuuapuniy wiseanidu 3 dau deluil

il 1 Feyavhlvesineunuvasuny

duil 2 iesinfudsusls Usznouse (1) aunmuinmsmedidnnseting (2) anulindlansdidnnsednd
(3) Amnufisnalanediannseiingd (4) nsyatiugndn waz (5) Anwausamsuinnssy lnednuvazesray
auidumauiarsUawuunalsdneu

dwit 3 WuwuvasunuUaneila

nsvUILMsleTsitoyanievdinldfuuuvasuamnduAuudadsd

1. AsredsumNLaNysaluasinizanvesdeya dildeyaviameidosaingmouiulinouszunui
ToyagameseAiadsdnouainmieiinseilndifes difeyanmiedinseiiiadulseansnuiuuls
fini 0.10 flesanadlaneudadeniiu viawiuntt 0.50 esnadlanszatedaden awdamieTiasgituiily

2. mnaaugmmwm’%aqﬁaﬁw SEM software #i8 ADANCO (Henseler, 2017) Ingfiansaniinnuiiiomss
Bavilouuazaniiomsadsdiuun

3. AR Tghinuunmsmiurean1sfunans (moderated mediation model) #elUsunss PROCESS macro
(Hayes, 2022) Ineviageuasiguamefuuunmrifukagiuuunsiiuresnisiunasmudulssavsonnes
Tunmil 1 mslimsgvideyadelusunsu PROCESS macro usazfeauastoyalasnissiurinsuuuyesiaiin
NnusazmLUsIudLandunsuuusnnsgIu fnwd 3 nseuveskanteflaziaueseluTwansiegUdimasy
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N13AsIVFBUAMIANLATETD

fAfeldmsnanuamnimaiesiio windu 2 seey il

swugdl 1 ﬂ’]iﬁl’iﬁf\]ﬁ@U@&m’]WLﬂéﬁ]\‘iﬁ@ﬂ'E]‘uﬂ’]iﬁ’]ﬁﬁ]ﬁﬁd6?1}’3EJﬂ’]’ﬁ’qfﬂﬂT]@JaE]@ﬂéjﬁ]ﬂﬁU‘\!@@JQMN’]EﬂJ@W.{’J%}fﬂ
(item-objective congruence: I00) INEMIINANAMEUBNT LI 5 ¥iu wudadlen OIC laidnd 0.50 yindie uamedn
Fonummnuisansadaiien (Content Validity) wazthlduugeuauluneaeddiuglivinssuimsdiannselind
AluantRdorfutungusiogiediuiu 50 Ay uagianuidetiold (Reliability) Ae AuLfiswmsaGauniiou
uazANLITiesnTIduundae SEM software Ao ADANCO 2.3 atudeyaiildanmmaaeddunasfauasdowa
Aldannisdinaante namengigaameissdieninnisassdliuasianuinedosdefinauniwnssnuinasl
Fvhimsdisnate aunmiaiesilonnnisdinaniesing Mnsed 1

Sredl 2 NINTIAARUANAIMIATEWIIENAINTATIV UTIngrassil
1. ANUNBIATITNULDU (convergent validity)

M137197 1 KaN1sAATITiANNTENsATanlauvastayaiilasuainnisdsinnse

¥ v
°

fanUsielg fadanazumintale
1.ANAINUINIIN1BENNTeTing ESQ1 - ESQ10
AVE = 0.655 Dijkstra-Henseler's rho= 0.944 Anmtindadesewing 0.71-0.87
Joreskog's rho= 0.950 Cronbach's alpha = 0.941
2. aulindanedidnnseding ETRS1 - ETRS10
AVE = 0.752 Dijkstra-Henseler's rho= 0.964 Anmtindadesywing 0.81-0.90

Joreskog's rho= 0.968 Cronbach's alpha = 0.963

3. Anuienelaysdiannseling ESAT1 - ESAT10

AVE = 0.817 Dijkstra-Henseler's rho= 0.975 AN UaTe 5211119 0.88-0.92
Joreskog's rho= 0.978 Cronbach's alpha = 0.975

4.nssjatiugnm CSOR1 - CSOR10

AVE = 0.718 Dijkstra-Henseler's rho= 0.959 AntnUad8 1119 0.80-0.90

Joreskog's rho= 0.962 Cronbach's alpha = 0.956

5.mmmmmmqu’i’mmsm INN1 - INN10
AVE = 0.708 Dijkstra-Henseler's rho= 0.957 AnntUadesEning 0.82-0.87
Joreskog's rho= 0.963 Cronbach's alpha = 0.954

v
[ v a1

91M131991 1 Msasaaeuadmindade (Loading) dwsusdianniiianduusuiauinuinnin 0.50

q
[ aa

TnadaAnfsis 0.715 83 0.921 AVE dAdiaue 0.655 89 0.817 wardtud1Agyn1sada (p < 0.01) LansIuIngin

o
v '

fAuLeensa (Fornell & Larcker, 1981) u195inLAazdaduaunsnd ineods1ivaenulas JauLNe9ns
wazdlauietialege

A0  NsasIPINMSUSHISSSAA
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2. miiesmsadesuun (discriminant validity)

NANINTINEOUAMITIBINS AT LN (discriminant validity) #1138 (Heterotrait-Monotrait ratio: HTMT)
wuidndruilaniingt 1.00 wansidadiaildsaduusursliinsusUuiu dsfitndesivesiaoslyile’
TUSaAsuUsursdu

3. AEUBBIINNS1EEI08UAE (common method bias: CMB)

HAN13ILATIZY CMB IagTnnien1sTistdunieny (multicollinearity) (Pirlyakul, 2021) Uswﬂgmaéﬁ’qﬁ
An VIF 989 ESQ = 3.012 VIF 989 ETRS = 3.190 VIF 989 CSOR =3.019 VIF 989 INN = 3.641 @1 VIF aaﬂumm% 3-4
firausuld (Pan & Jackson, 2008) 1w indslaifitywn CMB

Fat nanmesIEiaLisIns B uniiounumsedt 1 wesnansiasednnuiismsadasuun
WagNan15IAs1eR CMB asulidnnasinlnunmasswmuinn

MsfusIUTINTaYa

AdeiunuTideyasinunasguglivneuuvaeuniueeulai g Usga R IuNARE 018895 UANS
Tuwsiazfmiaiiieifudeyannguinedimngiaaiidelddiuuasuniy eifudeyaseulatiin Google
Form Isisunuuaeuamndusn 1,000 518 lddmidenuuuasunuiliauysaiosnd iy 180 yn Auvdeuuuaeuay
Lawwﬁauyjmﬁwmu 820 49 Anfugevaz 82.00 Fsfsnaduvundiegfiiime (Rattanamanee & Phasunon,
2019, pp. 181-188)

nsaAszidaya

Aneideyalneliaifidmssauniiomaniosas Aiade wazdrudoauunnsgu nsesiuilomnss
Fanilounaraudissmsadesuunlaglilusunsy ADANCO (Henseler, 2017) uagiias1ei moderated mediation
analysis melusinsu PROCESS macro (Hayes, 2022) Farelud

NAN133Y

fduimssunmsidnmseiind 820 518 dwlnajdumends flongszning 30-39 ¥ mnilgn fanuniwlan
nMsfnuUSaane’ odwninauaaensy selfedededou 30,000 vnduld I%U%mﬂummmﬁﬁyamﬂﬁqm
sesasnie 3owin/neuliuandnluif® uazuinistnsdidnnsedinduarlduinmamniu ogredestuay 1 ads
dallvgflduinissuimsndnsive sesawnfesuniasinemfisduagsuinsnidive sy

wadasiziinguizasdded 1 Anwiaudidgresnunimuinismsdidnnseiind anuliinda
medianuselind anufisnalamedidannsedind nsyuiugnAuasanuaunsanauinnssuveliuinIssuIns
Sinnseindlutsswalng wausingfmsed 2
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A15197 2 NAATITHADAWTTUUIVDININUS

U2y X SD cv wlama
Anuanalan1edidnnseatind 3.850 | 0.850 | 0.221
AUANUINSeBLanseling 3.800 | 0.858 | 0.226
N -« Ny SEHULNLAZANAIT AU
Anulindanedidnnseiing 3.750 0.826 0.220 3 DR
N ARTY ) U
AUANNITONNUTANTTH 3.670 0.814 0.222
nssaLtiugnm 3540 | 0.869 | 0.245

9915297 2 o fliEnssunensdidnnsetindisziueuAniiusenndueglussiuinn Susuusnie
(1) Arwdianelaniedidnnsedind 1esanndinsigsnssurusuinsdidnvnsednd deyatadiinnugndes
309891A0 (2) AaAMUINIINBLEnseling wszuinsswimsBidnuselindinistuiindeyanisldaugnsies
anunsovigsnssuladenazazain (3) anulindanedidnnseling isizsuinisinuddgiuanududiu
vesgliuinig iiudeyaliiduaudy fanuvasadonazdeyandngutndede (@) mnuamisanisuinnsy
\osnuinssnmssidnnseindfusuuuuiazmnuazsind fimeluladln q maduayunisuinisedsienios
wazglduimsinsiosiuramsesulatlisiniG way (5) msyatiugndn dAedesudwuaaing mzteiessou
vimssuansBidnuselindldsunismeuaussoganinigy suiaslituastoyaesnasuiau uaznislvinuddny
somssuilsanuAniiuiietuuiulssegseies

eI IngUsTasAted 2 AnwndvEnanisfunarsvesanulindemadidnnsedndiideslosnanim
Usmsmedianvseiindgainuiisnalavsdidnvseiind (mediation analysis)

Usziiumdnuesnisinet Ae nylnsIgidvinanisdunatsues ETRS dndidwwlunisdienendvina
294 ESQ lUg ESAT viseldl ?

1. NaNTUATILIBYBNANUEUN I ESQ->ESAT wud18viswasiu (total effect) fr1gasn (total effect = 0.801,
t = 38.326, p-value = 0.000) dagani1 0.20 AelsiunniAuly iWeindumnuduriusiiunnduaie (superfluous)

2. Woushudsiunansferaulindansdidansednd (ETRS) musuuunsiunans (mediation model)
oA IEvBVENAR LA UM ESQ->ETRS->ESAT (Hayes, 2022) Wusﬁaaqﬂﬁﬂﬁ

2.1) BNTNANIINTINULEUNIG FSQ->ESAT anassauay 47 wdewdu direct effect = 0.423 (t=14.539,
p-value = 0.000)
2.2) BNFWANBBUMIUAEUNTY ESQ->ETRS->ESAT dlfngeuaziioddgy (indirect effect= 0.378,

a

LLCl= 0.326, ULCI=0.432) MWN153LAS18MBNENaN19EaUT83 ETRS U1NAINING

Electronic trust: ETRS
R’= 0.613

0.783 0.483
(t=36.035) (t=16.585)
Electronic service Electronic satisfaction:
quality: ESQ 0.423 ESAT R?=0.732
(t=14.539)

= a a o v a a a o
il 2 Bnswanisaunatsvasaalinngdamedidnnsetindnienles
AN UINNediannsalindganuiiawalaniediansaiing

A2  NSANSIHINMSUSHISSSAA
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nnawd 2 wansianalindamedidnnsedng (ETRS) Wuladeiudsiiadamnuduiudsening
AN UMM Bidnnseindiuanufisnelomedidnnsedng uazidlesanddvinanimsdildanasouugud
viaeaulifituddy wanahdalithdeduiidousadoulowanan

naInIEingUszasdded 3 Anwidninavesnuainuininiedidnnselndfifisenudisnela
madidnnsetinddeurnumnulindemedidnnselind Wlerhivaduriusnudums ESQ->ETRS shemssjaiiugndn
wagAiuANUEUTUSALEUNIS ETRS->ESAT fR8A U150V inng sy

Ussiiiundnuasnisiing fie msiasiziansnariunsiunans (moderated mediation analysis) Ae
naxefnwnan ETRS Taulunisanevendvswaves ESQ Tud ESAT viieliiesladisuiansyaiugndnduaudnans
(CSOR) wagsjaifumuanunsamaduuinnssy (INN) nsiasgvinsevinlagld PROCESS macro wsuuuuil 28
uansinesiasuld danwdl 3 selud

Customer Oriented:

CSOR Innovativeness:INN

Electronoic Trust: ETRS
R® 0.681

-0.043
(t=-2.396)

-0.043
(t=-1.707)

0.003
(t=0.103)

0.576
(t=222.068)

Electronic Service Electronic Satisfaction:

. » ESAT
Quality: ESQ 0.309
Y (t=10.265) R’=0.761

VUYLIAR
|t] > 1.645 nueds p-value < 0.10, |t > 1.96 %184 p-value < 0.05, |t]| > 2.58 u188d p-value < 0.01

AN 3 NANITIATITIAILUY moderated mediation

nanTnTeilasazdeaus gl

dlerfuidunia ESQ->ETRS uay ESQ->ESAT ¢ CSOR uagrfiuidunia ETRS->ESAT #ae INN Ui
Svswanienss (Senindvidwavnensseenedidouly) anasain 0.423 sunind 2 wdeilu effect = 0.309 (t = 10.265,
p-value = 0.000) A Wil 3 Lanein CSOR wae INN Aetladeduiiveusdsmansenusennuidesles ESQ->ETRS->ESAT
wainseyilugugdwdsiiu

NSASIIIMSUSHISSSAA A 3
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1. domfudunng ESQ->ESAT @8 CSOR

M13199 3 BNTWaN1INTIVRY ESQ Nilsia ESAT muRaulyvas CSOR NWasaanizyn (pick-a-point)

CSOR Effect se t p-value LLCI ULCl
-1.0714 (ﬂlw(l;ﬂ) 0.3056 .0433 7.0616 0.000 0.2206 0.3905
-0.0019 (AN@19) 0.3088 .0301 10.2651 0.000 0.2498 0.3679
0.9488 (F]l’lfjx‘i) 0.3117 .0415 7.5111 0.000 0.2302 0.3931

RNANT 3 LLa”mi’]\‘i‘Vl 3 Ui CSOR Wuladedouduiiadesmnuduiussewing £5Q fu ESAT LLngamwuﬁ
ESQ*CSOR luliitibdndty ety Tumwsan CSOR Felaidareals ESQ Nnansznuso ESAT Lmﬂaumaﬂimumwwm
(pick-a-point) Taawuin ESQ azAae o AdnSwass ESAT untu delddidunsdu CSOR wndu us effect

Aladsnariumniin ey vsmssinansBiinnsetindswinsastdlagnailuunssydu fe wWugnAdumudnanaeyszanm

WU

2. uan1T AT idvsnan1sdenndeiliteuly wuindvisnamsdouil ESQ Sre ESAT si1u ETRS Ae &un19
ESQ-—ETRS—ESAT snudouludsing 4 vassaudsiniu CSOR uag INN wui T3idn CSOR agiansnniesidiedla
wiBnswariAunisAunanafifsnsiiminguile INN fiszdus uansitlidn CSOR azdisgdulauinisvossurans
fisrdld INN annnduiinalsidvinaniandunts ESQ— ETRS— ESAT anasfinsneil 4

A19197 4 NANNTILATIZINENAN IS aUALLEUNIE ESQ — ETRS—> ESAT fiftnfuidunie ESQ —ETRS uag
ESQ—> ESAT @28 CSOR wazn1nutdune ETRS— ESAT a8 INN a1utdauluvas CSOR waz INN
NNATUNANIZYA (pick-a-point)

CSOR INN Effect BootSE BootLLCl BootULCI
i i 0.273 0.028 0.218 0.326
i U1uNaa 0.243 0.024 0.198 0.289
1 o 0.220 0.03 0.167 0.272
Y1unaa i 0.253 0.027 0.199 0.304
Junang Junang 0.225 0.022 0.182 0.269
U1uNa1a a9 0.204 0.025 0.156 0.252
as i 0.235 0.027 0.183 0.288
3 U1unNa1 0.209 0.023 0.166 0.255
as as 0.189 0.024 0.143 0.237

NSASIFIMSUSHISSSAA

AupuantugauAnuenyuwvisssmelng
Tunwsznyuius sufanszmmwiausvgan aemususonund
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NaMIAATIZRTE 3 waz 4 wandlmIuunuInues CSOR wa INN firnsiudusifieseussane

3. 990 3 Bauanssanisrinfures CSOR UuduN1e ESQ->ETRS wudilunmsamufausiug ESQ*CSOR
finansznumsausiomsiasuuladlu ETRS (effect = -0.043, t = -2.396, p-value = 0.017) kaAg3N819jum CSOR 11N
warnduliidunafsennulindavesgnd

PNEINTI9T 5 WUIIABVENANI9IMSIves ESQ fise ETRS vxdimnunn wle CSOR fimsuazanauile CSOR
fifngedu vaneanu ESQ fidvidwade ETRS 1nnogud fan1wil 3 (effect = 0.576, t = 22.068) ustidioldth CSOR
dangaufansanleelviisvinaludnuuzvesufauiusiu £SQ Aagnudn £SQ fandwade ETRS wniu

Y o

21 HUNN5AIY CSOR WaUseunal ABlUSEAUAINSBTEAUUIUNAY

M19197 5 BNTWaN19A9I89 ESQ Ndlsia ETRS aasaulyvas CSOR NNITURNIEIN

CSOR Effect se t p LLCI ULCI
-1.071 (Aei) 0.622 0.026 23514 0.000 0.570 0.674
-0.002 (ANa9) 0.576 0.026 22.081 0.000 0.525 0.627
0.949 (ﬂ"lﬁj&) 0.535 0.036 14.930 0.000 0.465 0.605

4. msffues INN ULdums ETRS->ESAT wuiilunwsan (gniwdt 3) Udauniug INNXETRS dewanszny

n3ausen1siUAsuuUasludunng ETRS-> ESAT (effect = -0.043, t = -1.707, p-value = 0.089) uansindsu1Ang
jatfunislinuanunsamsuinnssunnndvasyilianufieelovesgninanas nan1s3insiavanai ETRS
fisie ESAT mudeuluianzAwes INN puAsTinsigiianzaanudn ETRS wiinansenusio ESAT 1 oswns
whuauanansaeuimnssulusgiusaseiuuiunas famneed 6

M15197 6 BNTWANINTIVDY ETRS lisia  ESAT audauluvad INN fR15112W1230

INN Effect se t p-value LLCI ULCI
-1.003 (Aei) 0.440 0.041 10.862 0.000 0.360 0.519
0.129 (A1Na74) 0.392 0.031 12.831 0.000 0.332 0.451
1.009 (ﬂ'%jﬂ) 0.354 0.039 9.190 0.000 0.279 0.430

NSASIIIMSUSHISSSNA A5
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M13199 7 asUNaNTI AR UANNAZIY

Percentile
Bootstrap
quantiles
Relations Indirect effects estimate | t-value 2.5% 97.5% Theoretical
support IRO
hypothesis
H1: 8vdWaveIAMAINUINIS 0.622** 23514 | 057 0.67 GUTEINY
medidnnseding (ESQ) ifivle (iilo CSOR fAnei) AoamLiiung
aulindanididnnseiind 0.576%* 22080 | 052 0.63 A1 CSOR
(ETRS) azivdsuuvasly| (5ly csor fedrunan) Tuszdum
Lyuagﬂfwlﬂfluvnaymamwuﬁ 0,535 14930 0.6 061 fadunana
PIEN1TIUgNAI (CSOR) (e CSOR ﬁﬁ’]iﬂﬂ)
H2: BNENAVBIAMAINUINNT 0.306** 7.061 0.22 0.39 TGN
n33uEnnsefindd (ESQ) fisie (o CSOR Sifnein) AIANTUNTT
anufieswelamedidnnselind 0,300 10265 | 095 0.37 #nu CSOR
(ESAT) azdsuuvasly (it CSOR fAuunans) Tuszauuiunans
PHORNMMUATINAN LD 0.312% 7511 | 023 0.39
AIBNITLUUGNAT (CSOR) (i CSOR fiinga)
H3: a31ul39191an14] indirect effect = 0.3782% | 12563 |  0.33 0.43 atuayy
diannseiind (ETRS) lutlade | (LLCI= 0.326, ULCI=0.432)
fidhenondninavosnann
uin1sniediannseiind
(ESQ) gairuiianala
medLannseiind (ESAT)
Ha: anSwavesnulingda 0.440** 10.862 | 0.36 0.52 atfuayu
meBidnnsedind (ETRS) Aidlsi (sflo INN Tengi) AoamLiung
auianalandiinnselind 0.392%* 12830 | 033 0.45 AU INN
(ESAT) azidounvasly| (g NN Sdruunats) Tusedusin
Lﬁagﬂﬁwﬁ’ummﬁuﬁuéﬁw 0350+ 5,190 0.9 045 fadunang
ALENNTONNAUIANTTU (INN) (5o INN g

A6  NSANSIPIMSUSHISSSAA
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M15199 7 (fd)

Percentile
Bootstrap
quantiles
Relations Indirect effects estimate | t-value 2.5% 97.5% Theoretical
support IRO
hypothesis
H5: BndwaveInMAIN 0.273* 8.163 0.22 0.33 TGN
USNINeBLanNTadnd(ESQ) | (e CSOR @1 INN 1) foaniunig
noour1ua11uliaigla 0.243* 7510 | 020 0.29 AU INN
n198Lannselind (ETRS) | (5l CSOR s INN Ununand) Tusesius
dAd1UNINBLANg feUunang
v . 0.220% 6.918 0.17 0.27
aLannsaund (ESAT) o :
o 4 e W (119 CSOR A1 INN ¢49)
zUdsunyasbuiianiiu
Anuduiusienisiady | | 0.253 . 7256 0.20 030
anAN (CSOR) WagANXENINTA (810 CSOR e INN 1)
MauInNssu (INN) 225* 6.723 0.18 0.27
(1118 CSOR U1unana INN
Y1unang)
0.204* 6.627 0.16 0.25
(110 CSOR Uunans INN g9)
0.235* 6.741 0.18 0.29
(1118 CSOR g4 INN #11)
0.209* 6.689 0.17 0.25
(1l CSOR &4 INN
Y1unang)
0.189* 5.768 0.14 0.24
(1518 CSOR g4 INN g4)

e 1. Effect Aor1afifveadvananuidundlunsauwinuAansivy (nmd 1)
2. % w1803 p < 0.01 * ede p < 0.05

ABUAININNTTIY
1. auamuinIsnedidnnseindddvinaneaufianelanididnnseiind nan153denuindvina
yosnunmuImImMdidnnsedinddessiumnulindandidnnseindgarufionslomadidnmseding dsnmi 2
2. ilefiansandvswaidusamvesmssaiugniuasanuannsamauinnssy Svswanismssvesnunm
UEnsmadidnnsedndiineanufiawelanisdidnnsedng uazdvsnansdouresnuninuinismdidnnseing

Pfldomufianelamsdidnnsedndniuarulindandidnnseindliasuudasie dvdnanimsannduys
il

v o W a

WodAny uagdvanamedeuyniudsiteddglunnitoulvras CSOR way INN

NSANSITIMSUSHISSSAA 47
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dTUNaLAzaNUTIENAN1TINY

1. nans@nwanudAgvesnunmuInsmedidnuseiind anulindandidnnsednd anuiiswel
nBiannsednd nsdadugnduaranuaunsoniauinngsy

HAIIENUI AN MUSNIIMeBLanysetindddtyseauinn msesuenstuiindeyanisldaldetisgndes
szuuAdTusUIA SIS AVE A InsdenTewhuiuledsuinsuasuenndinduliugrinuaieshntiu aeuly
U¥vayatadsensdnludd ssuumanuadiifussuudonlosiiundemauiusnlulid duiudivauide
4849 Rizwan, Yaseen, Nawaz & Hussain (2014); Albalushi (2021, pp. 1-15) agUi1n1shiuinisgsnssudiénnseiind
FIEEWILANUALAIN N1FHBUALBIRRNATIUNTINGIN ST TRulinIviaLaziuseavsnm aensuiusienures
Bank of Thailand (2021); Ojasalo (2010, pp. 127-143) fiagUinsunmsliiszuvumaluladneiunisty
wWhanyszenaldlunisaiiugsnssy asessuuiing FinTech Tunmsusmslvfudssvivu

aulinsdaniadidnnsedndddyszdunn nsgsuiastaduaumdudiud anuindede
Aaende Susiemaustloviiindesannsvhsinssuasanudedndlunsliuimsdidnmsetind mwuaunsn
Tumstyimaduluaunuaans vefigailiAnnuilinds aen3ufusmuves Dimitriadis, Kouremenos
& Kyrezis (2011, pp. 5-31) aguimmilindalszneuseanuannsa anudednduazanududives duius
fU4IUYeY Bappy & Chowdhury (2020) ﬁwudmmmwmaammﬂaaﬂﬁaLLasmmyﬁudwﬁaL‘fﬁludaué’wﬁzy
yoamsiudannmuinsdiannsetindfidsuasionnulindalunislivinssuasdidnnsedind

anuianelanedidnnselindddyseavunn wanaglivsnmsianelalunislduinissuimsdidnseiind
YAnveurhginssusiusuiasdiannsednduinninlufianst mszfianuazain Ussndanaiuazsiniia
Tunsvhgsnssuianuideves Zeithaml (2000) aguianufiswslamsdidnnsetindindunsazauanuidndaun
Aldsunsuins iliAeeulindalussuunisliuinsvessunasluyuuesveadlduinssinuyszaunisal
Tunstevieliimsthutemsesulay gnénfiiemelaaznduindordoliuimaedn aonndostunguianufioela
99 Shelly (1975) fissydn aniiawelatuagfuamuamuinisiilésu anumanuazenulindeibunanan
M3l@suusnIs (Anderson & Sulivan, 1993, pp.125-143) saudis liaguan gaunmuinisnisdidnnsedngd aulinda
medidnnsetind nisyauiugnAuazaufisnelaniedidnnsedndlenuduiusiulugnly duiusiuanufinw
983 Churchill r & Surprenant (1982) flaguingnénazfieladlolsuiuazssiliunadnsiilssuindulumuanuamands
ruUsTauNTaings aensutunguiarufionelaves Shelly (1975) fiaguingnédasiinanufisnelatutuag i
Amnumands Mssudranmuinisuazauaisud mnidulumuenumieniaudidesiinimddnnisuandivinla
WaauiselalasdunusAuIUIdeaes Churchill Jr & Surprenant (1982) wag Anderson & Sullivan (1993,
pp. 125-143) szyivheanuidnvesnudiironuninuinsvesesdnisvideyanasinunsuiduiudmanmeniw
WAEN13SUSTRUAINUINIG MnuARAAINSENNITUIN W AmaY AnuTanazaulingdalununinuing
doufnmnufiamely fMensiFeuifisumiuunnsanisiuiimanimuinsuazauaiisuy sevinaauszlovy
NNuEATNT/UINSWaEAINAIAn TRl UINTS

nmsfndunsyadugndndfyseduinn mszsuansdidnnseiindnevaueteasings msaiugnen
\unsguaunslunisarsanugniuiugni sadndanufinelonazlifowelavesgniaziduteyadiddy
fagteliosinisldidilagniuaznan Feazstilugnisuiuusnazaiuanudadulifuesdnis deandesiuinms
51938RUNMUAYIR Thailand Quality Award (2021); Jirawaswong (2011) aguinnisyatiugndndunisasne
anugniuiielinouaussiensaienuduiusfiafugndn ioynlalgnanlduinisedsdeiiles dustusiv
913qyvee Casald, Flavian & Guinaliu (2007, pp. 583-603) asuinnisysdugnadeiduielvinmuninuinig
damansznusienulindadeuinisvessuinsdidnnsedng
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ANNAINTONUINNTIUAAYTEAUNIN INTIZARANNEEAIN ANUaDASELaEAUNINElARUANY
94 Gurel, Altinay & Daniele (2010) agUidsddnlumsidugusznounsgsia Ao mssuiemnuamnsovneuinngsu
diowaiuaidligshadidnenmiigstu sniAdoves Chuang & Lin (2017) aduayuinmsiuipuannsamsuianss
m‘mmmQmm‘LumﬂmsmiLLazm‘me}miusiqmamsmLuumﬂumﬂmimﬂm

2. nansAnwIdvinavesnunImuinIInedidnusednddeninulindanedidnnselinduazdnsna
yesnuANUIIeBidnnseindseruiianelaniedidnnsednd Wegnifuanuduiudsenisyjattugndi
naenudvinavesaulinddandidnnseindroaiuiisnelaniedidnnsedind 1egnifuadiudusiug
MeANELsanUinnsINTesylfusnmssuiasidnnseindlulsemelne

2.1) Bvdwavesnunmuinismedidnnsetindsonnulinddemsdidnnsedndilogninduidums

shemssatiugni nuimendandildfunanaduvneaduiug ESQ->ESAT fe ETRS uazfniuldums ESQ->ESAT
A78 CSOR uazMiuidun1aauduius ETRS->ESAT ave INN wulvnsuusiideddy lagauninu3nig
mediannseiindlidninanemnulinddandidnnsetindunilududuusn denrdaaiunuideaes Raza, Umer,
Qureshi & Dahri (2020, pp. 1443-1466) Thiiaueinnsuulssnanmuinisluuiunvesssiauinisdidnnsetind
Tunsifisanufianelaliiugnén insglineulazaussmnudisanmsldinnusngs mudsdammunasnds JamAdoves
Churchill Jr & Surprenant, 1982) wag Candra & Juliani (2018, pp. 125-132) WUIINSTTUFTNAMAINUING
WunswSeudlsussninamaUseleviannadadodi/vinsuazaumaniwesgnaglduinig

Nan1TIAsIzBnSNannsegeddeuly nuitsuimsasiiaudden CSOR lusefuneysyanm
Ao lithudntesauiisssdvuunans mnunnasifenade winululueuanealdunlddideuuszmelne
Hudsrmeeulatieganysal wszdidunnagiinalidvisnaves ESQ Aifide ETRS azanas inszenaiitadedu «
WdinansenuseninaunImuInIseddnnseiinddunisyatiugnAn duiusiuauideves Quinn, Lemay,
Larsen & Johnson (2009, pp. 139-152) wuinnsyadugnaniidiugislinanmuinisniediannsetindlsvswa
soanulindanididnvseiind

2.2) dvdnavesnulindamsdidanseinddeniudfianelamadidnnsedng Wegniiuidums

meauasaniueinnssy nunanulindendidnnsedndldninaseauiisnelanisdidnnseiingd
ogiituddyuaridvinagaduduiud 2 mszniansdulimautsiuiuegisguusannty wionfunisiaun
mawelulaBvdouinnssuintgaivayunnilauesdndasiuasuinmnisduieaiunruunnen JenolviAn
Nan1un A AufenelalunisusnsHusruLdumesiin @ensunuiTeues Pramudito, Mursitama, Abdinagoro
& Harischandra (2021) uag Rizan, Warokka & Listyawat (2014) WU3IINSEUILYIALNY0INISAAATNEUNUSEINS
sornufisnelavesgninsiuaulindansdidnnselind Fawan1ins1esiBvisnaniense ETRS->ESAT muiioul
283 INN nudrswianshimsssinimaluladuazuinnssuunldluuinismanisduanniuly wiaslilussau
NOUILUIUANIUIIEVDS Rafig, Jun, Ali, Majeed & Mohsin, (2020, pp. 26-34) WuU118N5Wauae ETRS fitleie ESAT
Aoy 9 anasisumsitunsiuansslfluuinisnnty winduiidngadesuiasliidiuin amg i
wuiimszgnsuasivansngy wilutigtugnédumnndsidetelailindalunisvhgansaudidnnsednd
fonu mnswmsthuianssuiidmaantlugEmamemsiuasdeneliAnauduaunaswlilifovela (ChurchillJr
& Surprenant, 1982, pp. 491-504)
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2.3) BvEnavesgunmuinismdidnnseindsenuiianelavnadidnmnsedndidleiiudumase
M3yatiugne wuh CSOR Lﬂuﬂﬁmmamiu{j%awuwwmﬂ,m ESQF ESAT LL@UQé’uﬂ’ué ESQ*CSOR Tunmisanllyieaie3ulvi
ESQ fiuansynusie ESAT wilvansenuiisailofionsaniannsi (pick-a-point) fatiu msluinssunansdidamseding
suansasldlagnénunntu fe whugnénduguinansnntu isienissatiu CSOR annlufinalyl ESAT anas foavily
sefuneUsann Ailsfamnumienvasgninifuvdnasnndesiuininues Songthanin (2021) wuihgshafisjatiugndn
wdaduTnusiesinafiosnszsuanufimelavesgnéluszozenn naemausideues Famiyeh, Asante-Darko
& Kwarteng (2018) Sswuininusssussdnmsigatiugnéndienuddnlunsvesmuduiudseninananmmuinig
AuanelauazAUinAvegnam

3. wan1sanwinnulinslamsdidnnsedndlugiustadedunarsiidronondvinavesnaninuinis
mediannsedindganuiianelamedidnnsedndnelidoulvvesseduituuysvesnisyatiugniuaznsivy
ANaInsanaIanssuvesdliuinisnididinnseindluusenalne

NAIYENUIT DYBNANNOONAIULEUN ESQ->ETRS->ESAT HtludnAgy donnandniuinuideuss Kundu
& Datta (2015) fiuanyin ETRS uiladediviuiifidrenendvinaves £5Q U8 ESAT vieil larduidums
ESQ->ETRS uay ESQ->ESAT f38 CSOR wazffiuwdunig ETRS->ESAT aag INN wuindninaniedeuadell
Houlviiduadlunndeuluves CSOR uaz INN wansi1 CSOR fu INN fdrwtaeld ESQ 8vEwase ESAT anntu
usiFiosvilusesuneUszIn dstusuauideves Cronin Jr, Brady & Hult (2000) flaguin sefuamnIwu3nig
figuardenuduiudiBsnantussduaufionelavesgliuins

Foruauusilléisuannnside

1. ®W93INs

1.1 ﬂfﬂ%ﬁmmsmmmﬁmamﬁfﬁ’dﬂLa%wqwﬁL?‘imﬁ’quamimaq;ﬂ%ﬁmi Wi ACSI, ECSI piaanau
nouianuianelavesylduinisluriundiruuasiasygianiva
1.2 aulinslanedidnnsedndlugiugtadsfunarstisdionendninavesgauninuinig

madidnnselindganuiienelamsdidnnsedndmeldievluvessesuidunusvosnisjatiugniuazauaunse
yauinnssuegnedidedndy Seldmeulandvosiesnuidelundsd fudu ssdmnuslmidmiuuiunvesnisai
anufisneladouinissuinsBidnnsedndfidndosdinajuiiugniuazldauannsanauinnssulussiusi
falunang

2. WensUszendldlun1sdanis suimnsanunsadiesdnuianauddeluuiuld wasimvuauwiuleue
N15UIMsSKAaENSAINUAIUNTAugnAuaE sEAUTeInNaIsavauianssulun s auenEn Sl
warUimsludnuaziivinzas Weussgimnglunsaisanufielonslivinmssuansdidnnsodnd

3. Wauleune Juimssuwanseshinnuddgiunsianaunimuinisnididnvselindaiugiunisasne
anulinddanediannseiind nsdflunumuuuimnanisystdugnAuaznisiiinaluladuazuinnssuluszau
fmnzay maenaunAigmsduastaLdesiutaraitsaalindalunisvgsnssusiusesnsdidnnseting
dieliszrmudlivinainanufiaeladsintsatuayuloviedeuliGuanussaimne ity

4. @andled anulinsladudadeifanuddgunmazigusduladeidonlodinuainuinig
madidnnselindvessunmsiinasonnufisnelavesgndn Tnesosfiansania CSOR uaz INN Awanzay wanside
Jeelfesdmsimunnagnsesdnsidiustansam ussamnelunisadseuienele shlsigshainanudsdu
wazdiaula3aunagsia
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Forausuuzdmiunmsiseadadely

arulndamedidnnseindilatadodieniivsaeendviznaves ESQ g ESAT amiitdodeusudu wuy
msliusnnsiivannyane (Multi-Channel Integration) ANUIANNAINTANUTINTINVDIGNAUAZAHUABASY
vosszuueaulatiifanliliuimsianuiielauazndseoly
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UNAnga

TnuszasivesmATeiielinnesiguuuumsdriuddamnsgnimsdansminenuyudidnagns
uazAnuEaveuvasnadnsfidssaronanisiiunuesesinislugnavnssdidnnsednd ndusegns Usznausne
Aanslugeainnssudidnnsednd Tauru 240 83dn1s laeddmiununrseddnnisdiensneinsuywd
Jufrouuuvasuniuesdnisas 1 au seilldgranisduinmestaai (Kine) iusiusmdeyasuuvasuny
adantlunsvedeuauuRz ln melengilieaaunislassaine (Structural equation modeling)

HANTITENUNFURUUANLAUTUSITE M0 58I 19N 53N snTnen sy s enagnsuazanuiinvguy
yespsfnsiidssadonansiiiunureesinislugnamnssudidnnseindiinnuaenadenaunduiuioya
WaUszang (CMIN/DF = 1.420, GFI = 0.951, TLI = 0.980, CFI = 0.985, RMSEA = 0.042).

wan193ded ansodluiduulevisdionisduedeunisdanimineinsuyudidanagndluosdnig
vildsnausminensuyudiifiemaidany sufuimsannsonsvanudangulunsdamsminensuyud
Faazlunafdenisiauremsnauivhanunslifadeywasmdslalunsvhauiasdimaienisiifiuemu
yospsAnshugaamnssudidnvsedndladusged
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Abstract

The objective of this research was to analyze the causal relationship model between strategic
human resource management and organizational resilience on organizational performance in the electronics
industry. The sample consisted of 240 organizations, with a department head or human resource manager
who responded to the survey (1 person per organization) in the electronics industry, using the Kline formula.
Data were collected by questionnaire. The hypothesis statistics was structural equation modeling.

The results indicated that the causal relationship model between strategic human resource management
and organizational resilience on organizational performance in the electronics industry was congruent with
the empirical data (CMIN/DF = 1.420, GFI = 0.951, TLI = 0.980, CFl = 0.985, RMSEA = 0.042).

This result will lead to promote the managerial policy in order to drive strategic human resource
management in the organization. It will support a clear direction of human resource planning as well as the
management level will understand organizational resilience in human resource management. Moreover,
it will be a good benefit for motivating employees to work in the organization and be a good benefit for

organizational performance in the electronics industry as well.
Keyword: Strategic human resource management, Organizational resilience, Organizational performance

umin

HhytuesinmsgsiamdasdaifumsAsunamesanminndeuynssianenn weluladfiadseumandu
(disruptive technology) dsHansgnusgasuLswogsAanlfimaluladuuuiiu lilaunsonevaussnugonis
vasgnén VilinaUszneuntsesgsivanas audniamsly (Kiatsanpipop, 2019) uenainiidaundyfuausime
MnamunsainundszuInvesdehyalalsun 2019 (COVID-19) fviliasugiarlanvzass nisdsdodud
nsuanduAlunanegsiadesansiuiuas dadufieanuegsonvesesdnis fuinisesdnisfeaudsusuuuy
nsuimsesAnislnl fanudangulunisuimsnuanndy annsaviudeunagnénsudeduldodiesnia
Tngnalnddyivsduatiliosdnisiinnudaveulunisuimsnufonsinnminginsuyudfasdoamnya
FaduUinm aunuaraenadastunagnsiiosinisdentd ilereduiedoussinislfegsasldvinnansnging
waranunsaifliutuey (Haddadzadeh & Paghaleh, 2012) SeuAdefiagiiouliifiunnuddveinisdnnis
w%"wmmwwéﬁnﬂu{]ﬁaﬁﬁmﬁéqwam’aﬂ’am@wsjﬂumiﬂ%miaqv-ﬁmi (Ngoc Su, Luc Tra, Thi Huynh, Nguyen
& O’Mahony, 2021; El Dessouky & Al-Ghareeb, 2020) uagAUEAELUDIDIANTTEIEHAN IR TIHONANTANTUY
Tnslangluangitesdnismdandeiuingdsis 4 ﬁaﬁ?m’gm%mjuiumiu%miaaﬁmi?ﬁqgﬂﬁﬂﬂ%@&hmm
ﬁﬂumﬁﬁqiﬁﬁ]l,l,azaqmamrmu (Chen, Xie & Liu, 2021) Lﬁ@%ﬂ‘iﬂ’lax‘iﬁmﬂﬁa@:iaﬂﬁaiﬂiﬁ

gnamnssudidnnsedndiduvisgnavnssuiidesdinsuiudliiuiunsiasundas Tul 2564-2566
gnamnssuBiannsetindvesUsemelnsaznduinvenes esnmsianngunsaldidnmsetindiitesessumalilad
56 fimssnssdududuiitiiveluladgadoudetugunaaiing q kuefetisdumedidn uenanigramng
idnvsednddadugnamnssunilsildiunsatuayuoiannanmsmuas msasuseninssema ai1ssold
MNNsdieenuarnsianuiddysessuuiassgialnenaensses nanauduTfium Wugnamnssudidesende
wsanudundnlunisduiedounszuiunsndn Jagdugeaivnssudidnnsedndidundniuanuinme
funsianisminensuyuenatediu (eannguszneunmsinediulvgvirgsialudnuvaziuiisszney
wazUsenaugsNasumungie (Subcontractors) MNKUTENUNIAYIATIEINEY I lrussuInNITRRILIRITD
anmmshauiinadugs ussnudadisnsnsdnesngedmaliussnurinaudenny IHAnILIIALARULTINY
Tuanenianan Snilsendnaussnulnefieglussdugeludsmalifununisndeduiddnnseindvasineyfuiiia
Yu Usemalveindsguidodnenmlunsudidufuussmaiioutiu 019 3u Feeuny wasainade susiinn
éfaamimamﬁm%ﬁLﬁﬂmaﬁﬂﬁﬂ"’ﬂaﬂﬁLLmIﬁmﬁuqﬁu (Yongpisanphob, 2021; Ministry of Industrial, 2017)
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fefudsiifuszneumslugaaunssudidnusedindvesUsemalneaslinnudidnyiutiadonigluesdnisiiaunsa
USuUsaudlald Tnslamganuaninsalunisiimsesdnsidangumadviufuanunsaitliuiueu uagnisians
ningnsuyudmelussdnsiafaninsaufiRnunagmsuasloueiodinisimun elrgnamnssudidnnseting
voslneegsonuarannsousiufuguiduyssimaduls

NNMsMUMWIsIANssIITenumudelssve s NS IS InnT e suyudidenagms
AVINEAvEuTRIDIANISLaHANTIA L TNUYDIRIANTT wildunsfnwigsiauseiudelusnsseme (Haddadzadeh
& Paghaleh, 2012) uaglulsswenuia (Al-Ayed, 2019) YuzfiusEmAlnensanwANuduTuSUe LIS Ina 7
giliasaunguyndiuls Wunsfnwianzussiiunsdnnsmineinsuyuedidainagnsluanamnssudidnvseiind
(Limphothong, 2007; Sivalogathasan, 2008) BntfusmiAfefifnuunuiuuda Falagtuanmuandoumsgsia
finswdsundadly Fafuielilddeyadesednsilaenndosivanunsallutiagtu fideTealafnuzuuuy
AU Bsavnserinansianisminensunedidnagniiareudanduuesesinsidmanenanisaiiuny
yespsrnslugnavnssudidnnseiind Jsteyaiildazifulseloviseduszneunslugnavnssudidnnseiing
paonTunthsnuiiisadesiiniafsuasniaenty ausaihdeyauldiduiugiulunisnue dvunuleue
waznagnsiiulsslenisonsdnissioly

[

nQUszaIAvaINISITY
D3RI IENTURUUANNFURUSIFIAMATENININTTANI TN NEINTUREETINaENSLazAUEANE Y
Yo409AN1sNdmananan IR LduuIesesinistugravnssudidnnsednd

wuaAn Nuuazauddeiinedes

wqwﬁmsl,l,anl,ﬂ?iﬂuwmé'mu (Social exchange theory)

nquimsuanidsumsdinueiunsimginssuininnuuansesnazidnvaiunsuaniasuiiensuun
99AN13 (Snape & Redman, 2010) mnwtineuddninesdnsguantinauldd winauagiingAnssudidifionouuny
033 eglsAmumguinisuanasumsdsesiliianlifnwuazeiusaudiiusszninamsdnnismineins
uywiLazNANSANTLUYB89ANTT Uiang & Messersmith, 2018) 1ieasdnisaulalunisasmuiuninaiy
FensiauinuzLaganuaIInTIvesNEngy Tuidunisnisgdlandnau vilindnaudauidnia
LLazﬁLLmT,ﬁmzLLamﬁﬂuﬂﬁLLawqammL%qmﬂLﬁaﬂumimammuaﬂﬁmﬁ (Cook, Cheshire, Rice & Nakagawa, 2013)

nguavAaUn@ (Normal accident theory)
aURmadudaivindedlildluanmwindeniidudau (Shrivastava, Sonpar & Pazzaglia, 2009) niguil

a

atfuayuiiagtiingivesesdnndudeivanidedliaziinuiliniueu ssdnsnsiinmasdoundouiiazndey
fuingAuasiuAewingfuazonnautulidulonia unuflesnergundndedingidandn dsanunsadindnnis
YoanguuiesurgladnnisianisninensuywdidanagnsdielieddnsansnaiinNaNN e NkABIANIS
wagntinnuteliissinsainsainmsmeuauslanzzaesuanmukayanalsiiuou Ussnoufunnuavey

yosesrmsillumuasnsastmindiliosinswssumseuiesulleiuing@niingu (Channa, Shah & Ghumro, 2019)
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LLmﬁﬂLﬁ'mﬁ'umﬁﬂmiw%'wa']ﬂiu‘l‘gﬁélf?mﬂaqwﬁ (Strategic human resource management concept)

ns@nwideiisafunisdanismineinsuyudBanagnsEulutisiud aa 1980 Prausnidunisdne
\ooSuneyuuesanIunsaifionistulagiauenisianislivanzay Innsseyisiiilvaanssuduyaaa
ansaadnadnsiBanagnifidosnisld denvdsuaingaiunisinnisyanaifunsairmanudnayns
Tnogatiuriliyanatianuaimisauazusagalalunisussgiivneiiosdnisiivuald wdsanduiinisdnu
drulszneunaglasaivesssuuninensuyydeiasiden Tutiwul a.a. 1990 Mmsfinuiduldveneveuwwn
YBINTIANINTNINTUYWEBINagNS Inesjaiunsiidunuiinagnsvoshensnensuywdnelausunnisuiatu
esdnisanunsavenelindninuesesinisle seundnisnwmirnudiSaveamsandunuveadensnginsuyed
in13U521iuUseAnSnaveIn SUILULTIAIN1TINNITNINE N TUYEETINaeNSUTLY n&rntuiifinuifonsin
NadWSYRsITANIMSNenTUYEaBsnagms aeimunuuuiniignisuasivinsauvesfianssunsiansminens
uyudldenagns Tl a.a. 2000 MsAnyIdelirudAyivsedeuisideluidensianmminensuyedidnagns
(Lengnick-Hall, Lengnick-Hall, Andrade & Drake, 2009)

nsdanisninensuywdidsnagrdiunisysanisuuujiaduyanaiiielfaonndosdaiuuag iy
nMsnagnifuyarainfunagnivesesinig inmsseudnuasnsuimsididulusseren denineinsuywd
fgnswaddglunisivuanagnsauyang miaaﬂLLUUTUiLmiumiwwmLwaiaﬁum':?LUaEJuLLUmLﬁmﬂasmﬁ
finsUsuasussuuameuuiteduaiuduims msUssdiuyaranudnenin mslnsginuanauiienafinty
Tuaunan (Zehir, Gurol, Karaboga, & Kole, 2016) LﬂuﬂﬂﬂﬁiumimmiqﬂﬂaLwaiwamﬂﬁUﬁqLﬂmma
wazaluaUNaYNSveIeIAn1s (Wang, Chich-Jen & Mei-Ling, 2010; Allui & Sahni, 2016) 84AUsENBUYBINITINNTT
VNN IUYERINagnS 5 9 laln M3dnsu nsineusy Ameuwne MsUssliuNan1sUJURNL wasn1siidinsau
(Chen & Huang, 2009). Al-Ayed (2019) liAnwdvswareansinnisninensuyudidanagnsidsonudangu
19904ANT: N3ANWIBIUsEdndlulsmeua Tneiudeyasnninaululsmeiviaensu wanisfnenui
N133AN15NTNINTUYBOTNALNSHIVTNAN 199 TIUTIUINADANUTA VYUV IBIANTT doAARBIiU Bouaziz and
Hachicha (2018) fnwAnuduiusseninemsdnnisninensuywdidenagnsiuanugavguretasdnisiuuium
nswasuwdadulssmagdive udeyaanduimssdugeesesdinig namsanwmuinsdamsmineinsuyed
BanagnsdamaionudangurateAn1s Usenauiu Rehman, Mata, Martins, Mariam, Rita and Correia (2021)
ANWINITIANITNTNEINTUYBIBINAYNTUATNANTTNANTANYUVRIDIANTT: MsUsEEndlddmSuuinnssy
wuuda iudeyaainduimsvesesdnisvuianaisuasvuingonluasisasussyvuiu nanisfnwinuii
Msdamsminensuyudidinagnstdvinamansadsuindenginssuanudavguuesesdnns Feanusaiivun
auuRguNTITed 1 Ae

H1: MI93ANISNINEINTUYYENNAENSIONTNAN WA FUTIUINADAIINENENVDIBIANTT
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LLuaﬁﬂLﬁ&l’;ﬁ'ﬂﬂ’:’]ﬂﬁﬂﬁ&ju%aﬂaﬂﬁﬂ’li (Organizational resilience concept)

Tugradaned .. 1990 nsAnwiferfafuanudanguluuiunesdnislasuaudemduegiaunn
maulfummsﬁﬂwwz;jaﬁmﬁﬂmiﬁsﬂﬂ’a N15IAN1ING R LLazaqﬁmiﬁﬁmmmﬁaﬁaq& (Chen et al, 2021)
LWIRRANNENVEUVRIBIANTTANNNTIRNENLA 3 NaY LALA NMTHATURAENE N15YLTUNTEUIUNIT UagnTaLiiy
aanansa Tnongud 1 sjatiunadng Werwalondnegfuvasiiuwidetadefisuunesdmsiiinnudaveusin
ﬁuaqﬁmsﬁﬁmm@wﬂuﬁaa %ﬁﬂmﬁﬂﬂmé’ﬂwmzﬁL?jyaé’msﬂ,ﬁLﬁmmméwa’wmmﬁmsm’w 9 WU NSNLINT
nagns LLﬁuWi]G]ﬂiillVIsU’J?_lLWlIﬂ’NlIEJGWEIWU@QENﬂﬂ’ﬁ Junsfinwidausedng lneaz gaTIIdeUSeUNEI8IANI
wmauauaammﬂqmwasyu{]wwawmammummm/ﬁamaumammﬂwsuﬁuaqmﬂmi ﬂaam 2 Msfatiy
NIEUIUNTT NL{j’I‘VTﬁJ”IEJLWE]‘JUU‘U‘LJG]EJHWJ']?,JEJG]MEJu‘UEN@Qﬂm‘J fefimsthiauenssuiuns wagtumeuaudangu
y030ANITuANAeiu & 3 dunou dud mannmsal mssuite waznsusush saiimsinuwngduitaelidlatade
i nszuIuNg waznadndueInNNBavEUYDI0IAnT NNl 3 MasaTiunnuaninsa Tnnuddydunadnua
flamzinzasesesinis lasfnwinagns mssuduny dnvaraulses wasumsuoanduadumnudangy
yes03Ans nMsAnwdulnggauiufnunisnnihmnubavguresesinisiiannsailuldliade (Duchek, 2020;
Bento, Garotti & Mercado, 2021)

ruBamvduvesasrneunuansavessrnisliunisegsen Usuuguasdiulanelimaiauazanmminden
filsiutiueu (Rai, Rai & Singh, 2021) M3asiam$nensvesesdnsivel vilnszuiumsvesesdnisieussleviigega
Uuguuuuaaduiuslunmgingd nsiluiesusaniianingd uadliingiiieatrsesdnislifiniaiula
(Chen et al, 2021) AuBAEuYDIDIFNTT Ml ATAINITATEIBIRNITITANIIMSUAsuLasTAnTy
ieadnsanansnagsenls (Lengnick-Hall, Beck & Lengnick-Hall, 2011; Al-Ayed, 2019) 83dUsenauvesnuinvey
¥9993AnsH 3 fu LA amudaunsavesesdnis msfuganimdn waznisaanisalingd danuBaneuy
Yos03RMI 3 hevilfesdmsiimudiumedieuuasmaasugialutinsunsssulsaindehalalsu
2019 (COVID-19) (Rai et al, 2021) Prayag, Chowdhury, Spector and Orchiston (2018) lﬁﬁﬂmm’m%mju
yesesAnsfiuansidunusunsiu lnefudeyaangusznougsiovieaiion nansdnwinuitnudameu
y0303ANsTavENaImsIduIndanaduliuuiunsiuteiuran s v ey sefunil nssuatiuan
uazAmaBNIaTmls WAty Rai et al (2021) Anwaudaveuresesdnsuazanudsumansugiadsny:
uusowatlein-19 Ineifudoyaanduimslugpamnssuiivanuaieisgnamnssudme gamnssudidnmsoiing
PUEMNTINNITUINS  wazgnamnssudumaulnauazuilan nan1sAnwinuianudavegurasernisidnsneg
MaRsIdaINdeHaN IR LILYeIeIANTREINTaMTURALLASUNTITE 2 fe

H2: AMERNEUYI0IANITTONTNAN NATITIVINAOHAN 1TAUTUIINYDS
99ANTTUUIANAEIFTUNAN 13T IUYE989AAN 75 (Oreanizational performance concept)

msfnwuAefuamsiiunuesesdnstvateium SsanunsaagUlsidu 3 wwamne Wun wanmsdy
susum iy namsiuiunuiunstuaglifendosiunmsiu sanmsdiiuemsuiigaidunagns (Skages &
Youndt, 2004; Zehir et al, 2016; Awwad, Al Khattab & Anchor, 2013; Oparanma & Ulunma, 2019) 29AUTENBU
YINANM AT 4 1w leun AN funu ANNEAVEY wagn1sIndanansioue (Skaggs & Youndt, 2004)
A3AnwIv84 Triatmanto and Nursyamsi (2011) 3aansdnnisninennsuyudiBenagns n1siasunlasweiaadns
ANUEAVEUTDIBIANTT waZNITUSUUTIHANSALTLITEIIANITIUDRAIMNTIUNITUSNS udoyaandu3ms
159053 HANFANYINUIINITIANIINTNYINTUYWEDINALNSLINTNAN D 0UTIUINABHANTANTUIIUVBIBIANTT
HIUAILUINANANEANEUTDI09ANTS donAaediU Haddadzadeh and Paghaleh (2012) l@@nwunuimvesssuy
ninensuyudsensuiininganisel udeyannguimsgsnauseiude nansnwimuiinisdansmine nsuyued
Banagys viliAnruBamduuesosins wazdwnalusmansufURuAFesns wuiReaiuiu Lengnick-Hall etal. (2011)
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ANYINIINAUITAAUAINITOANNTANEUVBIDIANTITHIUNITIANITNTNEINTUYREIDNALNG NANITANYINUT
N133ANININEINTULYEETINaENS FreviliAnauEarguvetatdnIsiisesdunswasunlawng 9 wiaingd
TgifnTU LarANUBAMEUYEIDIAN TAHARDHANTALTLIIUYDIDIANTT FIaNTMNUAANLATIUNTIVEN 3 fo

H3: M133ANTININEINTUYYEIIINAYNFUNTNAN WO DUNTIUINGOHANTTAWTUITY
Y9909ANIT HIUAMUINANAIINENNEUYIDIANTT

INNITNUNIUITTUNTTUNNYITDIEIUNITOAS1INTBULUIAANITIVY AININT 1

n153AN1S HaN1AEUY
[ L4 [
NINYINTUY WY a ¥2929AN135 (OP)
R < (SHRND AUEAE 1
Wanagns . AN
o Y9989AN15 (OG) :
1. NM59°99Y 2. fiuvu

1. AnUudaunse ves

, D9ANTT wsE
3. AINBULLINLU o - 4. NSAINAINTANUN
R - HL o NIAUGANTNLAL Hz
4. N15UTLLUUNS - A
o 3. NSAINNITING S
msufiRew e R
5. ANSHAINTIY

2. NsHNaUTY 3. Auganey

H3

——— Dy SWanemsy 0 > PUNYRY DYNTNAN9DDY
AT 1 NSBULUIARNITIVY

WA
Uszynsfililumside loun Aanislueramnssudidnnsednd §1uau 2,111 03An15 (Department of

S ¥

Industrial Works, 2021) #3g3iAs1e% (Unit of analysis) ¥e3n153duaailiduseAuadaAnis ngusieee fie Aan1s
Tugnamnssudidnnselind 91Uy 240 83An1s laeldmiiununvieddnnisdienineinsuyud
Judounuuasuauasinisar 1 ey esanauideilinisieseiaeanunislasasie (Structural equation
modeling) AINTOAUNUSIBIN TR T UAENs Fie §iegne 20 MihedefuUsELnn 1 fuUs (Kline, 2011)
nsiteedsilfifuusdung 12 Fuvs aude 20 e ¥ egnesiuau 240 asdnis warlinisdundusiaosig
wuuidluszuy (Systematic sampling) Inen1sthsnedeuaziieguesianisunanivlednsulssaugnainnsy
LU FRNMUERUAUATY KA MTNTRIIAVUNETIIINULHUNYTORIANSENENTNeNTUYYE
inseadlefllunisduiunside THun wuuasuay Jauvuaeuawil 6 neu lduA neudl 1 deyamly
vesgmounuUasuny iU wa 81y seAuNIAnEY Ussaunisalinau aoudl 2 Yeyaviluvesssia leun
sULUUIINUsENRUEIAY Sruauniinay szgnansiiuuvesssia wagduyulunssiiunu aeudl 3
Jadpainunsdnnsmsnensuywd @enagns TomauimuInnan Chen and Huang (2009) §1u3u 16 9o 1iu1nsin
Uszanaian (Rating scale) noudl 4 Yadesnumudameuveesdns dofausinnnuenn Rai etal, (2021) $1u 16 3o
ey Tausanae (Rating scale) nowd 5 Hadudunanissifiunuueiasdins fefaumiawinain Shahnawaz Adil
(2015) $1u7u 9 ¥ WumsTnuszanar (Rating scale) waznawdi 6 Torausuugiiandy iufmowvaieda
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MIvAEOUANNIATE DI MIATIVEDUAINLATINALEETN (Content validity) Inefideamnaydan 3 vinu
prnvszdiudamanuud i unumugniewuazaudainuveaiion (index of congruence) nndaran
1@An 10C 5¥MIg 0.67-1.00 @eildmnni 0.5 Aeirteranutuiianunse Rovinelli & Hambleton, 1976)
nFntuhuuuasunlunaasddiuyaeaiililidedisiiuan 30 au nuhmduusydvieanvesnsouuin
(Cronbach’s alpha coefficient) Y@k UINITIANINTNEINTUYWEBINAYNS (SHRM) Windu 0.891 Arudanguy
¥8383AN15 (OG) WU 0.895 Nan13ANTNIIUYBIRIANTS (OP) WU 0.819 HAMINATY 0.70 Favzagluinn
fifimuidediols (Hair, Black, Babin, & Anderson, 2010) MsmA811931wA (Discrimination power) Tagn1swen
andusitusszrinadofanuiunzLuT Tt UUdeUn ety (tem-total correlation) WuiNANEIUNRF LA
yosdsyniiiensening 0.422-0.788 Tanannnin 0.30 siieidudiisensuld (Pallant, 2010)

ARdeiusiunudeyamenisdndwuvaeunundlisuddseninafoulquisy - Weudumeau 2564
Tngdndauuvasuanmalusudddunu 264 n wuuasunufineundunazasaaoumNaNysalATUT 240 40
aﬁaﬁiﬁﬂumimaauamagm Tin1saesgilumagaunislaseasne (Structural equation modeling) lauA
AlaawAISENWS (Relative chi-square w3e CMIN/DF) Arawsiinszauainunaundu (GFI) Araaidinszsu
AunauNduUSUiBUYas Tucker and Lewis (TLI) edail inssdiununaunduFeudiou (CF) uavaiaietdseos
gaaruna1AdeulnsUszann (RMSEA) THA3vsnaninss (Direct effect) Adv3wan1edon (Indirect effect)
AnBvBNaTI (Total effect) Aduuszansnnswennsel (RY) (Hair et al, 2010; Vanichbuncha, 2014) Araaatiiesnss
Y998t UsHel (Construct reliability: CR) ArmuwUsUTImRAeTiadele (Average variance extracted: AVE)
LLasmﬁmﬁﬂaaﬁﬂizﬂaummgm (Standardized factor loading) (Kaiwan, 2013)

NN

uanIoannsmitausldsil

1. $oyaiugiu

msdmsnswennsuyudidanagnslnesmegluszivann faadewihdu 3.46 Audoauumnasguwindu 0.65
auanguvesesdnistaesmegluseduann fanadewindy 3.45 Andeauunnnsgiuwindu 0.48 sanisiiiuay
yesesnsinesameglusyiuann fanadewiiiy 3.57 Andesuusnasgrusiiiu 0.50

2. namsnagauieuluiugiudmiunmsineilunasunislaseaiig

HANNTIFENUIIAIAU (Skewness) BET¥MINg -0.493 68 0.299 uazAnAIle (Kurtosis) 98581319 -0.073
fl9 0,660 Farnauiagszming -3 fis +3 uazArAnalesegszving -10 fs +10 wansirduusTnisuanuastoya
wuuUnd (Kline, 2011, p. 77) Adudseansanduiussenitsiudsdaunnueansdnnisineinsuyud Sanagns
ANEAnELTBIRIANT UaHANSALIUNLYDIDIANTS Tlr1ogsening 0.136-0.734 HfudRayneadanisesiu 0.01
LAz SRy 0.05 FardudseavSanduiudussfauds fanliiiu 0.80 ililifamegiiduustanuduius fugaiuly
(Multicollinearity) (Vanichbuncha, 2014; Rangsungnoen, 2011)

HANNTIATIERIAUSENO U EYRIlmaNM TInANINaTsvIlinAIaenAdes Usenausie A1 CMIN/DF
founimdewiiiu 3 A1 GFI A1 TLI uaze1 CFI daud 0.90 Jul uazen RMSEA Hosninufewiiifu 0.08 wui
TapamsianisdaniminensuyudBenagnsian CMIN/DF uazen RMSEA Talsunast fafufausulanmanisin
N133ANININeINTUYEETInagns nan1susulieanuitAeidnnamiunme dulunanisinannudangu
199933 warlnmansianantsdiiunuvesesdnig Adviynariunt dafuaunsoaguldilunanisda
71 3 luaadanuaonadesnaundudutoyadeszdng danmil 2-4
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Aaudsuluea wadFuluAa

CRAINDF=4 328, GFl=00964, TL= 0.944,

CMINSDF=2.303, GFI-0.985, TLI- 0.97&,
CFl=0.972, RM3EA=D1LE

CRI=0.8%1, RMEEA=D.0T4

A 2 Tuean1sinnsdnnsninensuywdidanagnsiouwasUsuluws

J 89 J 63 J 50 36

ORB RE CA ‘—‘
.60

94 7371
.54

CMIN/DF-2.415, GFI-0.933, TLI0.984, CMIN/DF-1.189, GFI-0.995, TLI-0.996,
CFI-0.995, RMSEA-0.077 CFI-0.999, RMSEA-0.028
A 3 TnansInANNEnEuYeIBIAnIg A9 4 TeansInnan13aduUYeIeIANIg

HANM AT RIIFNAITIE IR BRI (Construct reliability: CR) Sifnannnn 0.60 wazAauulsusuaie
fiafnlé (Average variance extracted: AVE) fAnunnnin 0.50 Goiwnunaeifisensuld (Kaiwan, 2013) wanein
fuvsynshvedunanisiadimuidetold Taglunanmsiamsdnnminensuyudidanagnindssuluiaa fie CR
Wiy 0.895 A1 AVE Winfiu 0.631 luman1sinanudaveuretesdnis i CR Wiy 0.832 A1 AVE Wiy 0.627
wazlumanisTananisiiiunuresesdnisiidn CR wihiu 0.854 A1 AVE wifiu 0.596 wenaniisudsdans
faniminesdusznaunnsgiu (Standardized factor loading) ogszuing 0.593-0.943 FaflAnunnin 0.50
Fernunnueifieeuiuld (Kaiwan, 2013)
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3. AN AATIRUFURUUANUFUNUSITIAIMATEN TN TTAN WS HE N TUYBETINAENSUAZANEAEL
vasasAnsiidanaranantsAliuuvesesdnislugnavnssudidnnseting

HANTTI98WU31A1 CMIN/DF Wiy 1.420 A1 GFIvInAU 0.951 A TLIwInAU 0.980 A1 CFI iy 0.985 A RMSEA
Winffu 0.042 GaendviinnanduLnusi é’aﬁ?ummsaagﬂlﬁ’hgﬂqummé’uﬁuﬁ‘@ﬂmma;swdwmﬁmmsm%’wmm
uywdiBanagnsuazanudavgurosesdnisiidanaienanisiniunuresesdnislugnaimnssudidnnseding
firuaenndenaunduiudeyadaszdng fw1s1ed 2 uaznnd 5

v o

A1519% 2 ANSIATIEHANNVUAITUEDAARDIVBIIULARFNNITIATIES

fuiinnudenndag LNEAUIINTSNANTUN Al ulawna
CMIN/DF ALRYININTOVINAU 3 1.420 HNULNEUN
GFI Andaus 0.90 FulU 0.951 NULNOUT
TLI Andaust 0.90 Fuly 0.980 HNULNEU
CFl Andaus 0.90 FulY 0.985 NULNOU
RMSEA AtlounITeINfU 0.08 0.042 HNULNEU
ST
QU
TR
CS
CcO
FL
H3 .34
PA
CMIN/DF=1.420, GFI=0.951, TLI=0.980, CFI=0.985, RMSEA=0.042 DL
PT R - Uh TR L o3 121 10Kl N R > VBN BVEWAN 9O OU

MU 5 JULUUANUENTUELT@E MR SEI NN SIAN1ININeInTUYEERaInagns
warALEnEuvetasAnIsNdmaienan siniuuveasinislugnavnssudiannsedng
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M15199 3 BNTWANATY BNTWANIITDN UALBNEWATINYDINITIANITNSNEINTUYBETINAENS ANBANLU
VBIBIANTT UATHANITANTUIIUYBIBIANTT

FanUsanive fudswa (Consequences)
(Antecedents) AINNEANEUVDIDIANTT (OG) HANTIALEIUALYBB3ANS (OP)
DE IE TE DE IE TE
ns¥ANIMINeINTUYYERNagNS 0.407 - 0.407 - 0344 | 0344
(SHRM)
ANUEANEUYRID3ANTS (OG) - - - 0.845 - 0.845
R* 0.166 0.715

huEne): DE = Direct Effect, IE = Indirect Effect, TE = Total Effect
AaviswaynaiivedAyneatia (p-value < 0.001)

NIINT 3 HANTIATIZRBVENANIIATY BriBwansdenuarBVSTaTINYRINTIANTNINEINTIYWE
BaNagns ANUEANELYEIDIANT UALHANTALTLIUYDIDIANTT WUTINTIANTNTHEINTUYWERINAENS (SHRM)
TBVSNamIIIUINFRANUEAVEUYBIBIANTT (OG) HABSwawiniu 0.407 wazn1sinn1sninensuywdanagns
(SHRM) d8nEnan1998ui3auInsenanIsAiueuYetesAn1s (OP) A18nsnaindu 0.344 arudangu
Y9383AN15 (OG) LBNENANATUTIVINABHANIIALIUILYRIBIANTT (OP) Hendvanamindu 0.845 AuEanguy
9999615 (OG) SledudszavEnismennsal wifu 0.166 vinearamim sl suesmudanguresesdinig (OG)
\inANBnEnavein1sInnsninensuyuddanagns (SHRM) Segay 16.6 dmsunan1saiiduauyetasdnis (OP)
fArduuszaniniswennsal iy 0.715 wungauiiauiuulsvesnan s iuuYesednis (OP)
\AinNBVBNATEINITIAN VTN INTULBEDNALNS (SHRM) UazAnudanguvetasins (OG) Seuay 71.5

#3UNaNTAY
meiedannsoagnamaringUszasinisi el dsed
HAN1TITENUIFURUUANUAUTUSIF@LMA T8I 19N15IANTNIHEINTUYWEIBINagnSuazrAuEamey
Y9309 sAdINaienanisAiuuvesesinislugaainnssudidnnsedndiauasnndesnaunauiuieya
\HeUszane (CMIN/DF = 1.420, GFI = 0.951, TLI = 0.980, CFl = 0.985, RMSEA = 0.042)

sala a

AUNAFIUNITIVET 1 N1TIANITNTNEIN UL WETINAY NSO NEWAN WA TUTIVINADAINEN NG UVDIDIAN T

HANSNAFBY NUTINITIANITNTNYINTUYBOTINAENSLBNSNAN1NTUTIVINADANEANEUVDIDIANTS

a

TABVENALINAY 0.407 AatiusausuaLNAgIuNITITEN 1
AUUFFIUNITIVET 2 AINEANEUVDIDIANITTDNTNAN N TUTIVINGONANITA T IUYOI8IFN T

HANMINAFOU NUIANUEANEUYRIBIANTHBNENaMIMTUTIUINAONANTANTLUVDIRIAN TLAIBNENA
Wiy 0.845 fatuisgousuauuAgIunITIdEN 2

saa a

AUUAFIUNITITYT 3 NITIANITNINGINTUNWTINAYNSTINTNAN WO DUTIVINAOHANITA TN
Y9IBNANIT HIUAIUINANAIINENNEUYI0IFNTT

HANTIVIAFRU NUTINTIAN TVTNYINTULBIRNagNSIBVENaN N BUBIUINABRANSAN T UYEIDIANTT
HuiuUINaNANEavEuYeteAn1s JA18nsnawiiiu 0.344 fsliudegeuiuauuigiun1siden 3
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v

aAUs8nNa

PnuanTITeanTatnefuTelanail

1. 1331595 Ne1NTUYEETINAENFHININANATUTIVINADAIUTANY UVDIBIANTT ADAARDY
funaNsANYIYeY Al-Ayed (2019) WudMIIaN1sning nsuyeddnagnslavsnanmsadauindeaudavgu
YBIBIANT ABAABINUNANITANYIVBY Bouaziz and Hachicha (2018) WudNsiaMsninensuywdlienagns
dnarionuBanguuedesAnis nanfAossdnisanunsalinisianiminensuysdidenagndifietieuiuuge
Audemeuvanadns Yilviesdnsiimnuanunsaiideveuuasneuausieanimnadenilintiveutazaniunsal
aniule

2. ANUEANEUTDIBIANITIBNTNANATUTIVINABNANTALTUNUYDIBIANTTADAARDITUHANTAN Y
Y84 Rai et al (2021) WuINANUTANEUTDIBIANITLBNTNANATUTIUINABNANITUJURNIUVD909ANTT Wi
Weafuiu Prayag et al (2018) Wui1AuEANEUYD404ANTHBNENANINTITIUINFADNAALTLIIUAIUNITRY
Fagunanisidununmen ssiuntl nssuaduan uagauannsaviniils adviunannszamsdeuutas
oehannifu AnuBaviguresasosinaiamudunwesowdns msfugan iy msmanisafingd daeaduayy
HANSALILUYeeIRNsIAAuAIN awnsadnnisiunulas daugavdu wasdndandnduetaviuauiimue
JZYLHIA

3. MIIANININYNTUYWEBNAYNG TBNENANTBUTIUINABNANITANTUITUYBIBIANTHIUAIUUT
nansANLBAviEuvDI0IANT denadesiunguietRmnund eSureigiRwmedudsivandeddliluanminadey
fisusiou (Shrivastava et al, 2009) %ammmﬁmﬁﬂquwﬁma%msﬂﬁdﬂmi%’mmiw%’wmnilﬁaﬂaqwé
Preliosdnisanmsaaivaruasavdnliiintutuosdnig uasniinnuisdaadalfesdnsarnsoiam
nsmevausTilanzzaeisAnAuazaLliuiuey Uszneufuawdanguvesesdnsifuaiuaunse
ogamilafidrelvesdnaniouneniiesuiiefuingafiAndu (Channa et al, 2019) donndosfunguf
nsuaniasumnsdeny eduteimgnssuiintnauuaniesndzidnvazifunswanideuiieneuuuosdnig
(Snape & Redman, 2010) yantinauianinesinsquantinemildd winawuasiingdnssuiifilonouunusdnis
naAe Weesnsiinsdnniaminensuyedia ninanuaziingAnssuilensuunuesdnig daunildunmsneuuny
ssimsretielrieadnsiinudanduiiieagsonnelianinundouiifinisiasuutas waginanisaidunuia
d0AASINUNITANYIVEY Triatmanto and Nursyamsi (2011) #u31n133ansninensuyeedlenagnsisnana
NIDDUBIUINABHANITANTUINUVBIDIANIT HIUAIUUINANANUEANEUVDIBIANTT Usenoudun1sAne
984 Haddadzadeh and Paghaleh (2012) #ui1n153an sninensuyudlianagns vialiiAnanudaveuasenig
uavdmaludaman1sufiRonuiideans wufeafuiunis@nwves Lengnick-Hall et al. (2011) wuiin1sdanis
n3wgnsuyudidanagns heviliiAaaudanguvesesdnisisesiunsiuasuutasing vioingifaziAndy
LArAIINEANEUVBIDIANITAINARBNANTANTUIIUYD8IANT NE1ILATINITTRNITNTNEINTUYETINaENS
vlfessnsdinanisinidunudiiviu lnedmsesdnsidarudangu
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Forsuauusiiliannsise

datauauusideuleuny

NHANTITIIENUINTANUFUTUSFIA NN TENTNITIANINTNEINTUYWETINaenSLar AN EaE Y
YosinsdmareramsALiunuveesinslugnamnssudianvselind Femsnumasguazaensuiiietos
W anmen siuiaUsEnalng an1geavnIsuuialsemnalng NsEnsInIdYd NTENTNERENNIIY AUy
n1sdan1snuyerauwislsemalneg aunsaddeyaunldusenaunisnismvuaulovigduasuimuiguing
Feminensuyed wazyarafiieades iilelitimuimudilafeiunmsiansminensuyedidsnagms msasie
AruBavguratasdnig uazmaiiuramasiiunulvituesdns uenaniuniving daulevtiluaunsaideys
e Waemndmadsnnmaieatunmsianisminemauyedidnagns wasnsiauiesdnrelul

dauauuzdmsunisiinan1 it luliusslav
1. vihgaunadsuaznaenyuiiiieades wu anmensfuwisUssmelne antgnanmnssuuisssmalng
N3ENTAINAYS NTENTNYRAMNTIN ANIANATIANTUYARAUsUsEIWAlNY AsdaRanssuwaniUAsuEous
RendunmsdnmsninensuyudiBenagnsifioadsanudangussesdnsuaziitelyiesdnisiuumsnisiiiuay
Thegsenldneldnsiuasuutas Wy nisdatineusuosulay msdavindomsunsanuiluguuvuunarueslat
2. fu3ms fhemnensuyed anunsathdeyamldlunsdndunuieitunisianimineinsuywd
Fanagnsuareusznis o
2.1 msinsasmmuazitnuyana Tnsdmuanautfgainsfideans Ussneusey annuf vinue
Auaansalusundanudy LazAudNyuzyanaTid AU TausTT109ANS sauatszuvesulatinndae
Tumsassmuazdnidenyana ioanaundssanmsunsszuinveslse
2.2 Foilneuniliyanaiivinueinainvany Wamvinuelnl shlfyaeadimuannsalunsu oo
Woghaildsz@vinm vufsaunsadjlinuamuiulivazandymmviaunauiidauluiaainiizgingd
uenndmsliisnistinevsufivanuaeronisaeusu mavsudeusnu nadufides finsSoudiussuvesulat
fivesayaAdvia wislvminauanunsafnuAun ufiuduuasfammiodls
2 3simusszuumshempeuwuidenlssiunan wazTemmeuwuAgda Wy nsususarils
Frenslifu suednatannisasatyhddalumehen Wy dssfuseanlsassun dnsdamindu
2.4 msfimatmundvsnenisUssdusamuiidanu udhmneiifauristesminmuiasesdns
fnsAeansassmaiielimineudile wariimsaamamasuduszes
2.5 gifvayunisilduninveantdna anuddgyiudesasiowveminau Inslideyateundu
Delonaliminamilddndula lauonuzilofmuiuazUiulgeny
3. psdmamsaieruiunisotsdnsfenmanismioudelunsiansiuanuimefesfntu
finsquadduaznsnavauasaufesnIsvegnAegwaides fnsuivesininielifluiainanugnyde
frundemstauideu adsenussiofunhemudwhliodmstuilfiity nuidnsemulussoy
foyaifietisnausmuazamansainsidsundasingfisng 4
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Abstract

The research aimed to analyze the factors affecting the intention of mode choice transportation by
the mass rapid transit of passengers in Bangkok and its vicinities. The primary data collected from online
questionnaires, which were sent to the sample group, obtained from non-probability sampling and purposive
sampling method from residents of Bangkok or its vicinities. The 400 residents, who used all forms of mass
rapid transit services, were samples as well as used a structural equation mode to prove the research
hypothesis

The study found that the cost of travel, reliability and convenience Influence the choice of mass
rapid transit mode. The factors influencing the choice of mass rapid transit mode influenced the intention
of choosing the mass rapid transit mode; the model was harmoniously consistent with the empirical data
with a statistical value of X* =912.831 df.= 492, X°/df. = 1.855 p-value =.050,CMIN/DF = 1.855, GFl = .991,
TLI = .992,AGFI = .990 way CFl = .984, RMSEA = .038 at a significance level of .05.

The study results will be used to promote the policy decisions in order to solve the country's
problems and meet the needs of the people who use the mass rapid transit. Moreover, it is consistent
with public and private investment policies for the maximum benefit of providing services to the people
of Bangkok and its vicinities. At the same time, the research findings can be generalized theoretically by
linking to the context of education for the benefit of the next academic communities.

Keywords: Intention, Mode choice transportation, Mass rapid transit
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dovsiauuyiiaesnafumdunsiingudlneans nansfinmuihitunadusendhsiasansaniisolain
nsdlfnwfivinamaiuniis 6 was 811 10 was leeiudeyaiduszeznan 15 unil ffnstnasiumiien 840 au
Andunslnasionthinwindy 2.8 awundi/sln Fsdadunislsuinisiianisalifihoglusedu A Inedelausuuy
nemAded seyd meysansuuuhassrFuMINwEY wasluUaeudftRnsmsasimadeslesdeya
delflunmnusuluiuneudetudieliuuieesasioufmainsslunisléuimaanisalnilunniian

Worasit and Choonhachatrachai (2016) la@nw1dadesunnninusnisuaznginssunislduinis
solwihuesneimsaisriddnasorauaiveslduinmslungunmmiuas sansAnwmuiriladeduannining
loun dnwazynanenm mnutdedie msneuausinudeins anulinge wazmsdlauasfuianudesns
voufliuinis fuadetruafiveslivinissaluihuenosmisadelunsammamuns uasnginssunisliuing
1 nguszasdlunmsiiunsiiunndstudnasdevimunfvoslduinissolaihuoswesnsadad

Sterman (1989) lnauladnwinisindulavesinnisvuduazladafindlunisinduladenuwuunisuuds
TnefiansananduyunsiiunmuiBssssgmeansauduasmsiumasnlnasnawiladedinaserueinduin
TunismuauaunulunIsHung

Cullinane and Toy (2000) lsfagulumsnumuissaunssuiistesiumsdnauladenguuuunisvuds
LarnUI Aunu 510 Sasarvuds anudaende luladudusuisn nsusms waznisdseuassanduladeses o
aunidutiadvatuayumsdndulavesifinnisvudwuasladafndlunisdenguuuumsvuds

Hills (1996) lsvihns@nwntladefitnasionsidenguiuunsvuduagmsiiuna wui Yadesumsdaeuaud
uazmsAuneiinssenadulledeifauddgpnniigalunindensuuuumsvudstadutadodusuusn

MsAnw1ves Whyte (1993) finnsusesianisdsauiinsanaivesduidanenisuazaiuidodiols
wdutiafeiiddynidunuavudiuasladaind

Kent and Parker (1999) tuinanudiediels (reliability) \uiaduddndmiuinasiumsidendliuinsuuds
wuuBersumuiuei Anudediols

Piteldaguiadefisinasenginssunsidongluvvrudsuarmsifiumanniian sesasnuaziesiian
Fannsei

NSANSITIMSUSHISSSAA 77

AnaudaUugaudnuenvuwissznalny
Tuwszargudud audowszmmiausvgnn avmususvnuni

Ui 11 16 1 Uszdufiou unsiau - iquasu 2565



M50 2 asudadeniinadanisidengluuuvudiaznisiaunisnniganeosiign
(MHn8LaY 1 InNaauasvineay ¢ Ueeiian)

ERLd AN | AMIAIW | AN | UMY | A2 | A2IM | AN | AN | AT | DU
@aa) | Bavdu | 3 | 92 | Tadad | azean | Uasade | Wedie | msede | n1s
vasgU | U3INIs nd 16 | wan | vudedl
wuuN1s wuuaY

YU

McGinnis
(1989)

Murphy and
Farris(1993)

Pisharodi
(1991)

Kent and
Parker - 2 - - - 3 1 - - -
(1999)

Murphy and
Poist (2000)

Adjadjhoue
(1995)

Sterman
(1989)

Cullinane &
Toy (2000)

fian: Navavongsathian, Chanthongpan, Wuttipadadon, Farangthong & Sothiwan (2016)

HANIVUMIWITIUNTTUAUMNIY AnwRdlalun1sidenguiuumadunemesuluunsyudsIasy
saliveedlduinis wudndadesusununis@unie AnuazaIngIaEs AuasIaIkasageialed
Anulaendeldvsnasen1siienjukuunisidunuazdmaioauaslalunisifonsunuumaiunie
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NSBULUIAANISIAY

AUNUNITHAUNIG

auadlalunisifensuuuy
ASLRENI9RIesaluin

ANUATIIALAY
GoRRIG]

nsiFenguLuY
ASLAUNIG

AMUELAINEUNEY
LazAulUannny

AN 2 NTAULUIAA LUNISNNIAY

FUNAFIUNTIY

AUNAZIU 1: AU TAUN NTDNENA [UTIUINADN TN FULUUNI TN 196 28 FUNUUN TYUF I TY
solnivesltuings

auuig 2: Anudedslalunisiiuniidanswaludeuangenisidenzuuvumadun iy
nsyuasIayusalnihyewltuingg

AUNAFIY 3: AIUATAINGUISUAZAINYADASEdaNENAlTIUINAENITIdONFUMUUNISIAUN
AregUkuunIsyUaaIavusalwihveslausngs

quudgI 4 MsAengUNUUNISIAUNITIeNITYUGausa lihiEnswaludauindeniiudile
lumnidenguuvunisiaunaleguuuunIsyudeIavusolnihvesylausnig

BANUUNITIVY

ymheliaseilunsidod IWud fldvimamstumeesuuuumsrudsnasusolifilunsmmamuns
wazUsuuma

1. MU

Tael3nsdra dhensadansia towd wuudeuay Taglianudidy funiseenuuuiasesile
Tun53se Fannsinfindesanunsatnludeideanisials Tnezdosiienuiiomnss (Validity) wavidodold
(Reliability) luidaiiemnsinuanuduiudiunast wazasmualuiad fudslunuisodaiuaadty
INnsBULLIAATLFIINNIsNUIMYIsTINSTRetadutudeldlunsdunsaliuwuvasuauesulatl adAily
Funanssan dun Sovay Anade Agean anan deldlunanssauifulsdassuasduUnuiuion
(Univariate statistic) adfdnszildadfiiion1sinsziaunisdelnsead1a (Structure Equation Model)
ileairsuuudiassdmiummeaoui duusdasyidusuusduns Wi fununisifuns enuaganausuay
Anudodield mnuvasads nsidensunuunsvuds anunsaesutsdudUIAudufudsdune Teua
anuidlalunndonzuuuunafumsiassuuuumsaudanasusaliihveslduimslivieliuaznntionifioda
wazLuudiaes danumuizanlunisweinsaldvswavesiulsdaszradulsnuannuiall agls
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MMTIAT12l98199d1923 (Exploratory factor analysis-EFA) Taet@aenlsy Common Factor Analysis
3% Principle Axis Factoring (PAF) LﬁlaﬁﬂwﬂLLa3”3Lﬂi’]%ﬁ{jﬂﬁﬁl‘ﬁlﬁNaﬁiaﬁ’a’mg?ﬂﬂ‘lm’]ﬂaaﬂgﬂLL‘U‘Uﬂ’]iLau‘VIN
mesUwuumsvudanavusaliiihvesliuinig laglden Kaiser-Meyer-Olkin (KMO) uag Barlett’s Test of Sphericity
mnﬁu%ﬁmaaaxz,xz/df., CMIN/DF, GFI, TLI, AGFI, CF luay RMSEA LiteUsgtiiuaunsaiddlasiaisvaauudians
Belseinuuartunouaavensiasesiauniadilasadns (Structure Equation Model) ioadauuudaomennsal
fhulsdassiiidvinaronudlalumadenguuuunaiunsesuuuunsrudanasusoliheslduing

2. Usznsuazn1sguaiagng
Useng boun giinendevisediigiidnweglunsammuiuaswazUuama Geldun Jmiauasugy

N @ [

Faiauunys Jmiaunusid Jwmda aynsusng wardwminayvsanns

]
I 1

nauiege guinefevsediaidnuieglunsunnuniuasvseuTumma dalaun Janiauasdgu

q
a W [

Fnfauuny3 damiauyusid fmiaaymsusns wasdminaunsaasfilduing madunisiesuiuy
nsvudaavusalnimngluuy laud salwihdiea salwihamuns salwihueswesasaden salnihanednes
solwihwiudes Wudy 1uau 400 daeens lnsudeyavinngudisgislutieseninavaiesuiay 2564
fa nanaieuunsay 2565 Tagltuuuasunuesulatasunugilivioingliuinsgunuunisvudanasusaliiii
1 IBN5duAIBEMUULRNIZI1 (Purposive sampling)

3. AuUs

AuUsdasy loun AunuMsiune anuazanauislazageisls Anuvasasiy n1sidenguuuy
nsvuds duduusnny laun anuaddalunsiiongluuunisiunismiesusuunisvudaiasusa iive gy
UuINIg

4. gruAni

FUNUANSLAUNTS (transportation cost) Munefa FunumsRumeifmuaduduutuiuou
TneAnduumsioiion duyumsiiiumeilalimidu wu nan Adelona sununsidumsduguvosailumsifiuma

audeiiold (reliability) vanedis msumsiusafinnunsaenaivey fanudedeld svasim
Tumafumanindunsisaremaiidanuiewmssasiiae

ANNAEAINAUNERAZAINUARNSE (Convenience and safety) minefia N15USNT N1SUUEIRIIAUINNT
nsvuddliaraaendesiomssame Fnuasmingaudiuuing fleuazninauis autaeadoainmaiiums
Fausiumefaanems

nsiEenURuUMSAUNIY mnedis nsdndulafensuwuunmsidunisnndunisludnamnevany
malagliguuuunsvudsinesalii demgpavesmsiiumsifimuidoiold anuasads auazainau
ANUATIIAT LATAUNUNITHAUNIG

Aruila e ruddlalunsidentivinmssoliihdainnntiadudiuyaea n1s¥ud Uszaunisal
Anude firued ULUUNMSATLTIR AseuA Wileu ngudeds Fumadaau anuidelungugosmadany 1Husu
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5. NSRAIUIUINTIN

Idvinismagdeuiniosiienisidelaenisnsiaaeuninudissnseveaiieni(validity content)
MnseaingUszasdnsideuaraonadestunisinumadedl Tneldninmauseddmgdusuuuunissuds
WU 2 VU ;:JLG?}mmayﬁmIa%aaﬂé W 2 VU ;:JLG?}mﬁmzyﬁmaﬁaLLaﬁ%mﬁ{f&J WU 1 YU 5 5 Y
wazduneuseulgirlunageuniAranudety (Reliability analysis) ImaejmﬁuﬁaLmuﬁiﬂﬂimjmﬁ’aasm
71U 40 Aularlians Cronbach’s Alpha #1A1 Alpha Coefficient fifnanudertiusesu laun AUYLANAUNI
0.886 PuazANAUIELATANLITERBI 0.887 Auuaensiy 0.886 NsldBNFULUUNTYUAS 0.887 LATATINGLY
lunsidensuiuunisuuds 0.888

NaN15338

TusAdotd Advaginsienginasulamnumnevestoyailldaniuuaeuniuainnisdiss
uazvinsuUsHalisenndesiuudn ngud Alduannismumurssunssa dmumiagiased (Unit of analysis)
TusAdeiifie finodeviedfigiduueglungaummumunsviouiunma 81 léud SmiauasUsy foinuund
Fminunusnil Sminaynsusng uazdminaunsaaslduinsninfumsesunuunsudanasusaliid
nnguuuy loun salwihdfivea salwihumues saliiueswesansaden salwihanednes salwihwwdios Jusiu
dmsvadanssannililunisesuemuusiafsinumssd 4 uananivdsdiuynnagneuluuasuniy

M13199 4 FouazvRIINIHIUYARA TIUUNAINANBAILAN 9

niindsdluynna Fowaz(3ruu)
1. LW
38 51.1(204)
WY 48.9(196)
97 100.0(400)
2. 918
inin 18 T 10.2(41)
19-25Y 22.3(89)
26-300 25.2(101)
31-35Y 20.3(81)
3508l 22.0(88)
92 100(400)
3. ANUNINANTE
Tan 45.8(183)
GERE! 43.7(175)
wihe/uenriueg 10.5(42)
574 100(400)
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A157199 4 (s1d)

pivdsdiuunna Sawaz(Iun)
4. N3ANEI
NS es 48.2(193)
YTy n3 39.6(158)
ganinUSeye)n3 12.2(49)
23 100(400)
5. yeldadedolion
Laidisele 12.6 (50)
#1nd1 15,000 UM 12.1(48)
15,001-20,000 U 22.3(89)
20,001-30,000 U 24.6(98)
30,001-40,000 U 16.1(64)
40,000 U1 Bl 12.3(2)
57 100(400)
6. maiiumslasmsidenlosiugunuunsvudsdy
saluin-sovudsaEsn Ty 26.8(107)
salin-sanemeslonsuang 36.6(146)
saluin-sosudaIu 12.2(49)
solnih-sogansisaey 18.2(73)
Bu 6.2(25)
57 100(400)

9 4 wandliiiufeiesazveanindediuynana Suunmudnuagsng 94 sansAnyInud
Anauuuvaeunuangdumaye Anluiosas 51.1 dwlngjeny 26-30 U Anwludewar 25.2 sesmwuniiony
19-25 Anlusesay 22.3 dulvaflanunmlan Anduiesas 45.8 sesasnianunwansarnduiesas 43.7
dnlngfinsfinwidiniiUygns Sevaz 48.2 sesaunduianisanuisziudsauans Andufesay 39.6
dwiuneldedsseifiouvesginouuuuasuniamuin dwlvaiisisld 20,001 30,000 v Andudesas 24.6
sesaanTeldinga 15,001- 20,000 v Andufesar 22.3 revnuvasuaiiumlasnsdenlosnisvuds
Tusduvusalwiidenlosfunenesludsuinminiian Sevay 36.6 sesasAoiAunsosaliiindenles
fusauuEaasIse Sovay 26.8

LﬁaLﬁjum'ﬁmauﬂ°’1ammuﬁfmqﬂizaqﬁmmmu"?%’aﬁyﬁ’jflLﬁaﬁﬂmLLaz"?Lﬂﬁﬂzﬁf]ﬂ%’ﬂﬁﬁwaﬁaﬂmu@?ﬂﬁ]
lunsidensuiuunisiaumesig sukuunsuudanasusalnivesldusnslunsummumunasuasUsunma

n9AT1zRtadelyd Common Factor Analysis 35 Principle Axis Factoring (PAF) Wefnw
uarliesgidadeiifnadeaudilalunsdensuuuunmaiumeiesunuumsvudsiarusaliiivedliuing
TungammumuAsHAzUTIMNA
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A519 5 Kaiser-Meyer-Olkin (KMO)and Barlett’s Test of Sphericity

Kaiser-Meyer-Olkin(KMO) 0.982

Barlett’s Test of Sphericity

Approx.Chi-Square 912.831
df 492
Significant .000

A997l 5 A1 Kaiser-Meyer-Olkin (KMO) uaz Barlett’s Test of Sphericity A1 KMO ffin 0.991
ua Sig = .000<0.05 491 0 < KMOs< 1 faudlnd 1 unefls dudsimuedenuduiusiuinn awnsodangu
Jutadelsfiielddmiumsiemeitadesaluld esuszneusinanunsasduiennuduiussuiusewineduys
Talusegaud (Wanichbancha, 2018)

M15199 6 ANFRAUTTLRUAINUATUTIIATIAS19VDIUUINADNTIUTLIN

4

o
Al AN AadaTldannsinsz

p-value 1MNAINNIBMNAU 0.05(Schumacker& Lomax, 2016) .050
X =912.831 df.= 492 | lsimsifiu 2.0 (Schumacker& Lomax, 2016) 1.855
A1 X’/df. = 1.855

CMIN/DF Tounin 2.0 (Schumacker& Lomax, 2016) 1.855
GFl 1111731 0.95 (Kelloway,2015) 991
TLI 11nN71 0.95 (Kelloway,2015) 992
AGF| 171nn71 0.95 (Kelloway,2015) 990
CFI 11nNN731 0.95 (Kelloway,2015) 984
RMSEA 19811 0.05 (Kelloway,2015) 038

A5 6 et X =912.831 df.= 492 A1 X*/df. = 1.855 p-value =.050 uag CMIN/DF = 1.855

'
=

a A

fanunaunduiutoyaiausydnyg wenanntunudnm

a0

GFl = .991 |TLI =

Fetlonin 2.0 fszdumnuaenndnsd (Schumacker & Lomax, 2016) Sevanedsuuusiassaunisidalasaadng
1992, AGFI= .990 tag CFI = .984
#A11NN31 0.95 NNAENIANNTTERUANLARAADIR (Kelloway,2015) Wagnudn RMSEA = .038 wag PCLOSE

39 p-value = 0.000 FawausuauufAgIuAe RMSEA oanin 0.05 (Kelloway,2015) ajUlainAdviingivaeu
IANuaenAdaINaNNauiud

A15197 7 HOELTER

Model HOELTER HOELTER
0.05 0.01
Default model 235 244

91nA15197 7 A1 HOELTER 0.05 l¢fein 235 Gaunnndn 200 waadliifiuinnguseeiaiidmualy

@

TuauAsediianuwmunzaun
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NANTILATIZYiAN Regression Weights L{unsuansdnduyszavdanuanass anmsvaaeuansigiu
RenfumduUssansanduiug fudmnda Tdan pvalue = P = ** Gatlosndt 0.05 Wodnwedmiindad
NNF W‘wamﬂmimaauﬁwﬂﬁwﬂﬁiﬂﬂLﬁu@ué laedldn CR. 11nN31 1.96 NNAN kAENITATIRABUAIETAMG 9
Ml 6- 8 whowtis ManeaeuAiwiintady asuldd Tuealunwdl 2 farwnaundufudeyaidsusying
fisyuiledndy 0.05

99969 §9999

cost! [ Costo | [ costs | | Costd | | Cost5 Mode1 |Mode2| |Modes| |N1ode4| Modes

o8 ol 121 .34 498 B
100 R0 1.08 a5 1.00 1.19

@
= Node Choice ‘A

=)
W
=
@
“

T i - 18
e l
22 1
& :
8 102
@ - 0 ntention M Choice
718 L }
’ 0 p LU
@
10
L / |mtem1| ||ntemz| [Imenl3| |Intent4| ‘Intem?
& .
18
. e 1‘ 15 1-
&
11 1.00
B

X2 =912.831 df.= 492, Xz/df. = 1.855 p-value =.050,CMIN/DF = 1.855, GFI = .991,
TLI = .992, AGFI= .990 ugag CFl = .984, RMSEA = .038

1A 2 Luudnassaunslidlassaieannuaslalunmsidensuiuunisiaunisilesuiuunsvudanatusaluii
vasgfldusnmslunsannamuasuazUunna

NaNTIATIERIAUTE N U EUSUYeslnan1TInlnefansuna1nAT Standardized Regression Weights
wangliiliing

1. thindedesnnsgiulunmd 2 aswuinbmiindade Wud Funuenifiuna aidetiold uazanuazmnaue
fi3vswasensidenguuuunsvudanesaluin Tnesunuanfunsidvinaunniian (461) sesamnlaun
Anuieielel (244)

2. Anbwihdadedusumueidumsaniudsdaunls 5 6 W sunuiliuiiiu fuyuilidusabu sumunan
Adelemanazdununssenss nansinwimuiduyuidustulimuddyannian (812) sesaunleiun
punuALdalonia (.793)

3. Anhmindatedunnudeiioldvesiauusduneld 5 6 1dud mnuesstenat maensAusfiuiuon
anudedield Anulilsnss uazuInsgIusERUaING KansAREINUIY nsuimsTiduanasgiuaina
fimnudnnndign (899) sesaanliun msmsiiusaiinnaiiomss (873)

g Avimiindadedueuvaendvesiiuusduna 3 ¢ ldud arwdaonds mnudgaIn wagAAUY
wamsAnw U Jadeiddaian T anauoldsuanmaiuma (900) sesasn éuA ansasnd (884)

5. avhwdndadedunisidonsuiuunisifunsdiesoliiivesiuusdana 5 duvs Wud anudeld
ANUUADANY ANNATAINAUIY AIUATAIAT AUNUNITLAUNI KANISANYINUT AUATIIANEENTHA
1nilan (841) sesasnleiun amnudasads (783)

84 SasIIIMSUSHISSSAA

dunpuantugauAnwenvuwisandlne
Tunwsznyuius sufanszmmwiausvgan aemususonund

Ui 11 1du 1 Yszdufiou unsiau - Squisu 2565



6. wintadesunnudilaluniadenguuuumaiumsiesalaiihvesiauusdann 5 i ldun Jadeduyaaa
nsfufifeafuuinis Uszaunsainmafiume Jedonedeay waztadenisininet wanisfnwinuin
Hadvdruynnaiidvdnannniiga(825) sesasun Tiud Yadevnsdenu (823)

nansAnweuduiusSamaresauddlalumadonsuuuunnfumedegukuumsrudsaay
saluhvelduinislungaumnuniuasiazUTuaNawazNan1snII@0U AUABAASDINANNAUYBILULAR
fudeyaidsUssinsfanedifoinutunaonadomnauniuiudoyadnisydns uasilensaouandudsavisidums

uazasIvEsUANAanAdawadlunatiufeyaiBsUsyintnamsinsssiuansisnsned 8

A15°99 8 Wan1snadaUAdUUTEANSIdUNIsRsiuYsAduRslalun1sdangULuUNISIRUNI9AE ULUY
nsvudeavusaluiivasdlduinisTunJamnanIuAsSLAUSNMNALAZNINTIAFIUANFDAATDY
vaslunafiutayalielszdny

Aausuig fianusna Estimate | S.E. Z-test | p-value |R?
AUYUNTITAUNTG nsiRengULUY 334 042 7.939 o 76
audedield e 157 034 4.655 e
AHATAINAUIELALAIY 151 038 3.937 o
Uaoniy
madenguuvuniadiums | anuddlalunisden 927 083 | 11.099 e 63
JULUUNMSIAUN19IY
salnih

15199 8 wansnedeuAdLUsEAVIIEuUnsesaudslaluntsifensuuunisiAunisiieguuuy

nsvudaavusa liiwedliuimslunsannaumuasiazUuamanuin

1. Adssdviidunsdasemin 151 & 927 Taetladusumadensuuuumaifiunsdmdussansiduma
wnilan (927) sesasnléin fusuuninAuma (334)

2. lefiansandr R2 wuirtladuiudununisifiunie anuassienaiuagaudedeldauazainauiy
LLaxmquaamﬁsﬁSw%waﬁiamnﬁaﬂ'gﬂqumsﬁuuéqmiWﬁﬂm&hLLUﬁLLmﬁLfJuéhLLUiSaizmmma’Sms
fudsulamidusudsanalatosay 76 LLazmsLﬁaﬂgULLUUmnﬁww’?’iﬂL{‘Jué’aLLﬂiLmemmaﬁmﬂmm
filunsdenguiuundundesaliilifosay 63

3. fefinnsaneuaenadesnaunduiudeyaiassdndnuindnduszninlasauaiiiuszduesedasy
fiAn 1.855 Gafiendosndt 2 duiliamnunaundu (CF) a1 984 Gediamnnnin 0.95 Fuilinnruumnyay
woitlidanauel (TLN) T 992 Fafldannnin 0.95 duilinsziununaunauiiuiuniuds (AGFY) T 990
Falinunnnin 95 uazdvimanuaaedeulunsussinamnnsfives (RMSEA) Ten 038 Feflaiiosni 0.05

ﬁaﬁuﬁaa@léﬁwgﬂLmemﬁmﬁuﬁ‘@ammamaﬁ]ﬁaﬁﬁ@w%waGiamfmﬁgﬂﬁﬂuﬂmﬁaﬂgﬂLLuumsLauma
megUwuunsvudaasusaliivesliuinslunsunnumuasuasUSuumnaianuaeandesnaunduiuieya

Welsedng
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M15197 9 AnduUsEAnsdnswaveslaumanuduNusBE e uazkaiingdasiuauaslalunisifensuuuy
nsRuneRlesULUUNIsYRdsavusalWihvaslduinslunsamnwamuasuazUsuuma

fianUs/Effect fanusua
N3N FURUUNITHRUNIS aunslalumaidanguuuy
nsAUNIeA8sa RN
FILUTINS Direct Indirect Total Direct Indirect | Total Effect
Effect Effect Effect Effect Effect
AUNUNITLAUN S 0.24 0 0.24 0 11 11
anudedold 0.22 0 0.22 0 23 23
AMUAZAINEUDUAY 0.39 0 0.39 0 12 12
ANUUADAANY
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Abstract

The objectives of the study were to identify the transformational leadership that impacts team
innovation, and to explore the relationship between team learning and innovation culture in Thailand’s
private universities. The 400 respondents, who filled out questionnaires, were faculty and staff members
in International Affairs Division of Thai Private Universities. The analysis of data was Confirmatory Analysis
Method or CFA in order to prove hypotheses testing.

The result found that there was the direct impact to each variable relationship. However,
the relationship between transformational leadership had no direct effect towards team innovation as well
as team learning had no direct effect towards innovative team. On the other hand, other variables had
effect team innovation. The explanation of model was revealed that 14.6 percent of team learning and 63.4
percent of innovation culture were variation of transformational leadership including the indirect impact
through innovation culture to innovative team with the value of 84.3 percent. The finding clearly revealed
the tendency demeans the principles of transformational leadership extension to which faculty and staff
members were willing to embrace change from Coronavirus Disease 2019 or COVID-19 pandemic as well as

being acceptance of accountability as a team to build innovation performance for organizational potential.
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The contributions of this study will be useful for policymakers can be able to reformulate
management policies on Thai private universities as well as instill cultures in order to implement team learning
or innovation issues with a particular focuses on team innovation building. Moreover, the examination
of productivity from the transformational leadership for improving the prevailing methods that develop
another level of performance. The executives’ expectation is willing to enhance the value through their

alignment and teamwork for innovation accomplishment.

Keyword: Transformational leadership, Team learning, Innovation culture,

Innovative team, The Private Universities
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Introduction

Thailand’s private universities has continued to motivate widespread interest from research and
practice, particularly during a crisis such as the current COVID-19, which requires high levels of innovation
to maintain high-quality teaching. The mission of universities in Thailand was to generate a new generation
of graduated students, create research projects, deliver service to the community, and nurture national
cultural pillars related to Thailand’s national strategies. Innovation output from university employee
relates to the measure of team accomplishment of their tasks due to investing their effort in the innovation
process. Although the indicators that determine employee behavior remain aspects of practical and
theoretical debates (Molefe, 2010). Lesmana and Nasution (2020) insisted that concentrating on factors
that influence performance should be prioritized as part of continuous quality improvement contexts of
university teaching amid prevailing circumstances. Based on Buasuwan (2018) argument, public and private
universities in Thailand face challenges and opportunities that influence organization members performance.
However, many of studies focused on private universities. Since the Coronavirus pandemic hit the world,
all learning institutions were closed as part of the measures to curb its spread. The uncertainty relating to
the timespan during which the universities could remain closed necessitated the adoption of alternative
teaching methods that spurred a series of changes in universities’ operations (Widodo, Ferdiansyah &
Fridani, 2020). In addition to the extant factors that influenced performance, the new normal that occurred
during the pandemic, including teaching and assessing students online, brought a new set of opportunities
and challenges to staff’ performance.

The management of private universities in Thailand have limited access to resources than public
universities because they are not funded and supported by the government (Singagerda & Berlian, 2016).
Limited access to resources adversely affects their academic performance, particularly staff productivity,
when additional resources are required. Moreover, staff performance is not a factor that can be immediately
measured based on observable variables such as grades that the student achieves and transition to higher
levels of learning (Azizaha et al., 2020). Nevertheless, Thailand expects staff to meet the desired level of
excellence and provide satisfactory teaching services consistent with the expectations of both students
and faculty. The necessity of lecturer performance motivates intensive exploration of the nature of
leadership and organizational culture that private universities in Thailand should adopt to raise staff to
higher productivity levels.

The transformational leadership factors could impact behavior. It was depended on performance
which related to mission of educational institute. Team learning of leaders is viewed by Hannah and Lester
(2009) continuous evolution of an action, dialogue, and thinking that includes modification of behavior essential
and ongoing interaction between team members. The innovation culture claimed that the innovation
was based on the creating value by individuals and organizations that congruence with their resources.
That mean the leader could lead people for new ideas and encourage innovation performance (Bledow,
Frese & Mueller, 2011). Team innovation defined the innovation performance from team. This related a
unitary construct with various output indicators that could measure the team innovation. The organization
must establish the goal or mission to create innovation results (Dunphy & Bryant, 1996). The comparation
between individual performance and team has adhered to the stated budget plan and work schedules.
The team operation is better than single person because mission, efficiency and effectiveness have equivalence
with innovation goals where the team has met the desired outcomes and supported members recreate

a new idea.
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Contextual factors influencing the performance of university staff are centered on the nature of
leadership and culture within a university. Although the study has supported transformational leadership
relation on team learning, innovation culture, and team innovation as the foundational leadership style and
culture that motivates staff to improve performance, studies on Thailand’s private universities are scarce.
Given the variations of Thailand’s cultural orientations, investigating how transformational leadership and

employee behavior can enhance organizational performance in the country’s private universities is necessary.

Research Objectives
The purposes of this study are: (a) identify the transformational leadership in Thailand’s private
universities that impact to team innovation and (b) explore the relation to team learning and

innovation culture.

Literature Review

Transformational leadership contains concepts that many contexts have educated because
the organization has the effort to develop the innovation output from employees by giving importance
to the organizational procedure and applying a new process to stimulate members in the organization.
The dynamic of the educational organization brings changes to the way to manage team. Thus, the review
literature is focused on the effect of transformational leadership on team innovation. This study aimed to

contribute to the significance of theory by private universities context.

Transformational leadership

The original concept of transformational leadership began received from the political field with
James MacGregor Burns (1978). The idea of leadership is the shift to management by Burns (1978)
with reference as leaders and followers raise another to higher levels of morality and motivation.
The meaning of transformational leadership goal is to raise followers” consciousness by appealing moral
values and ideas, i.e., humanitarianism, peace, justice, liberty, and equality. The notion of transformational
leadership elevates the followers to their better selves. Transformational leadership is an uplifting process
with high order goals, and the leader looks for potential motives in followers, seeks to satisfy higher-order
needs so that through a process of mutual stimulation. Transformational leadership also use in various
context and characterize to four dimension as element of leader (Avolio & Bass, 1995). Transformational
leadership refers to Eisenberg, Post and DiTomaso (2019) claimed that leaders use idealized influence
(charisma) is the concept for effectively interacting from leaders to follower which creating the team influence
and emotional contagion between them and leader, inspiration motivation is briefly meaning shared value
or necessity behavior form leaders to followers, intellectual stimulation is identify the challenge task from
leaders or support to team to initiate develop on team assignment, or personalized considerations to enable
followers to surpass their immediate self-interest (Widtayakornbundit & Phinaitrup, 2021). When leaders
envision an ideal of the future, articulate how to achieve it, set an example to followers, set high-performance
standards, and show determination and confidence, they will demonstrate idealized influence and inspiring
leadership. Followers hope to identify with such a leader when leaders help followers become more

innovative and creative.
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Team learning

The fundamental of team learning is process that drive ongoing behavioral on leaning for
community of practice in organization. The concept presents different style to sharing knowledge and manage
notion in their team. It is the method to receive the new information between member (Ellis, Hollenbeck,
llgen, Porter, West & Moon, 2003) which relevant with the concept from Kolb and Kolb (2011) assert that
managing tasks are related to operating principles or learning conditions and interpersonal relationships to
individual expressions. This mean team learning could build the group dynamics that necessary for team
learning since they provide a fertile premise for the germination and growth of knowledge (Boselie, Brewster
& Paauwe, 2009). Pearsall and Venkataramani (2015) opine that before members can gain knowledge
through conflict, they need procedures for working out their differences; these are the operating principles.
They also need to consider and hear the ideas of other people (appreciating the teamwork of other persons),
and all people in the group have the chance to provide input (an expression of the individual). Nevertheless,
the group dynamics do not guarantee that there will be collective learning among the same team members.
There are additional attributes that are required for organization performance (Penarroja, Orengo, Zornoza,
Sanchez & Ripoll, 2015).

Innovation Culture

The concept of innovation culture is based on organizational culture which tends to converge on
the idea that culture is composed of our shared values, how we do things, language, rituals, stories, and
more that we share when we bring new people into the organization (Ravasi & Schultz, 2006). The organization
culture was adapted to innovation culture by social constructivism expect common beliefs to be revised
regularly because members of the organization modify their interpretations in response to changes in the
environment (Fiol, 1991). Research on innovation culture shows that practices, artifacts, rituals, and other
cultural forms show the special thinking mode that is unique to an organization and the product of an
organization's history of collective learmning. Innovation is usually understood as introducing new or remarkable
things improvements, such as products (goods or services) or processes. Innovation can be seen as
the process from knowledge creation toward new experience in various culture. Kaasa and Vadi (2008)
states the initiation phase and valuable ideas were generated, which will be adopted and utilized in the
implementation stage. In addition to possible organizational support, initiation mainly depends on individual

creativity (once an idea is generated, an organization needs to develop and implement it.

Team innovation

The perspective of innovation is realized as the interpretative challenges of information system
management that transform the boundaries of knowledge in the network. Whereas the innovation concept
is supported, the member in the organization confronts the novel knowledge and represents it in the
right way. The result of innovation can create different ideas processes to share knowledge or develop
something new to the organization. It generates values for the members and organization performance as
innovation output (Rau, Neyer & Mdslein, 2012). At this scope of the study, team innovation defined the
innovation result from team in organization. The executive must concern interconnection among external
environment, value chain and individual community in organization. The goal of this firms’ innovation is to
analyze the relation between the behavior of the members with the roles of the innovator and capability
builder to create the new product or process for support or generate income to an organization (De Fuentes,
Dutrenit, Santiago & Gras, 2015). This is that the output of innovation from team become a picture of sharing

knowledge and learning as a team with differences and dependencies in various actors or contexts.
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Capello and Lenzi (2015) states with information and communication technology paradigm and designate
knowledge option, the conceptualizing and interpreting the systemic, dynamic, and interactive nature of
innovation, and self-reinforcing feedbacks from innovation to knowledge and from economic growth to
innovation and knowledge play an important role in innovation processes. However, given the changes in
the new environment, teams need to be innovative in order to apply ideas, procedures, and processes in
order to address the needs of the employees by designing improved processes.

The research focused on finding in relation among the transformational leadership variables
influencing team learning and innovation culture that influences to team innovation in the context of private
universities (COVID-19 pandamic). The variables of the innovation and team behavior that integrated an
impact of action and behavior on their job for improving team innovation practices and supporting new

outputs. The research framework was created according to the hypotheses, as shown in Figure 1.

|dealized influence Team

learning

Inspirational motivation

Transformational Team

leadership

innovation

Intellectual stimulation

Innovation

Individual consideration culture

Figure 1 Research framework

H1: Transformational leadership directly impacts the team learning of employees of the private university
HZ2: Transformational leadership directly impacts the innovation culture of employees of the private university
H3: Transformational leadership directly impacts the team innovation of the private university
H4: Team learning of employee directly impacts the team innovation of the private university
H5: innovation culture in organization directly impacts the team innovation of the private university

The concept of this study found the less research significant in area of study. It was enough evident
that transformational leadership fosters team learning and innovation issues in Thailand. The major challenge

identified in the study was that no study directly addresses the concept of transformational leadership as

address this research gap
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Research Methodology

This study collected the data from stakeholders who respond in the international affair in
Thailand private universities (full time faculty staff) and the characteristic of leaders as university’s directors.
The criteria for informants are the person who graduated in Bachelor’s degree, fluent in English language,
and has more than a year of experience in their work in the same universities. The study uses probability
sampling (simple random sampling) and nonprobability sampling (purposive sampling) as the sampling
strategy by collect on twenty-five university in five regions with four hundred questionnaires.
The appropriate parameter estimation of this study was the Maximum Likelihood method which depended
on the number of observable variables with four latent variables. Then the construct was calculated by ten
times the number, and the results were 40-80 samples. The correct number of informants should be 200 or
more in this method. The item measure was filtered with forty questionnaires pretest from sampling group
to reduce the bias of problem. Then the collected data is tested by construct validity and discriminated
validity analysis before testing on structural equation model.

The independent variable was Transformational Leadership. It was measured by the modification
of Avolio and Bass (1995), with twenty questions of “multifactor leadership questionnaire (MLQ).”.
The questionnaire asked the respondents to involve their characteristic leader regarding idealized influence,
inspirational motivation, individualized consideration, and intellectual stimulation. The example of questions,
i.e., your director talks about his/her most important values and beliefs to manage the organization,
your director shows confidence that members in institute can achieve their work, or your director Advices
the other options for improve work. For The dependent measurement, this study has three constructs for
survey such as; Team learning behavior was measured by altering the team behavior questionnaire from
Edmondson (1999). It included seven items for the surveyed questionnaire but modified to three items.
The measurement was developed on learning behavior as a repetitive process of creating, fulfilling, and
crystalizing the action from a human as learners, or other parts of the institution, i.e., team members go out
and get all the information they possibly can from others-such, people in this team often speak up to test
assumptions about issues under discussion, or your team invite people from outside the team to present
information or have discussions with us. Innovation Culture has employed the questionnaire concept by
adapting Chang and Lin (2007) which has six items of measurement. This study presented the innovation
activity categories established naturally in the private universities, i.e., managers actively lead the staff to
grow and innovate, your institutes are willing to take risks, and it is indeed an ambitious and energetic
organization, and managers have courage to make innovation and take risk. Team Innovation reprocessed
the ideal from the innovation performance of team working surveys (Al-Khatib, Al-Fawaeer, Alajlouni,
& Rifai, 2021) containing six items, i.e., your team has developed new processes or services in education,
your team has improved its administrative and organizational operations, and your team has sought to use
the ideas of its teammate. The concept of questionnaire contributed to a capacity in team working that
created the new market and led to competitive advantage with innovation capacity. The questionnaire was
the instrument of this study to select the operational variables from literatures. The variables were tested
for their validity and reliability. The questionnaire used Likert scale, ranging from five-points scale in which
(1) referred to strongly disagree and (5) referred to strongly agree. The questionnaire adjusted the item by

the reliability testing and the confirmatory analysis method (CFA).
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Finding

The factor loading value from the confirmatory factor analysis which all constructs must have
value at least 0.5. The reliability testing should more than 0.70. Then the structural validity was analyzed,
the factor loading must above 0.5, average variance extracted (AVE) exceeding 0.5 (Hair, Black, Babin &
Anderson, 2010) or yielding below 0.5 in some occasion (if composite reliability (CR) in that variable more
than 0.6) (Fornell & Larcker, 1981), and CR exceeding 0.7. The results from other indexes shown in Table 1.

Table 1 The result of confirmatory factor analysis and construct reliability

Variable ltem Loading Cronbach CR AVE
alpha

TFL1 TFL1.1 0.801 0.931 0.629 0.931
idealized TFL1.2 0.802
Influenced TFL1.3 0.816

TFL1.4 0.821

TFL1.5 0.745

TFL1.6 0.761

TFL1.7 0.802

TFL1.8 0.795
TFL2 TFL2.1 0.843 0.895 0.682 0.895
inspirational TFL2.2 0.818
motivation TFL2.3 0.785

TFL2.4 0.843
TFL3 TFL3.1 0.826 0.908 0.714 0.909
(intellectual TFL3.2 0.859
stimulation) TFL3.3 0.865

TFL3.4 0.828
TFL4 TFL4.1 0.848 0.900 0.691 0.900
(individual TFLA.2 0.811
consideration) TFL4.3 0.811

TFL4A.4 0.818
Team Learning Teaml 0.789 0.933 0.840 0.940
(Team) Team?2 0.976

Team3 0.972
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Variable Item Loading Cronbach CR AVE
alpha

Innovation Culture InCull .852 0.903 0.610 0.903
(Incul) InCul2 812
InCul3 132
InCuld .789
INCul5 745
InCulé 751

Team Innovation Teaminnol 791 0.912 0.635 0913
(Teaminno) Teaminno2 .819
Teaminno3 075
Teaminnod .55
Teaminnob .808
Teaminno6 .832

The finding in table no.1 presents the construct validity value from multitrait-multimethod analysis
that used convergent validity for items in measurement. The evaluation for the discriminant validity adopts
from the vVAVE which higher than correlations variable. The estimated latent variable appropriates for

discriminant validity method (Fornell & Larcker, 1981) is shown in table 2.

Table 2 the discriminant validity analysis (Fornell & Larcker (1981) criterion)

Transformational | Innovation Team Team
Variable m leadership culture learning innovation
0.824 0.781 0.916 0.797
Transformational leadership 0.824 1.000
Innovation Culture 0.781 .740 1.000
Team Learning 0.916 366 .269 1.00
Team Innovation 0.797 701 825 .257 1.000

The criteria of results in the structural equation analysis must: CMIN/DF should not more than 5.00;
GFI suggested to reach the acceptable value must above than 0.8 (Baumgartner & Homburg, 1996), CFl should
be equal or more than 0.9, PNFI and PCFI should close to 1, RMR should less than 0.05 and RMSEA must not
over 0.08, which meets the specified criteria (Hair et al., 2010). This represents an appropriate structural model
by the result of revealed; CMIN/DF at 2.627; p-value at 0.000; GFI at 0.820; CFl at 0.928, PNFI at 815, PCFI at
850, RMR at 0.020 and RMSEA as equal to 0.064. Thus, it could explain those structural equations operating
independent variables (transformational leadership), and applied groups in mediating variable, such as team

learning and innovation culture. They might be affected to team innovation in private university significantly.
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It is a model that is congruent with empirical data. Therefore, the measurement model is fit with the theoretical
model at an acceptable level. All values met the criteria, the results indicated the structural equations for the

generated models in average fit level.

Table 3 the hypotheses testing results

Hypotheses Estimate S.E. t-value | p-value Result
(5)
H1: TFL -> team learning 4637 062 7.460 .000 supported
H2: TFL -> innovation culture 129%%* .051 14.167 .000 supported
H3: TFL -> team innovation .042 .060 .705 481 not supported
Hd: team learning -> team innovation .007 .027 263 193 not supported
H5: innovation cul.-> team innovation | .980*** .084 11.705 .000 supported

*D < 0.05, **p < 0.01, **p < 0,001

The path coefficient of transformational in private university is calculated as the estimated value
(B) in model. The data analysis for transformational leadership model shown the relationship among the
variable. The research accept hypothesis of H1, H2, and H5. The p-value is .000 which has less significance
than ***.001. It means there is significance in terms of causality between the correlation in each variable.
There is effect among transformational leadership to team learning (H1) and innovation culture (H2).
Another path coefficient is the direct impact between innovation to culture team innovation (H5). According
to the table that shows the path of the coefficients, there are three levels of significance (p = *.05, **.01,
*** 001). The effect of transformational on innovation culture is more likely to have the standardized
coefficients value better than team learning (.729>.463). Although the direct impact from innovation culture

to team innovation have the highest value of standard regression weight at .980.

r’= 146

r’=.947

Team
learning

Idealized influence

direct effect
463%**

direct effect

P= 922 .007

Inspirational motivation

direct effect
.042

Transformational Team

leadership

r’= 961 innovation

Intellectual stimulation

direct effect
129%**

direct effect
.980%**

r’= 943

Innovation

Individual consideration culture

Figure 2 the structural equation model
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The square multiple correlations analysis indicated that the transformational leadership model
affects team learning behavior, innovation culture in institutes, and team innovation at 14.6%, 63.4%,
and 84.3% respectively. The results showed that this model can forecast employee behavior in the private

university (Figure 2).

Discussion and Conclusion

The significance of transformational leadership and team learning is necessary for changes in their
work during COVID-19 Pandamic. According to Bucic, Robinson and Ramburuth (2010), the changes in an
economic environment marked with a competitive business environment face firms’ ability to adjust and
improve their performance. The need for reformed teaching methods in private universities amid the
COVID-19 pandemic calls upon leaders in Thailand’s private universities to adapt them to suit the new
environment. The study provides crucial information that can be applied in team learning. The direct
effect between transformational leadership and team learning that the result support the member to learn
and understand the meaning of assignment for organization (Hackman & Wageman, 2005). The concept
of transformational leaders on team learning is ensure the team’s needs for learning, the leaders must
provide the suitable environment or facilities to encourage the team. According to another relationship,
team learning doesn’t influence to team innovation because teams can be on their learning option through
the developmental phases of grouping and performing but this does not guarantee that they will create
novel information through the learning process, such as the perspective or reframing integration (Bresman
& Zellmer-Bruhn, 2013). This mean there is possibility that no impact from team learning activity to team
innovation.

The Transformational leadership has no direct effect on team innovation but also have indirect
effect to team innovation through innovation culture The transformational leadership identified this to affect
innovativeness and independent creativity, thus questioning the aspect of inspired motivation for teams
to create their culture: to think beyond the box and develop innovative and creative solutions outside
of their leaders' need for them (Hu, GU & Chen, 2013) Organizational structure and leadership roles are the
implementations of discovery, incubation, and innovation. When an executive leader leads innovation
efforts, the company may benefit from improved their team culture to market orientation,
signals, and a combined effect (Bendapudi, Zhan, & Hong, 2018). Although leadership styles inspire teams,
create a shared vision, and engage teams which is create innovation culture to improving the firm’s innovation
and performance capabilities are critical (Rao & Abdul, 2015). Transformational leadership was in the critical
role of supporting exploratory and exploitation innovation culture that realized the internal context and
external environment for integrated in each member. The characteristic of leader behaviors can contribute
to innovation culture, and the relative of leader behaviors varies depending on context (Bledow, Frese &
Mueller, 2011).
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The study of team innovation usually was directed from the transformational leadership.
The transformational leaderships study has instructed the significance of participation and behavioral
integration. Members in the organization shared the value creation in the team. They utilized team learning
resources that designate information, idea, and perspective to high-quality output because the leader
factors support the teams to critically consider ideas for innovations and implement the ideas
(Nijstad, Berger-Selman & De Dreu, 2014). The institutional executive should attempt this kind of leaders’
characteristics to create an explicit environment that encourages innovation, stimulates behavior,
and operates for organization performance (Supermane, 2019). The result on transformational leadership
is likely to be related to adapting the follower to face high levels of dynamic change from external factors.
The goals of inventiveness and improving followers’ innovation competence must deal with the innovation
implementation behavior. It suggests re-examining the effect of mediating variables that could enhance
the positive outcome that directly influences the only independence factor (Michaelis, Stegmaier, &
Sonntag, 2010). Thus, the transformational leaders have responded to transform their employees to commit
the change-relevant behavior for extraordinary performance such as innovation among members in the

organization.

Research Contribution

This study specified on relationships between transformational leadership in directors or managers,
combined with the context of the private university system, in reaction to the instruction organizing.
The suggestion for executives, they can manage institutes extension of development when they build
support with teams, along with supporting individual to perform self-management to complete their goals.
From this perspective, the influence is presumed to operating result on human capital practice for manage
organization by leaders, and it flows to the follower to change practice. They must give feedback as the
degree of team learning, then returns the result of task or mission to the employee by opened information;
the employee can use the information for their progress. Top management needs to give feedback to the
employees to know which areas need to be improved, and it can lead to a better understanding of their
activity nature. The challenge of managing in cultural setting, this makes it awareness of argue of leaders to
implement change on the employee environment. The practice to employee must understand the culture
and goal for the institution. The management must create an alignment of comprehending of innovation
into organization cultures and perspectives of employee, this can be challenging to surmount conflict and
misunderstandings among groups to commence the transformational leadership process to organization strategy

that link to innovation performance among members.
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Limitations and future research

The research methodology could require in-dept interview from all stakeholders such as; employees
in institutes to survey on their opinions about the organization purposes, learners who applied for courses
to feedback their outputs, and attitude from others from outside involve with university’s’ image or DNA.
The researcher could not do the qualitative such as interview because their no evident in Thailand to do
research on team innovation in private university. This study seems like to be primary data to survey on
relation among the concept and theory to discover in future research. The future research may improve
idea for other variables that can impact to team innovation or various performance from independence or
mediating variable. This can consider the relationship between the stem of knowledge and context which

gain a fruitful benefit for organization performance.
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Abstract

This research's objective was to analyze and synthesize all data in terms of key resource and multiple-
component resource theories to propose a conceptual model to substantiate the relations among consumer
experiences, symbolic consumption, and self-expression. The first proposition posits that consumer
experiences, both lived and mediated, have an impact on the appropriation of symbolic consumption, which
will lead to confirming the form of self- and/or social symbolism. Following with the second proposition
posits that symbolic consumption affects consumers' self-expression. This research concludes by discussing
theoretical and managerial contributions to consumers' perceptions. The model can be a theoretical framework
for future empirical studies. Moreover, it can be used for consumers' perception prediction in terms of
consumer experiences, symbolic consumption, self-expression, lived and mediated experiences, and the
form of self- and/or social symbolism. In addition, those factors mentioned will be used for quantitative

analysis to prove the model in the future.

Keywords: lived experience, mediated experience, self-expression,

key resource and multiple-component resource theory, symbolic consumption
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Introduction

Consumers buy and use products and services to gain value from their purchases. The values derived
from products and services affect four consumer needs: functional, emotional, life-changing, and social
impact (Almquist, Senior & Bloch, 2016). Consumers usually weigh the values of their purchases against the
prices they pay. Nonetheless, it is difficult to know the actual value of their consumption because some
of the key elements of value are psychologically related and difficult to evaluate. One of the key values
that consumers typically obtain is how they acquire their identity through consumption. Consumers are
increasingly benefiting from symbolically extending themselves through their consumption.

Consumers are exposed to a plethora of symbolic resources for constructing and re-creating their
identities. These symbolic resources are typically classified as lived or mediated (Thompson, 1990, 1995).
Consumers move through time and space in their daily lives, capturing both lived and mediated experiences
and incorporating them into a constantly evolving life project (Thompson, 1995). The distinctions between
these two kinds of experiences are becoming increasingly blurred and indistinguishable. We must consider
the interplay of both experiences in our daily lives to understand how symbolic resources are appropriated
and incorporated into the self-creation project.

The emergence of new technologies enhances consumers' capability in the self-creation process
(Bhandari & Bimo, 2022; Takahashi, 2010). Datareportal (2022) reports on the total numbers of social media
users and consumptions, i.e. in 2022, there are 4.62 billion social media users, which account for 58.4%
of the total population. In addition, there are 424 million new users among the total social media users
worldwide. These numbers illustrate the incremental blurs in the line of living and experiencing arena.
The social media connection extends the living and experience landscape for self-creation, both consumption
and visualization. In addition, the metaverse becomes the choice for a new generation in spending their
lives, and it has been forecasted to be incremental growth of consumption. Many fashion brands enter
to Metaverse landscape to be part of the self-creation process of consumers such as Adidas, Burberry,
Balenciaga, and more. Consequently, understanding consumer experiences in living experience and mediated
experience via the various platforms enables marketing scholars to comprehend customers' consumption
resources and self-creation process, enhancing marketers' capability to design experiences for consumers'

journey.

Research Objective

The study of consumers' need to express themselves has grown significantly over the last decade,
partly due to the increased use of many social media platforms (Bailey, Matz, Youyou & lyengar, 2020;
Orehek & Human, 2017). Thus, in this research, we examine the connections between symbolic consumption
and self-expression. More specifically, we investigate the relation between consumer experience and
symbolic consumption and the impact of symbolic consumption on consumer self-expression. In doing
so, we attempt to apply resource theories to the study of consumer behavior, which has received scarce
attention in the literature to date (Dorsch, Tornblom & Kazemi, 2017). Here, we treat consumer experiences
as key resources that consumers can use to create symbolic consumption. The streams of psychological
resource theories will help us better understand the current consumer view and provide a new perspective
beyond the traditional neoclassical economic perspective that has not delved much into the psycholosical

attributes of consumers.
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Research Methodology

To develop the conceptual model, we use the document analysis technique as a research tool
(Altheide & Schneider, 2013). The main sources of the documents are academic journals. The model is
developed by using the deductive approach. The central focus is on key resource and multi-component
resource theories, which we use as the foundation of proposition development. The searched keywords

are lived experience, mediated experience, symbolic consumption, and self-expression.

Outline of Paper

This paper is structured as follows. First, several key streams of the relevant literature are presented
in the next section, including a discussion of key resource and multi-component resource theories, symbolic
resources, appropriation of consumption symbolism, and self-expression. The following section then covers
the line of reasoning that leads to the postulation of the proposed relations and the discussion on future
research directions. In the final section, the study's main ideas are summarized, and its key theoretical and

managerial implications are presented.

Literature Review

Key Resource and Multi-Component Resource Theories

Resources are assets that are valuable to consumers and serve as means to achieve desired
outcomes (Hobfoll, 2002). In this paper, we adopt a key resource perspective on consumption.
The perspective is based on the key resource and multi-component resource theories (Dorsch et al., 2017).
This stream of theories seeks to comprehend how consumers manage their available resources to meet
their needs. Consumers' management of their resources to reduce tension and achieve physical and
emotional well-being in a changing environment lies at the heart of the key resource theories (Dorsch et al,,
2017; Nain, 2021).

Our study goes beyond the resource exchange theory, which is especially relevant in business-to-business
context. While the resource exchange theory focuses on exchanging similar resources and the mechanisms
governing the exchange transactions (Brinberg & Wood, 1983), the key resource and multi-component
resource theories adopted in this study are based on consumer psychology. The focus is mainly on the
motivational theories seeking to explain how people reduce their consumption dissatisfaction and improve
their well-being (Dorsch et al., 2017).

Instead of viewing resources solely through the lens of neoclassical economics, we adopt a social
psychology perspective and focus on consumers' psychological and personal resources (Térnblom & Kazemi, 2014).
Consumption resources include both economic and non-economic (social) resources, both tangible
and intangible. In general, all consumption choices can be viewed as symbolic resources for the self;
in other words, all products carry symbolic meanings that people can use to create and articulate who they
are and to position themselves in the cultural world (Csikszentmihalyi & Halton, 1981; Douglas & Isherwood,
1980; McCracken, 1990). Consumers use both lived and mediated experiences as psychological resources

for symbolic consumption and well-being.
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Lived Experience and Mediated Experience as Symbolic Resources

In this study, consumer experience gained through various forms of learning is regarded as a resource
for consumers to appropriate consumption symbolism. The two broad categories of consumer experiences
are lived experience and mediated experience.

Lived Experience. Lived experience comprises hands-on activities and vis-a-vis encounters in people's
everyday lives (Rickman, 1979). People acquire lived experience in their daily lives' immediate and practical
contexts; they hardly question or hold any explicit act of reflection on it (Thompson, 1995). People are
unavoidably engrossed in lived experience. Nonetheless, they may have the ability to influence it through
their immediate actions or interactions with others in that lived moment. Undoubtedly, lived experience
becomes a relevant symbolic resource that individuals primarily incorporate into their self-project
(Thompson, 1995).

Essentially, everyday lived experience is the domain where people engage in "symbolic creativity"
to ensure human existence's daily production and reproduction (Willis, 1990). Lived experience is not
only a symbolic resource, but it is also a means of maintaining individuals' self-narrative. To make sense
of themselves, people constantly acquire, interpret, exchange, negotiate, and reproduce vast symbolic
resources from and through a variety of social interactions and consumption activities as they travel through
time and space in their daily lives (Ekstrom & Brembeck, 2020). In general, people learn from their lived
experiences throughout their lives. As children, they learn from their parents, schools, and interactions
with other people through verbal and nonverbal communication and even by using branded products
(Elliott & Wattanasuwan, 1998; Esteban-Guitart & Moll, 2014).

Indeed, socialization within the family is the most powerful primary symbolic resource (Furnham &
Stacey, 1991; Giddens, Duneier, Appelbaum & Carr, 2020). While some persons may respect their parents'
experience and wisdom and adopt the latter's views without question, many people, especially during
adolescence when they keenly explore possibilities (Willis, 1990), may strive to establish their autonomy
through reinterpreting and renegotiating meanings with their parents (Noller & Callan, 2015).

Besides family interactions, another powerful lived experience involves interactions with significant
others outside the home, particularly in school. People simultaneously acquire enormous symbolic
resources from the "hidden curriculum"—social interactions with teachers and friends (Giddens et al., 2020).
Interactions with friends potentially present people with competing meanings, mainly when such interactions
increasingly occur outside school (e.g., shopping centers, cinemas, amusement parks, or nightclubs).
Socializing with friends is undoubtedly a vital source of symbolic meanings that individuals incorporate to a
great extent into their self-project and potentially remains an essential symbolic resource throughout their
lives (Giddens et al., 2020). More importantly, friendship is usually a conscious decision. People select friends
with whom they want to relate and share identities; thus, the symbolic resources available in friendship
are presumably desirable. Furnham (1989) observes that even for young children, interactions with friends

provide valuable resources that adults cannot offer.
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In terms of communications in people's daily lives, they need symbolic resources to help them
obtain what they want throughout their lives. Indeed, talking is fundamental to self-social identification
(Davies & Harre, 1990). Along with verbal language, nonverbal aspects of communication are essential yet
problematic (Argyle, 1994; Duck, 2007). Gestures, facial expressions, and eye movements send silent messages
and are the principal components of social communication. Essentially, people require resources to
comprehend the shared meanings of these unspoken languages.

The use of branded products is another source of lived experience. Brands are essential symbolic
resources for self-creation, maintenance, and communication (Elliott & Wattanasuwan, 1998). Nonetheless,
it must be remembered that similar to other symbols, brands are constantly reinterpreted and
recontextualized.

Mediated Experience. Mediated experience is the result of a culture of mass communication and
people who buy and use media products (Thompson, 1995). It typically requires the ability to perceive
events that differ from the practical context of people's daily lives in a particular context of time and
space, as well as events that reflect everyday taken-for-granted lived experiences. Mediated experience is a
recontextualized experience that does not occur in a continuous flow but rather consists of a discontinuous
sequence of events with varying degrees of relevance to the self (Thompson, 1995). It typically requires the
ability to perceive events that differ from the practical context of people's daily lives in a particular context
of time and space, as well as events that reflect everyday taken-for-granted lived experiences.

As society is threatened on all sides by the expanding network of mediated communication,
the self becomes inevitably saturated with prolific symbolic forms derived from mediated experience
(Furnham & Stacey, 1991; Giddens et al., 2020; Thompson, 1995). Indeed, people live in a mediated world
infused with a media culture. Advertising is widely acknowledged as one of the most powerful mediated
symbolic resources for the self-creation project (Goffman, 1979; Lannon & Cooper, 1983; McCracken, 1987,
Mick & Buhl, 1992; Sherry, 2012).

People sometimes associate advertising images with their self-image and evaluate those idealized
images as role models and aspirations (O'Donohoe, 1994). Mediated experience through advertising provides
a plethora of symbolic resources that broaden the repertoire of individuals' possible selves and enrich
the pool of their capital, which they can use to negotiate and advance their self-creation project in this

postmodern world.

Appropriation of Consumption Symbolism

Making sense of people's own lives in given social and cultural contexts is fundamental to their
symbolic self-project. People understand themselves through their consumption experiences. Specifically,
they learn about themselves through symbolisms associated with their consumption choices and activities
(Douglas & Isherwood, 1980; McCracken, 1990). The process also includes symbolisms derived from both
lived (e.g., brand usage) and mediated (e.g., advertising) experiences. Again, it must be remembered that
consumption symbolism is not predetermined and static; instead, it is culturally constructed and in
constant flux (McCracken, 1987). The self is increasingly exposed to a wide range of continuing experiences,
and renewed consumption symbolism appears to emerge indefinitely.
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Appropriating consumption symbolism involves a continuous interweaving of lived and mediated
experiences. People acquire symbolic resources from both forms of experiences as they move through
time-space paths in their daily lives, incorporating them into their ongoing self-project (Thompson, 1995).
To do so, they need to develop the ability to eclectic accommodate mediated experience and interlace
it with lived experience to appropriate symbolism for self-construction (Elliott & Wattanasuwan, 1998;
Thompson, 1995).

Fundamentally, the endeavour to appropriate the contextualized meanings involves complex
"processes of valorization" through which people valuate, evaluate, and resolve the conflicts among those
symbolic forms, particularly the "fields of interaction," so that certain kinds of symbolic values are ascribed
to them (Thompson, 1990, pp.146-147).

To contextually appropriate meanings, people typically incorporate the rules and conventions
of specific socio-historical contexts into valorization processes. People actively interpret and reinterpret
countless symbolic meanings in their daily lives as they move through various social contexts, which they
do inwardly as self-symbolism and outwardly as social symbolism.

People valorize and form symbolic meanings to match their life circumstances. Thompson (1995,
p. 211) notes, "the ways in which individuals draw on symbolic resources to construct their sense of self
will depend to some extent on the material conditions of their lives, as individuals typically adjust their
expectations and evaluations to their continuously revisable assessment of what, given the circumstances
of their lives, they could realistically hope to achieve." People's physical capital (i.e., bodies) and other
capitals (e.g., economic, educational, or cultural) that they have established and/or accumulated throughout
their life histories are undeniably primary resources that bear on the material conditions of their lives.
Nonetheless, those life circumstances are not fixed but negotiable. Individuals always assess, interpret,
and negotiate their self-symbolism inwardly through dialectical processes between newly acquired resources
and the circumstances of their lives. Individuals do so by constantly exploring their potential selves and
conversing with their internal voices.

People need to make sense of their lives in the collective world via social symbolism. For the self
and others to co-arise in the world meaningfully, there must be socially shared meanings that bridge the
"betweenness," that is, social symbolism. In essence, to appropriate one's sense of self is to understand
where one is situated in one's social world. Collectively, social symbolism is achieved through the
self-others dialectical processes. People embrace, negotiate, or co-create social representations, rules,
and conventions of various symbolic forms in the course of social interactions, which they incorporate into
their interpretation framework.

The more resources or capital that people employ to interpret each symbolic meaning, the more
interpreting power they potentially hold. The appropriation of symbolic meanings is an ongoing process
that can extend well beyond the initial context of the experience (Thompson, 1995). People inform their
friends about what their parents have told them, share with their siblings what they have discussed with
friends, or relay what they have seen on television to their coworkers. As a result, meanings proliferate
indefinitely and sometimes incoherently, competing with one another and surviving or fading due to their
power. As the sense-making process continues, self-symbolism and social symbolism become increasingly

entwined—their boundaries become so blurred that it appears impossible to distinguish them.
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People's appropriations of brand symbolism may be varied and may differ from what they are
intended to be (Anderson & Timothy, 1988; Fiske, 2011; Livingstone, 1998; Mick & Buhl, 1992; O'Donohoe, 1994;
Ritson & Elliott, 1999). Indeed, people are active interpreters of the advertising and brand meanings—they
are the ultimate producers of the brands they consume (Thompson, 1995). When exposed to advertising
texts, people may pay attention to certain messages only and interpret them based on their resources,
such as personal perceptions, life goals, and themes, or social knowledge (Lannon & Cooper, 1983;
Livingstone, 1998; Mick & Buhl, 1992). Because advertising is a form of mass communication, its meanings
continue to emerge during people's social interactions with others and may eventually become socially
shared meanings, that is, social symbolism (Anderson & Timothy, 1988; Ritson & Elliott, 1999; Thompson, 1995).

Self-Expression

As consumers, people tend to express themselves through their choices to paint a picture of who
they are and who they want to become (Cardoso, Costa, & Novais, 2010; Ein-Gar & Johnson, 2010; Snibbe
& Markus, 2005). Consumers choose products that they believe are in line with their values (Sivadas &
Venkatesh, 1995). Products and services are consumed to express each individual's extended inner self to
portray the picture of who a person is (Mittal, 2006). By expressing oneself, an individual can signal the values
associated with the social capital and trust gained from being a member of a particular group (Welzel, 2010).
Self-expression is context-specific. Consumers in some cultures may express their identities through their

choices more than those in other cultures (Kim & Sherman, 2007).

Proposed Model of Symbolic Resources, Consumption Symbolism and Self-Expression

We propose the conceptual model depicted in Figure 1, based on our review of the existing literature.
The model represents the relations among the three constructs of interest. People learn throughout their lives
as consumers via the continuous interweaving of lived and mediated experiences to appropriate and re-appropriate
meanings for their symbolic self-project. Although some literature suggests that lived experience plays a
more dominant role than mediated experience in contributing symbolic meanings to everyday self-practices
(e.g., Fazio & Zanna, 1978; Smith & Swinyard, 1988), we contend that this proposition fails to recognize mediated
experience's inconspicuous power. Indeed, people appear to carry out, express, and exchange meaningful
symbolic forms through their lived actions and interactions, but this does not imply that symbolic resources
from their mediated experience play insignificant roles in creating meanings. Mediated experience can provide
rich symbolic resources that people rework and recontextualize during their lived experience. According
to extensive research, mediated experience from advertising performs an important function in the realm
of symbolic work that young people act out in their lived social interactions (O'Donohoe, 1994; Ritson &
Elliott, 1999; Willis, 1990). Mediated experience can provide powerful symbolic resources for self-projection;
however, these resources must be valorized in the domain of lived experience (Thompson, 1990).
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Symbolic Resources Appropriation of
Consumption Symbolism
P1__, - Self-Symbolism P2,

- Social Symbolism

- Lived Experience Self-Expression

- Mediated Experience

Figure 1. Proposed Model of Symbolic Resources, Consumption Symbolism and Self-Expression

As a result, everyday lived encounters in society serve as fundamental symbolic resources for each
individual's social self. People have continuously acquired, interpreted, and communicated numerous
symbolic forms through various social interactions, allowing them to comprehend their sense of self-awareness,
social orders, and cultural values and norms, which enhance consumers' ability to meaningfully accommodate
everyday activities in order to narrate their life stories and position themselves in culturally constituted
worlds. (Giddens et al., 2020). Simultaneously, appropriating different symbolic resources from daily lived
interactions allows people to bestow, elongate, and reproduce symbolic resources in group socialization
practices (Thompson, 1990). People have gained from previous experiences (both lived and mediated) that
they can use to interpret them (Thompson, 1990). Today's information technologies, such as e-mail and the
Internet, increasingly mediate people's everyday social interactions. As a result, it becomes more complex
as people's social networks expand beyond the spatial-temporal context of everyday lived interactions.
People need to allocate even more resources or capital to deal with this growing phenomenon. Based on
this line of reasoning, we present our first proposition (P1):

P1. The amount of symbolic resources via lived and mediated experiences is related to

the level of appropriation of consumption symbolism.

Because the self is viewed as the result of the dependent co-emergence of the self and others,
all social interactions in which the self participates in society are meaningful and central to forming its
identity (Giddens et al., 2020). Presumably, individuals use these resources in various ways: to make sense
of internal incoherence, to express qualities of the self, to communicate their status, to allow socialization,
or even to regard them as role models (Csikszentmihalyi & Halton, 1981).

Individuals consume products and services to acquire a sense of self or establish their position in the
ubiquitous world of brands through the lived consumption of a selected assortment of brands. In this way,
symbolic resources from brands not only provide the self with a sense of stability but also offer comfort
from uncertainty. Consumers must use consumption resources through lived and mediated experiences to
develop coherent self-narratives. Brands are important symbolic resources that help people interact with
one another. People talk about brands. They use the symbolic meanings of brands to present themselves.
They use various brands to identify themselves in various social contexts. They even recontextualize brands

in symbols that their group members can fully understand.
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By opening up the self to countless mediated symbolic resources, the media culture "both enriches
and accentuates the reflexive organization of the self' (Thompson, 1995, p. 212). With the intensification
of such symbolic resources, people are constantly confronted with new possibilities, their worldviews are
continuously changing, and their symbolic points of reference are always shifting. Consumers use mediated
symbolic resources to expand their repertoire of possible selves, while facilitating their daily social
interactions. Furthermore, they can use media messages to help them create symbolic representations of
their narrative selves (Thompson, 1995).

Mediated experience through digital channels such as social media platforms also provides a
wealth of resources for the symbolic construction of the postmodern self. Whatever resources an individual
seeks to advance one's self-project, the Internet appears to have them all. More importantly, the Internet
experience provides people with an unprecedented opportunity to master the art of self-presentation and
self-creation (Turkle, 1996). Advertising not only contributes to the creation, modification, and transformation
of cultural meanings in society (Lannon & Cooper, 1983), but it also communicates cultural meanings
drawn from people's worldviews and invested in the advertised brand (McCracken, 1987). People look to
advertising for symbolic resources to make sense of themselves and their social worlds. In other words,
they appropriate advertising meanings by incorporating the latter into their everyday symbolic practices
(Anderson & Timothy, 1988). Based on the evidence in the literature that links symbolic consumption with

the self-creating process, we present our second proposition (P2):
P2. The appropriation of consumption symbolism is associated with consumers' self-expression.

Recommendations for Future Research

Future empirical studies should test the proposed relations outlined in our conceptual framework.
A survey instrument could be used to collect data from consumers in various product/service contexts.
The key construct measures in our proposed model could be developed or adapted from existing qualitative
and quantitative studies. Measures of lived and mediated experiences could be built on the findings of
studies on consumer learning and experiences, such as those reported by Lehar (2006), Novotny, Zimova,
Mazouchova and Sorgo (2021), Teras (2017), Tiidenberg et al. (2017), and Underwood (2003), to name a
few. The measurement of symbolic consumption could be adapted from existing studies that have been
conducted in various contexts, such as in fashion, agriculture, travel, and tourism, among others (see, e.g.,
Ekinci, Sirakaya-Turk & Preciado, 2013; Moinat & Muller, 2011; Tangsupwattana & Liu, 2018). The scale for
measuring self-expression could be adapted from existing studies (e.g., Cardoso et al., 2010; de Vries, Peluso,
Romani, Leeflang & Marcati, 2017; Marriott & Buchanan, 2014; Saenger, Thomas & Johnson, 2013).

Future research could also broaden this study's current conceptual model to include additional
constructs related to self-creation. For example, the model could incorporate how consumers create and
maintain their self-identity. Furthermore, future research could integrate social and cultural contexts into
the model to validate their interactions in the ongoing self-project. We will also gain a better understanding

of how consumers harmonize themselves due to this (Wattanasuwan, 2000).
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The proposed model is based on key resource and multiple-component resource theories, focusing
on identifying consumers' psychological resources to improve their well-being. Consequently, it will be
interesting to examine this phenomenon from other perspectives, such as the conservation of resources
theory (Halbesleben, Neveu, Paustian-Underdahl & Westman, 2014), the social resource theory (Brinberg &
Wood, 1983, Torblom & Kazemi, 2014, 2015), and the resource-based theory of the firm if the study will
focus on organizational consumption (Barney, 1991; Hunt & Morgan, 1995), to name a few.

Theoretical and Managerial Implications, Discussion and Conclusion

Theoretically, our study takes a new view of symbolic consumption and the self-creation process
by adopting the key resource and multiple-component resource theories to explain consumer behavior.
Our study's main contribution is to regard consumer experiences as key resources that lead to symbolic
consumption, whether lived or mediated. By doing so, we move away from a neoclassical economic perspective
and relax the types of resources that can be included in the exchange process. Consumer experiences
constitute the key input, inducing symbolic consumption, with consumers completing their self-creation
process and harmonizing themselves with their social and cultural worlds through symbolic consumption.

In terms of managerial implications, understanding the relation between consumer experience as
an input for the self-creation process will lead marketers to appreciate the importance of the consumers'
learning process, which stems from lived and mediated experiences, as specified in our conceptual framework.
As marketers, they can help improve their consumers' learning, ultimately affecting the latter's consumption
choices.

We hope that our research will shed light on a new way of applying resource theories to the study
of consumer behavior. Additionally, this research provides a new perspective on symbolic consumption,
which has become more critical for consumers today as they are bombarded by many new social media
platforms and disruptive technological developments. Understanding this interweaving of lived and
mediated experiences will make it easy for consumers to symbolically consume their products and services

and express themselves to the world.
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Abstract

The objectives of the study were to 1. study the demographic profile and behavior of guest;
2.study the level of procedure of front office staff service and revisits of guests; 3. study the differences
of demographic profile and behavior affecting procedure of front office staff service; and 4. study the
influence of procedure of front office staff service towards revisits of guests in four-star hotels in Chonburi
Province. This study was conducted in quantitative approaches. The samples were 400 Thai guests,
who had experiences in four-star 25 hotels in Chonburi Province. The analysis of data was descriptive statistics
in terms of frequency, percentage, standard deviation as well as inferential statistics in terms of independent
sample t-test, one-way ANOVA and multiple regression analysis with enter method to prove hypotheses.

The results showed that attitude on procedure of front office staff service and the revisit of
guests were at high levels. From hypothesis testing, it was found different in occupation, period of times
to stay the hotel and the purposes of stay. Procedure of front office staff service, especially pre-arrival,
while staying at the hotel and departure had an influence revisit of guests. The best prediction of procedure
of front office staff service of revisits of guests will be pre-arrival, while staying at the hotel, and departure,

respectively.
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Theresults of the study can be appliedfor the guidelines howto drive the service businessin orderto generate
the revisit of Thai tourists. Moreover, the development of level of procedure of front office staff service
towards the quality standards of guest satisfaction should be concerned. Yet, the strategic direction of the
service business formulation, which can be promoted as an international quality standards, will be useful

for giving services to tourists from different cultures in the future.
Keywords: Procedure of Service, Front Office Staff, Revisits of Guests
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fumavisafienedweileaiieliszmdlvefiugavsneUanemadnyesnisioadie: (World Tourism Organization
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Gevrdmaliglduinandualiuinisth (GSB Research, 2019)
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Faiuminmudeusudumihidedusunuredsusilunisfndefuddinuasdadumasoyafefuuniiddy
Tasluauuinsuwundiunivessiusuas fufinveu Nanssviunsdiuuiiisadostunisuinisiadu
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Fmdoways Wudn 1 Tu 5 Wesdthouduadunsiaussguarinssansiulovionazdaaialfiiy
“MICE CITY” wa3Uszina Taudsdaduidodulasmatannuiiszfosasusiofimumany fusen (EEC) martvun
Ftavausduiiuilumsinudde  adiil idesnfwiavaysiduilesifanwiasundmendioafiavanuns
sesfugmamnssumaiendiodld Snidadutmindriusiurlulssmelnefifinvioniorfoufumanyionde:
(Thailand Convention and Exhibition Bureau (TCEB), 2020) 9nnafitinviesifleidumadnumiondioadminvays
Tut 2562 979U 15,162,901 au wazlul 2563 9w 5,352,213 Au (City Data Platform,2021) Tnglaniglud
2561 Fadudneuflasflaniunsallsaszuin dunuinveafieriiunmadumesieludesingiunigads
14,259,261 au waduinvieadionlne 4,939,657 au Wnvisafioarswd 9,319,604 A Iﬂaﬂfﬂviaal,ﬁmdauimg
Aun1aunndu duifle warda@odu 3 Suduusnvesdadiutinionfioafifdmnunnigaludminvays
(Prachachart, 2020) peslsfinuananiunsallsaszuiniiinlut 2563 daalinsviesilenyavein vareUssme
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1nnsAnwmansznulain-19 seaianislssusy fiwn wuddwautnveadivivilneuasinve o
dmansenusesesuredsusuuanaeiumudnvazvedsusy nednvissiisarilvessdfydese suvedsusy
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SEAU 5 A1 widAukandsiuiIniulswsuseau 5 anludiuvessian Turaeifgiiulsususedu 4 a7
TudswinvayFandeyanuii 1 25 lsusuiidulsusiinumssusesnaaulsustineilidnvieadesyilne
fanusiulalunsliuinisunniu (Thai hotel association, 2019) dsinvieafienfiiunsniminvayidulng
Hunguitfimsviiinlussezdu Sallwgfinssunadeniiinluszdu 4 aannnd Tasamelugiananiadaulg
Srunutinvesisnfumdulszmeiifurninedenliving

MnmEafina1 Uit TR aldinnmsiauinssuunsliimmremtnmuseusudumiiionianduin
TiuanmssesiSuuins nadifnulsausussdu 4 am ludminsayd desnmslivimsveminmudousudumii
Funsruaunmsddiidmaliinnisndualivinise wenanidditasedug SLUSiﬁ%INLLiNﬁﬁQNaﬁiaﬂMﬂ’IW
¥99n3UINg e lAngULUUMSTRLNNTUINS esanssialsausudesdinmsiaunauamnsuins felduens
ammiumsaswmmimLﬁsauiuﬂﬂiLLﬁuaﬂJu WTELNTINIET AN weifiuas Yl ndBuRTiaz Ny
ieuandunisuinisimionin ﬁﬁNﬁI‘Viﬂﬁ‘USﬂﬁMﬂﬂJﬂ’]‘WLLauWSE)lI‘V]’«JuaﬂZJE)UQWU‘UiﬂWi‘V]ﬂI%ﬂU‘LmVlaﬂL‘VIEJ’J
uaziiioanunsafiaLuarUFuUTAnAMNTUIANg %ﬂﬂmmwmaamw’%mswdqwaGiamiéfm%uhﬂﬁwﬂ%’ﬁmssﬁﬂ
Tuvaziforfugsialsusuianisudsduludaiauifieaiagunmauiuazuinsimidenitsuianisain
anuuanmaduendnuaiiangiiaininsesiuanudesmsvesinieaislugaamnssunisvioniienld
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IQUIZAIAVBINITIVY

1. fiefnntadeduypnauasngingsy uasnsndusniuinmstwosliuinsTsususedu 4 adluSorinays

2. leAnwanudiusienszuiunsnisliuimsveminanuseuiudunthanglduinisTsususedu 4 an
Tuiminvays

3. WeFnwmuuanstaduduyarauasngAnssmesliuinmsidmasonssuunsliusmsvesniinau
Aousudmniilsususeau 4 anludminvays

4. \fiefnwdvEwanszurumanisliuimsiddentsndualiuinsevesgliuinislsaususedu 4 A
luiminvays

Uselwiiiiandnezldiuainnisise

Uszleviideulauney

1. gahansTuimemssuivinansnsalfiduuamaduinnnmsliuinmemtdnauuinisdumi

2. awnpsilsusulnsansnsolifoyadusumdlunmsdahiiaduauammsuimaiiosesutinvieadie:
Tuniiuiidoninvays

UszlevdliBadvInig

1. wihenumssnilssussnazanuiliuimstnvieaiien annsathdeyalulilunsimunauninmsuinig
nsvieafiealudiudild

2. mhenumasg matenwu anune sadsyaeamluannsolfidunnmdunsduaindeyamiug
TusunsimuAunImnIsusNsle

WUIAR NQEfuazIUIENEITS

AMNINNTSTIAUINNS (Service Quality)

AMAMMNITLIRUINNS (Service Quality) WuanuanunsalunsnevaueInufeansvessuusnsliuinig
AunvesUIndudsddyiianiiazaisnnuunnsiswesFuuimslimieninguisdulalasnisiausnanin
msuinmsiinssfuameemiseiuuinaiiudsidosnseyi fiuuinsasweladlasudsiFesns Wegiuuims
dAuFBINIT amuﬁﬁQ’%Juu%ﬂﬁéfaqmml,aﬂuguLLUUﬁé}’aqmﬁ (Parasuraman, Zeithaml & Berry, 1985)

Fsamnsoaguliin auamnisliuinsduunAniiinananudesnisiasmmaiioliesdnisvosny
anansaudadulel

NoANIIUEUIINA (Consumer Behavior)

mslneingAnssuduslan el mafinuidielimauiameinavinadvilniuilnadaduladedudn
wazuinig addasmadiladsamnine Adkalunisgdlavdomsdinaulatovesiuilon Sweunvesnsineey
NOANIIUVDIFUILNA ﬁ?fasﬂ%u%mﬂiqLmJL{‘Juﬂa':quﬁﬂismﬁu%‘[,mﬁﬁﬁ']é’a%aLaax"luﬂ%ﬁu NSNTIURIAN Y
ATudesnTuaENgAnsTINIsPouarnslivauslng wilithnnanansodanagninisnain(Marketing
Strategies) fianunsanauazaussaufisnslavesiuilnaldesnammnzay (Lovelock & Wirtz, 2010) uanainii
M3Anw1ved Kozak (2001) wui quﬂsimmQusiﬂmJwaamaﬂ1iﬂaumi%amiﬁmmamwam iownidledusine
viefiuuinainarummelafiinanmsliduduazuimsfagiingAnssundumnliauduaruinssuifugs

nanladmgfnssuguilaalunszuiunis vsongAnssulunisdndulade 19 warUsuifiunanislddudn
M'%@U%mssum;ﬁa ﬁy’qﬁLﬂuﬂawﬂqﬂﬂauamduqﬂﬂa é’u%ﬁmmﬁwﬁﬁgsiami%a%uéﬁLLaw%ﬂTiﬁy’ﬂuﬂm;ﬂ’u
wazauAn
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nsndusnlden

nsBedidunginssuduilnefideduduazuinmannnimilsads nedsuuuuiivarnuanglunsuilon
Guaasgﬁe] 1989191398 Berezina, Cobanoglu, Miller and Kwansa (2012) wui1 anuienelanagiruad
vosjuslnalugariiinveamsted dsenamnesmfaninsueuguresgndwietnreaiieaiidarudimela
fiRnrnusraunsaiifafumslivimauaseudnudmnnisivinameunsieadiowdinduintduins
uenaINEMsAnyes Prasanphanich (2018) Sanuth manduslduinst-lusshalsausddaunanudniousivan
lunshivinisuazaduansnsalunisuntawadnsdous

aqulidn Pafeidsmaiidugarninvesnstodide arufimelauasiiruad Senufimelaiaain
nsfimnuguuesgniuasiinnufimelalunisliuinisdsaliAniiruadiiddentsde agrdlsfinuanudureu
LLazﬁqwdﬂazﬁqmaquﬁmmmie‘??aéw mss‘??asz?yﬂtﬂquﬁmimﬁ Aatunnthdenaeusens daundafsanmlinels
Tunstiedud afireuruundifeadsunmaud Ineduslnavedndulahduasunsasuunntios udlnudasa
Tifuslnadnauladesuandeiuly

N3¥UIUNI5LHUINNS (Procedure of Service)

Tuvazfinunmnisuinsldimnassnilunisiing nszuiumslivinisdlinuddniidsadonanim
n13U3N3 Lovelock and Wirtz (2010) léinanais eonlifuia  nsu3nns (The flower of service) 131 Taevily
Tunuuinig Usnswanuasu3nIswENagisendn Flower of Service LLmﬁmﬁmmm%ﬁaaqvﬁﬂﬂumsﬂ%’wqqszﬁu
msuinauazaiamelalagsiuvesgnén feduuimagndlsiiiswdniniedestuuinemdnmindu uddssuds
Uinaaludndne Faiiianun 8 dw Tdud dudeyadnans Wuuinnaiufigndrdosniaielimuuniuey
yharadlalunslingnsusivdndoulunisesudsnatinuasan funisdsde Wunszuiunisdsdodudn
¥nssmumnnfasnaefignénfinnants sufduneunisatasiiaUszasdiflenunudoyafifeatosiudigni
wawndntomt funisudasennsdatedumsuimsiineidiosannnsdie wihauliuinmemstinisuanasiuiudud
flandesnis msudansBeniuudenuewdafuinugansasugiunstsudonsudmilduuinsas
flanédesns gnénsdesnisnsuAsiimanenineduisnistsedu davandansosiueenuazaanliiugnén
feluwdamniiidanugnieauarasana dumslimuinuiduineety Junshedunsdmeunisuing
TnsmaifiuyaduazyhliAnnisisgagnéiuiniu vimawadenasufanslidiuinudiuynnauasduugii
ARnnmuTILazaIivemingy funsieusufemuBud msdweunisuinsiaensiiugnei
TifunBnfusinaruinisveaussm uaziliigndiaulanisuimamndulunsfeusu dunsifuanudugnéd
gnimlimsfesmsmuhemdeifisriunindauduyana msuinundeyavesgnénifeatestumsiiutiuiindeya
dmsugnin Fsuismdndudeafiusnudeyastrsaends sunsliusnmsifiudy Wunsliuinsiiuennie
nmsuimandniiiivun oadsaudseivlalifugnénfiunliuinig Bnvis Hashem (2018) lévnsfin
ansnanisuInisreanAazauienela: nsdifnwingulsmeiviaienvuassuau lngAnwlianisiiuinis
PNUEaNFANINUI1 NMslEUSMImdniarusnsEsumuLwfanenldliusnis svsnadeanuiinelavesgnen
AaPuYeyar1Ia1s (Information) n15d9te (Ordering) uiseamn13dade (Billing) nstrszArdud (Payment)
s nwwuzei (Consultation) waw NsdeususeaMuBuR (Hospitality) wazsuitliidvinaseanufionela
yosgnAAe MsiAuALEUgNAN (Safekeeping) waz M3l (Exception)

FathuFsagulih ansfiaelatuuinavdnuasimaadududshdydmsugniinssndnitunstivinmaediusn
andifnagadulufianufimelavesinadundnifeussidiussdunsliims luvasiigiosuasgnéniasinnd
ma%u%:jqLﬁuﬁmiu%ﬂma%u
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mnﬁa%’i’mmmwmiﬂ%msﬁmLLmﬁmmaﬂlﬂmeiﬁmi (Lovelock & Wirtz, 2010) Lﬁaﬂszqﬂﬁﬁ’mszmums
Thuinisdiumiveddsausuiedmulinisuinsdannmanndelu wuidenndesiuuuifnues Kasavana
and Brooks (1995) #il#flauprsasmssiunulunsliuinmsuenvesgsialssusuanansaudsldidu 4 nszuiums
Senindu “2995msliusnisuen (The Guest Cycle)” luaudiuninveslsausy (Kasavana & Brooks, 1995)
Galdun Funounoufinunazanislausy duneuilounindslausy duneuilouunidadinlulseus wastumeu
louneenanlsaus mnmsvumusnssideddussgnd st ianunmmsuinsnnunAseenliuinsuing
(Lovelock & Wirtz, 2010) kagasasnisaniiuarulunisliuinisuunvesgsialssusy (Kasavana & Brooks, 1995)
wiglfidusuuslundds wuidanuaenndesiularasudamsned 1

A151990 1 REANIAIUADNAADIVRILUIAAABN LI LIAINITUSNITHAZ2935n15A s HuauTun15TRUSNS

WUNYBIFINALTIUIH
Y a a v 1 a
2993115 WUSNISUIN uuAnnanlduiin1susnig
Kasavana and Brooks (1995) Lovelock and Wirtz (2010)
1. JURDUNDUNUVNAZUNDILTILTY Uoyar13a13 (Information)
N1583%9 (Ordering)
2. TURDUILIDUUNLNDLTITY NNRDUTUAIBAUBUR (Hospitality)
nstuAUsnw g (Consultation)
3. TURDULLDLUNAAUT WA LUl 9uTa UAEOANITAITD (Billing)
N5T15EANEUAT (Payment)
N15ARUSUMIBAUBUR (Hospitality)
nsluAUsnw iz (Consultation)
4. PunpUBLINEBNIN LTI mnﬁummﬁuqﬂéﬁ (Safekeeping)
nslAUINISLLLAY (Exception)

v 1%
a =

Aetug3dedald 2993n15l%uInIsuun (Kasavana & Brooks, 1995) wudauusnanlusuifedud
wazldnAnnanldiuianisusnis (Lovelock & Wirtz, 2010) iushuusdaslunisisefieimunnszuiunisiiusnig
vaantnaudeusudiuntiienisnauanliuinisgivesuuinis asdlifnuilsaususedu 4 a1 Tudwminvays

\oldusauNAgIULasNIBULLIANLIATE AR

AUAAFIUVIINITIVY

nsfnwluasilfnuiiadvdiuyana Tudu e ong sedunsinu o13n 1ol 9nnisAnwenidde
Bunrangsee and Pasunon (2018) wu3 Uaseduypavziinnuduiusiuinuag nsuansanufauiiusiudanginssy
nslu3ms uastlafoduyaratsdnadensdentduinislsausy  Fmgdnssuvesfifuinisluanatedlddn
NnAdeiivhnAeneinginssuveslduinslsusiludusing liun Presveznanlunsidiin Jnquszasd
nsudin yarafilduniande anslddeamslunisiudeyalunisess Jadeiididrulunisdnduladiiin
sy esannnginssuvesglivinislsausuazdmadiunisldvinisuagnsuseifiunaninuinislunisdisin
Fesunsrurumslisnsveminau sndushuusiiddalumiteiinsssfnulugumsiiusnstounsdin
nssuamezdou msliEmavasin uazmsliuinmadewdoanainonin fenssuiumamadazdmasranisndy
wlfuimsswieldduiuegifunssuiunislifuinisveaminey Selaumigiudel
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FUNAFIU 1 AIMANsYeeTasEaIYARALAE NN TSUTeN TS TFmAsaAIINARLTUSEN S UIUNS
liusmsveswinaudgeusuaminveslsususyav 4 anluiaminvays

auRgILA 2 nsvvaumsliusmsvemineusousugmhisninanmsudeangonisnavanliusngse)
vouglvUinslsaususeau 4 nnaludminvays

NSBULUIAANTTIAY
% 1 ﬂﬂ
LN
Y a
28 NSTUIUNIIPAUSNS
SEAUNISANYT -
" ANSEAUSNNSNBUNISUINN
sne/lé A55UAINELUEUINN

ANSEAUSNNSVUL NI
ASAUSNNSLaLI99BNANNTANA

woAnssugliuinislsausaseiu 4 a1n

- gaaranlunisniin
- IogusvasAlun1sain

- UARATILALNIUIAIEY

- msldigemsludutoyauaznisees
- Yadenildudndulalunisiin n1snduanlduinsen
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AU

UsEUINIUAZNgUA29E19

Uszannsfililuaudde Aefliuinislsaususziu 4 anludmiavays vilne Sslinsudnnudsenns
futueu Faudulsusuiiumssusesananalsusiing Tngvinisnussmetelswusuimuaiiumsiuses
nawnaulsussinelufmingays Iisun 61 Tsusu (Thai hotel association, 2019) AntufmuAAuELTA
Tssusufaglfiduanuiiivloys Ao Wulswsusedu 4 a1 luweiiuiidminvayiiiunissusesnae
Tssusulngludonineays Inefldunusidu 25 Tsusuuasiswaukesingufulszana 7,000 e dsluaniunisal
Tsaszunalednludl 2562 fgns1n1suneviesiniesas 50 (Thai hotel association, 2019)

ngusedne e Sudufliuinislsususzdv 4 avnlne Tasdulsusuiiniunissusesinanay
Tsaussilve Faduififiauandinsmuifideldimunlasdengidinlneuaslivinslsausussiv 4 an
friunssusesanaunaslsausulne Tudisszeznanfeudana 2563 - Woungainieu 2563 Wesndutied
Naunanensnsamumsalladn lnesuounguiegrsiiduailaduau 385 au sdusnasgrlunismngusieeng
wielilsvinanguiegsiiduinnsguasinnaudiasuiu fiTe3dduundiogng 400 fegs Fevunavesineeng
Isanannsimunsegdlagligninisiuinneuasu Cochran (1977) Sadugnsiilinsumnavesdwiuuszans
furueularfoInsUszInaAadeveszang Tnsseduaudesiuntoszdutuddny 95 % lnonisdusnedng
Ladl#aa1urnazidu (Nonprobability Sampling Method) wuun1sgudiegiauuulaidi (Quota Sampling)
Mg nlsusIkIunsUsesananaslng 25 Tsausy Iﬂ&lﬂi%fmEJﬂ’liLﬁUﬁE];JﬂﬁlU%I’iﬂLLiuﬁgﬁMMﬂ
Tngverwsilenngiansmluudazlsusuitevevhmsiiudeyagidnin Tssusuas 16 au Tnelidndmiivintu
mntunszaenmaiutoyaludilsusuiomn lnsvernuinioanginmsilusiassusitevorniafudeya
Hidinlaenisduiuuegned1e (Simple random sampling)

inFesiieldlunsinen

AsAnwIrSediiunisAneBed1529 (Survey Research) Taglduuudeuaiy (Questionnaire)
Tunsiiununudeya {ideldasauvasunwnunseuundanguiuaziuiseiieteaiieliaenades
fuingusea Tumsinsesusmunssuiunmenisliuinisuasmanduarliimesnvemidnaudumilsususssiu 4 an
Tivdninausives Likert Scale Fsdnidunisadoyauszinmanadunsnadulinterval Scale) Tnefinaminisliaziu
5 5¥AU (Pongwichai, 2008)

nsvageuAIisInsaiionvesuuasuny (Content Validity) Tasvuuvasuanslimssnmad
praFeuANAAAdasTDa o LAz UL UTRILUUABUNIY IntuthazuuuiildidinssidseAnsam
YBILUUADUNLAUNEN [tem Objective Congruence Index lnarivualuazuuy +1 %58 0 %se -1 lnedaf1anu
1A 10C 0.50-1.00 azAnGanty dau%’aﬁmmﬁﬁwﬁ I0C $n31 0.50 azfinnsanufulgamudnuzihwesinsn
97U 3 U (Panpinit, 2010) FearRe15anAn Item ObJectlve Congruence Index #o3dlA1u1AN31 0.05
(Turner & Carlson, 2003) mluuwaaummlmmmmmmmuuamﬁuaaquaaumu (Validity) winiiu 0.87

nsmAAIdesiu (Reliability) Tunismaaouanuidesudmiuuuvasuanlunuisedsiunm
fAnwldhuuuasunuitldiumanemanuiiswmsslududemandrssnandluinasmaaouiundunnaes
(Try Out) Alalinguideaiunausaesna 30 n spdntuiinassialueiesroufiunosifiosuamammiudesiy
Yosuuvaaun1y Ineleisvesrsuuia (Cronbach Alpha Coefficient) Fansuseiumnudiesdulszansuean
Iainmsfiasananinaeinisussduanudiosdulseavswearvesaseuuiaiiiiniuinndy 0.80 (Panpinit, 2010)
Faldrnanudotu (Reliability) Wiy 0.84
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v v
U A va v

Tunsiusiusindeyaddeluasall Rduldvinsinusiuniudeyalaerinisvesygaludauinsisusy

Tumdamiavays Inedndunmsnu lugnssesnanfioudammau 2563 - houngrinieu 2563 lnensgatenmaiudaya
Tgasausurianun Ingvennusiuienngdansiluuiaglsusuiiaverinisinudeyagidnin

AN5IAAIITIYRYA

Y
a L4

N15iATIERdeya Ansieasadadanssaun ludiuvesdeyanisiudadediuyanauazngingsy
fduing wlildnsiesgidouaiBenssann (Descriptive Statistics) TunsmeAiAsd (Frequency) wazdosay
(Percentage) ludurasdayamenuanudnilunsliEnmauasnsnduanlivinise Tinneilagld msmeade
(Mean) wagdnideadunnsg i (Standard Deviation) lumsuseiiiuna nsveaevauigiulagldisniseadn
Independent Sample t-test waz One-way ANOVA (F-test) w%amzwmaaummmLmﬂsmf"fuﬁuaaml,aﬁsmmj
meli5 Least Significant Different (LSD)  N135%A@0UaNRFIUILATILRBNTNANINTIVBIBNTNAABNITUINIS
1d38n1snsadiiiinsigvinuanneenyaa Multiple Linear Regression Analysis (MRA) laginaifia Enter

Fadumsmeanudusiusdamensal

NAN15IY

Toyanatadudynnanaznginssunsvieaiion wuin gliuinislsusussiv ¢ an ludminvay3
1w 400 au nuBdlngiduwands 9w 260 Au Anluiosas 65.0 91gvelUINSlIMILTEAU 4 A3
dalngifivieeny 21-30 U drwau 138 au Andudosas 34.5 dulvgszaunisfinenuiygyns S1uu 258 au
Anidudesay 64.4 dalngjendnwinnuuiemeny s1uu 194 au Andudesar 48.4 eldadsvesliuins
T5aususedy 4 ana aulvaiisnsléiade 30,001 - 40,000 Um S1uaw 139 Au Anludesas 34.8 Fraaitunsdhiin
YoIliuUINslssusEAU 4 a1 dallugdniintunrenaadUani S 205 au Andusewar 51.3 dnguszasd
Tunsidninvesglduinislssususeau 4 a1 dwlugunuseyunagduuun 1w 235 au Anlusesay 58.8
yarafiuanseduglduinslsususgiu 4 an daulnglidumaentunguiing s1uam 240 au Andudosas 60.3
ﬁzj'aqmﬂumsauaﬁﬁmawﬁ%ﬁmﬂmﬁmzﬁu 4 a1 dnllngaesfiiniuudsniunuvieadies S1uau 203 Ay
Anfudovaz 50.7 dadenidvswalunsdnduladinesiliuinislsaususedu 4 a1n dnilng daduladin
wsgiiteu S1uau 210 Ay Anwdu Sesas 525

JoyanienuauAniusensyuIunsliuInsvemtnaudeusudiuninvesdlduinislsausy

seiU 4 o Tufanrinvay3 fnsed 2

A13199 2 wan1sAnwIARAsLazdIulsLUUNINTgIUNTEUIUNITIRUSNAISYR anTnudausuduntin
nsflAnunlssususzau 4 a7 Tudeninvays lagsau 4 drunan

ASTUIUNIT MIUSNI5VD9 X S.D. SEAU
NUNIUHDUSUAIUNLN

0 MSWUINISNBUATIINN 3.79 0.54 110
o M3Suamztdeudnn 3.76 0.53 110
o nslUsMsvaEiniilsausy 3.79 0.42 110
o mslusnsdlewdseanandisin 3.63 0.50 110

394 3.74 0.49 N
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PNNsENWIANLARTIURENsTUIUNSTRUS MsTeInnudaus uduvthlaesi 4 munanegluseiuun
(X = 3.70) defasansiesunuin msliinisdeunisidiin eglussduinn (X =3.79) mslvuinmsvagin
flsausy egluseiunnn (X =3.79) mssuameidoudnin egluszivann (X =3.76) msliuinsidloudsesnainiiin
agfluszduun (X =3.63) mud1du

FoyamstuamAnfiutoniandunduimeswesiuuing nsdifnyilsususzdu 4 an Tudwinways
Famnsnedi 3

M1319% 3 uansAlfeLasdulsNULNINTgIUNSNEUIN IEUSNsTvRETUUINT nTRlAnwNleIUSEAU 4 17

ludsndnvays
n1snauanlduinsgvesduuing X S.D. SEAU
0 YINUALNAULNIGUSNSISsUTDN 3.70 0.80 110
o YNuagaUsTauNsanakarAuUsEIiula 3.85 0.75 110

Tunswinluaselllviuyaradugila

0 YINUALWULINAULNATA TUS NS IS ISY 3.96 0.67 170
Mhulduimsey
971 3.84 0.50 17N

A7 3 w1 menduanlduimstivesdiuuinig nadAnuilsaususedu 4 an Tudmiavay3
Tnesiweglusyiuun (X = 3.84)

dofinsansiesunui vnuazuuziheulnd@elivinslsausuiviniduinsed egluseduann (X =3.96)
yhuaziaUszaunsnififuazaudseivllunadinluaeillituyaraduqile eglussduunn (X =3.85)
yiuazndusliuinislsasuianads egluseduinn (X =3.70) suddu

ndnAnmamnsAndiusonszuaumslfuinisuarnsndunldiuinie fifedsinuanuunndstiade
duyanaLarnginssuvesilivimsiidmwanensyuiunisliuinsvesninaudeusudnmilsususesu 4 a1
luiminvays
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13197 4 anauandredadediuyananaznginssuveslivsnisndwadenszurunislivinisveaningu

flausudunti
UadgdruunnauazngAnssy NSTUIUNISIAUSNNSURY  t-test / F-Test p-value
msviaadien winudoauTUdIUnin
X S.D.
LA 1.183 0.567
U8 3.79 0.555
VAN 3.73 0.447
9y 1.891 0.793
fnin 25 T 3.86 0.677
26-30 U 3.79 0.376
31-35 U 3.68 0.466
36-40 U 3.75 0.391
40 YUY 3.63 0.562
3ZAUNISANEN 2.602 0.072
fnUSees 3.86 0.685
USeyes 3.74 0.411
gann3yaes 3.68 0.499
1IN 2.482 0.021*
§309dWN 3.71 0.446
NUNNUTIWANT/3FIAUNR 3.87 0.389
winUUIINLENTUY 3.71 0.409
InFeu-tn@nu 3.87 0.697
NSy 3.84 0.537
un 3.46 0.825
s1eld 1.348 0.238
> 15,000 um 3.83 0.702
15,001-20,000 umn 3.67 0.494
20,001-25,000 um 3.76 0.411
25,000 UMTUlY 3.76 0.403
Faaalunsinnn 8.351 0.056*
JUFTIUAN 3.87 0.531
Tungagadunnm 3.74 0.425
Tuneatindngn 3.59 0.530
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A15199 4 (A1)

Uadedruynnauaznginssy NSTUIUNNSIAUSNNSUDY  t-test / F-Test p-value
nsviaadien winudoUsUdIUn
X S.D.
%’mﬂsxmﬁiumimviauﬁafa 4.256 0.002*
Vioudien 3.82 0.42
Useal/dunun 3.71 0.44
inWeou 3.73 0.42
finfagIng 3.95 0.65
qﬂﬂaﬁlﬁumamé"w 1.684 0.170
\iow/Asounts 3.71 0.43
nauvag 3.79 0.51
naNUTEYL/duNun 3.79 0.36
LAUNSAULAED 3.45 0.92
Poamslunisaasiinn 0.130 0.758
neaulall 3.77 0.53
Uiniunuvieadien 3.74 0.50
299AUN9lT T 3.76 0.42
Jasedifidnsnadenisdaduladin 0.580 0.628
ATOUAT) 3.76 0.47
ilou 3.75 0.60
99ANS 3.65 0.48
delawan/densnann 3.77 0.39

o o a

e idedAyneatia 0.05

219307 4 anunsaagulidn dnvesdiedifidadediuyananasnginssunandaduiiannufoiu
senszurunslruImsvesminaufeusudmmiuandeiu WefinnsanseazBeanuin dhviouflsriftade
duyanansiueIn uazngAnssulumsvienfiswnudisailumsdiin fmquszasdlunisunvieaiioasineiu
finudniusenszurunisliuinsvesndnaudeusudruniunndeiu dnveuisiiiitadvdiuyana
MU 918 sedunsAne 51618 wasnginssulumvieadisaduyaraiiiiiuniandae deanslunisassitin
uaztladuiifidvinademaiindatuiaRniudenssuiunmslrminsvesminaudousudmmilsiunnsaiy
ﬁﬂﬁuﬁqaau%"uamagmﬁﬂﬁﬂfﬂvimLﬁa’sﬁﬁﬂﬁaﬁauqﬂﬂaLLazwqaﬂismL,Lmﬂ@i’mﬁ’uﬁmmﬁmﬁwiaﬂizmumﬁ

Trusn1sveendnauABUSUAI LT WANAIAY
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A15797 5 LENIAMUFUNUSNTZUIUNITWIUSNN5VRINLNIUABUSUdunTINnUN1snauNn IgUSN159n

NITUIUNSIAUSNSVBINENNUADUS UFIUNTN msnausnliu3nisen
P Sig
ASLAUSNNSNBUAISNNN 0.504 0.00*
MsSUamzLdyudInn 0.427 0.00%
asTwusmsvasiniilsausy 0.421 0.00*
msliusnsidlowdseananniiin 0.501 0.00*
Aadesu 0.460 0.00%

o w a

wnewme *Adeddgynneans 0.05

<

9nm15747 5 mansiaszianuduRusnssuunsliusnMsvesTneudeusuduntfunsnduan
U397 Tneldnsvnaourdudssavsetsievaaiiosdu (Pearson Product Moment Correlation Coefficient)
WUIINTZUIUNITIRUI AU Innufousudiuni lunmswildedrAgnisada 0.00 sl (P) 0.460
Bslsifanuduiudiugaiuly wansiaunsathsnnensaimousuls (Phusion, 2018)

a 1

A1519%0 6 WANISILATISENTTUIUNITIAUSNI5VRINTNIUABUSUduunTNTBnSnanani1snauun ldusn15an
vaffliuinslsaususzau 4 ann

ASZUIUNS HUINN5VRINTNURBUSUdUMTN b S.E. B t (Sig.)
Constant 0.623 0.326 -1.731 0.083
NMSAUINIABUAISINNN 0.327 0.076 0256 4.315 0.000*
nssuamziouwdin -0.025 0.035 -0.030 -0.546  0.595
msliusnsvasniilsausy 0.214 0.057 0236 3752  0.003*
msliusnsidlowdseananniiin 0.405 0.053 0.379 7.694  0.000*

e *dydfgneata 0.05
Note: R=0.420 R square (R2) =0.676  Adjusted R square = 0.468
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ansiesginszuIunslFEMvemnnuLsUd T EvEnadensndusliu Mt vesliuIns
lsaususzau 4 and ldmsieseianuanneenynn Multiple Linear Regression Analysis (MRA) lnginaila Enter
9nA5197 6 W iefiansandauusnszuaunsiiuinmsvesinnudeuiudumhluusazssumyii fifus 3 é
ﬁﬁﬁm%wamﬂmﬂ@iamsﬂé’umslsi’fu%mssgwaa;:flsi’fu'%mﬂmmmsﬁu 4 a7 oy ityd AN INEIR (Sig<0.05)
leun msliusnmsidleudseanaindiiin (b = 0.405) mslvudnisneunisdnsin (b = 0.327) msliuinnsva
windlsauss (b = 0.214) uag laonislruinmadeudseenainiiinilavinanisuingsan nanfe Weduiumiag
yoamsliinadlendseananiiinifindu 1 mise asdsmalimandunldvinmsswesdlduinslaususedu 4 am
ity 0.405 mihe dwfulsdviwansuinsesasnie nsliuinisdeunsdin nannfe ieduumie
voamsliuinseunisdindisdu 1 vihe svdmalfnsnduliuinesesliuinslsususedu 4 sty
0.327 e wagnsliuinsvasinflsausy namie e uumhevesmsliuinmevusinflsausudiadu 1 e
wdsnalviniandunliuinistvesdliuinislsususedu 4 aafutu 0.214 wihe Turaed msdvamadeu
i wudlifidvinadentsndualiuinissivesdliuinsTaususedu 4 am defufaguléd fuvsnssuiunis
Trusmsveswinaudeusudumihannsanensainisnduuilivinstwesliuimelsususedy 4 amildfian
fio mslviuinmsneunsdiin msliuimsvaeiindlsusy uaznsliviniileudseonaniiindsanunsaneinsal
PaEENNT Y1 = 0.623 + 0.327 X1+ 0.214 X3 + 0.405 X,

dlenaaeuaufgiumuiulsmuduiaieafenisnduavendindn §3deTdldvhmannaeudulsyans
amé’mﬁuﬁ‘mmamaszmmmm?hLLUwé’ﬂImamsﬁmuﬂﬁ’aLLiJisJaEf[,um3ﬂ5U3JW‘L%’U‘%misz}"lwaa;:ﬂ%ﬁmﬂiaLLi@J
5¥iU 4 A1 Fensei 7

A13197 7 Wan1TIATIERANduUsEANSandunuSANannENAnYRIRuUITMUNATTNEUNT IEUSNSYn
v lHuTN1sl5usuNTEAU 4 A0

fauus Y1 Y2 Y3
Adj R*= 50.5 Adj R*= 48.3 Adj R*= 36.9
X1 483%* 524 229%*
X2 079 039 086
X3 136%* .683%* 542%*
X4 .569%* .483%* .306**

vanewe: ** = ffeddyneainiseiu 0.01 (p<.01)
NG X1 NIFIAUINITNBUNTIND

X2 M35UamzLdgudnn

X3 nsTiusnisaeiniilsausy

xa nstuinisdloundseanainiiin

Y1 msnduanldusnnsen

Y2 Asusnanuseaunsana
Y3 Msiuziiviaynnadu
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AT 7 WU WevinsdunmsnauniiuInsTvesdliuinisisausy seau 4 el wausazlady
Tunszurunshiusmsvesndnanuseusudnthavdmaliin nsnduinliusnisgveslduinislsaususdiu 4 a1
wananaiulueail

a

1. nsndusnlduimstivesdlivinislssususedv 4 ana dunisndvunlduinigeg (v) d8vdna
AONTEUIUNTIAUSNITRINENIUR DU Ud Ut Ndswa g 19llledAysaialy 3 drusedufe nsiusng
Aounsuiniin (X ) msliusmsvasgsindlssusy (X)) nisliusnsilleudseanainiivin (X ) aweaunisanaeeniga

FUTDIATULUUNINTFIY
Y= O.483(X1) + O.136(X3) + O.569(X4)

2. mandunlduimasdivesfliuinslsususedu 4 a1 FumsuenidUssaunisniia (v) f8wdna
fonszurunsliudnisveantnyudeusudumindidwmasgaiited fuvsadnly 3 dudetuie nisliusnns
riounsuiin (X ) nslsunsvasgsiniilssusy (X)) nsliudnsileudseananndiiin (X,) Muaunsanaeenya
FUVDIAZLUULINTFIU

Y= O.524(X1) + O.683(X3) + 0.483(X4)

3. nandualduinisnveslduinislsususedu 4 an Frunisuusideyaaady (v)) 88vdna
senszuunsEN e usuwhidmeaetaiilbddmeadilu 3 shusheiufie mslismsreunisdinin
(X) nsliusnisunieinilsausy (X.) nsliusnisidleudsesnanndisn (X)) AEAIANnDENRUFUVDIATIUL
UINTFIU

Y= O.229(X1) + O.542(X3) + O.306(X4)

d3Unan13ILUAZaAUTIENA
sgdumsliuinmsvemtinnudeuiudumiuaznisndunliuinistesglivinislsususedu 4 an
ludwminvays wuiaumsiiuinsneuniswinegluseauinn lneamsiunuin ndnaulisgazideaiesin
wagiauenaienagluseduiin nsaueautIBmie ninnudsewipinasiidwusilagnisiauedoya
vidomadenduilleviosinveslsusuliing msneudnumienisedunedeyarnag searmidule diaenados
fuauideves Chaisaengpratheep (2018) filsinsAny1 AunmuInisvesgsfalssusuludminvuesay
wuin anwdeanisvesgnilusuganimuinisuazauduinslulsausuifiszuunsdanisamninuinng
TifnnsguuasiivsAninmaninsonevauasaudoansld aunwnsliuinsasiiunntosfiedatuogiuse
vosnunnBunadauazannndmin Sniiiaenndesiu Hashem (2018) finutdvsnalunsliusnisie
fuimsfiiinee Bormngy danubangu 1Wuling dndede fAsuAlulyviimnzauuasdoidoseadliuing
Srudsaenunmnisuinisiedu funsfuamadeudineglussdumnlnsniwsan wiinaundiavinme
og1agnmuazriduiing vinsfedsendeluning egluszfuuin azvieuliifudimdnauiinigliuiang
oensfiufduiusindoindulumudnunyiiTianas Tansssuvesaulnefifaugeutey Beilelunsliuing
#s#l Schuhmacher and Kuester (2012) nanafangAnssuguilaain guilaadiulngjazfianelalunisuing
Soldsunsnouaues nisuinsiidasriliglduinisidnfamelazuazaniiatudodlduinisldsunavauos
Tudsiidoanisvdoussquhmnelusedunils amnudndinanaranadiiatumnarudesnsuiogamuety
lails¥unismevaussinn Feaenadasfiuauidees Boontom, Ruangrob and Wisitthikat (2020) @nwnAmniw
nMsuinsfisinasienwdnuwaiuazauasinAnddelsiusy sedu 3 A2 vestinveiisrvnlvnguaz s
Tuwaifiesiven Sminvays wuin lsussmnanasludminvaysitdnvieafisrynsmaunliving nwdnuel
uazAmAMNNSUINTveslstusnamanarslufmiavayiiinadeszuanudilalunisndumnliusnnslsausue
WosmnammmmsuimsandusiusidineliAnnminualasanuussiulafifdeinvieadis: Snifdiaenades
AUUITEUDY Khemthong and Ngamvichaikit (2018) ﬁWU’j’lﬁmuﬂib’ﬂaUﬂ’ﬁﬁqiﬁﬁﬂiﬂLLﬁNﬁﬂ?ﬁuﬁaﬂﬂﬂiﬁﬁlzﬁwuq
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yanansiitelindseansnmvesmsuinislusunisianisuinismelunidauaznisdomsussauanuiugni
gariin shunslsuinisvasinillsusy ogfluszduann lnesumwinaudiaunseiiosodu whilatemdeuazudtiam
Isegnamnida eglussdvannuasninauaansolimuusinfisduuennieainuinsimld Téud vinsuuzih
anuiivieniien nsuuzihnsfudslusaauianeg agluszdvun Tnedranailunisliuinis asvenenan
Tumsliusmssumsquagiirinlulsusslumsliuinisnasna 24 9lus Fsaonadosiu Hashem (2018) fiwuin
matelald nisuimsrternaaensverna i dunaneuaussiuanundeslunisliuins Snisdaenndesrtiu
Narangajavana and Hu (2008) fina1331 msdaauuimsniinanulsausuiudsiidrdayiianunsayinlyigidnindugie
aunnlunsliuing sunslidnisilendsesnanniivin egluszduann lasamsm minsnudavienansaldane
hegnagnieanazsings nszuaumsliusmsveaninnusousudumihidvsnaniwmsadauandenisnduanliuinng

%1 Hesannszuiunsinaulaninlulsasuwagnstrusnisianudf e iinag nauun lgus N5 N5

Y
%

uarduuinisen sudufesnunssuiuniavand wu enufianelavestidnitn duduinisdiaunin Wuituseivla
vosfdnmin suiamstiruaRifdeauiuarUsmMIasildinndunliuinmedindmsatunamsideues Shiand Su
(2007) @mmwmsﬁmwaqLLmuﬂéfau%JUL‘fluz?'ﬂéwﬁmﬁaﬂﬁm%’ummﬁawaiﬁlﬁuaqaﬂﬁﬁLﬁauﬁuﬁ’;uguﬂmmmﬂ%’ﬁmi
WRBIfuLANYEY Berezina et al. (2012) finuin vasnfiglivinislivinsudnudfianelauasvinund
suaaﬁlﬁzjmmi%muammLummm5%a%ﬂw'ﬁamiﬂaumﬂﬁnmﬂWism wazdiaenndasiuLIAnYeY Kozak (2001)
fiwut seduauenelaluvinismensviesfieafienudiniusiuaudilafiazndusniendisuiu

Horeuauuzildsuannsise

1. Tunmsiaunnszuaunsiusms Isawsuasivanasslunsiaiuunsguveaiiusmsluisaenssuuns
weaannuiemelaliglduins fimsduafilflsusudinisussiiunasgumsliuinmsang@eey grssnand
viefisraumsainnmbenuiifeideuaratuayy weidunsianwinnudeusudmumin

2. mmumslivinslusunisamedoudin lesmnifugeddgidlduinsaslddutanisuinig
PnnuELmTiniase ssuunslianuddyiuinuazameadou

3. msiansunsUi MY fieenaniviniAeiunsiinnualafuinveaderfniduinslusayeg
nslfusnsnssuanuiesmsvestineaileafioaiunnufinelawaenduulivinmssedwieies

v o [ a o Y o
daiauanuzdmiun1sIdeasednly

AsiimMAdeludnunmn insvaglisudeyaniseasiBenlulddnuniu Wy Mmidunvaivsenisuane
Auntnanuliuinis guinislssusy weddeyalednludesanuaziniunnuie
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Effective CSR Communication influencing Word of Mouth Intention in Beauty
and Personal Care Products: The Mediating Effects of Skepticism and Brand
Authenticity
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Abstract

The objective of this study was to investigate Corporate Social responsibility (CSR) communication
and Corporate Social Responsibility (CSR) - Company Ability (CA) beliefs on various effects including Corporate
Social responsibility (CSR) skepticism, brand authenticity, and word-of-mouth intention from younger
generations regarding the message from beauty and personal care product companies. Samples of 250
among generations Y and Z were collected by using purpose sampling and examined all hypothesized
relationships by using structural equation modeling. It was found that Corporate Social Responsibility (CSR)
communication and Corporate Social Responsibility (CSR) - Company Ability (CA) beliefs directly affected
Corporate Social Responsibility (CSR) skepticism and brand authenticity. As for the mediating role, brand
authenticity was found to have an indirect effect on the relationship between Corporate Social Responsibility
(CSR) communication and word-of-mouth intention, whereas the mediating role of Corporate Social Responsibility
(CSR) skepticism was not found. The results from this study should be beneficial for practitioners in
developing effective Corporate Social Responsibility (CSR) communication for beauty and personal care
products. Moreover, it can be used for the strategic guidelines in order to strengthen the policy of beauty

and personal care products in the future.

Keywords: Corporate Social Responsibility (CSR) Communication, Skepticism,
Brand Authenticity, Word-of-Mouth Intention
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fnqusrasduasnitovesidded elnreinstomaienfunnuiuiiavousodiny wazarudo
fiflfionuannasErIiANuURnveUsodinL wazANaNINTvRsUETinanansynusenwadEluAansTu
diedsau Auuviaiewensndud waranuidlauendevesnaguauiuludlundundnfasinueuuasun S
uasme ngusegradunuiueistu Y uaz Z $1uiu 250 au Taon1sdufiegsuuunzanz s Lasnnaey
auyfgusenuuiiassaunislasiaing wanAidenuin msdeansifeafuaufuinveudedinuuazauauide
TeanuaunasznInNaNUTURnveUsad Al LarANaITnvRIUTENdmansenulngnsiaauasdelufanssy
\iedsAnuazaLuinwensdufesaivedAyniada dmsunsmaaeufuUIAUNaIE HUTIANLTRSS
vosnAudiinaniadondoanuduiusszninnisdoanisasuiansaiiedinuuazainudslavende
Turnifienuasdelufianssuiodinuldwuihiinamsden naniteiiiudsslonddoduszneumaiieliidudeya
dmsumaausunmsdeasiieaifunnuiuisveusedsauegsiisansnmlundundnfarinnunuuazguatneme
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Introduction

The concept of corporate social responsibility (CSR) has received much interest from practitioners
and academia on its doubtful effects that the CSR claims made by a company are usually for improving
the company or brand positioning and image (Du, Bhattacharya & Sen, 2010; Morsing & Spence, 2019).
Even though the doubts on the motive to engage in CSR initiatives are persisted, the concept of CSR remains
part of the company's obligations to the welfare of society as expected by society at large. Moreover,
the call for CSR engagement is also driven by the increasing concerns on environmental issues such as pollution
(i.e., PM 2.5) and consumer trend demanding more support from a company with the purposive-driven value
among generations Z and Y, respectively ( Euromonitor International, 2021b). However, even though the
situation of Coronavirus pandemic continues since 2019 and affects the firm performance of many industries,
the communication on CSR involvement of the company is continued. Euromonitor International (2021a),
reports that the beauty and personal care products industry has been affected by the pandemic as the
majority of the inbound travelers normally generate a substantial amount of sales for these products;
thus, the volume of sales in the Thai market was declined in 2020 by 0.90% from the previous year.
However, the growth rate of this industry is mixed among different products. For instance, Covid-19 seems
to be doing well for new normal lifestyle products such as soap, mouthwash and hand care, but damaging
the growth rate of makeup products such as lipstick and nail product. With this situation, manufacturers of
these products attempted to use many communication strategies to maintain their existence and financial
performance (Euromonitor, 2021a). One of the communication strategies engaged by a company during a
crisis period is communicating about its involvement in CSR activities. For instance, L’Oreal continues to
make its commitment to CSR communication even during the Covid-19 crisis by introducing a new advertisement
campaign entitled “Create the Beauty that Moves the World”.  This campaign was introduced in June
2021 to enhance the power of women, diversity, and its commitment to innovation and caring for the
planet (L'Oreal, 2020). Another example of a company in the beauty and personal care products that
continues to communicate about its involvement in CSR during the pandemic crisis is Unilever Thailand.
“Every U Does Good” campaign has been introduced to emphasize sustainable living such as promoting

recycled plastics for every Sunlight bottle (Bangkok Post, 2021).
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While practitioners continue communicating about their engagement in CSR activities, academia
seeks out the reasons to communicate about CSR initiatives. The investigations are its effect on the financial
performance of the firm and found mixed results (Cho, Chung, & Young, 2019), with some weak relationships
(Sinha, Sachdeva & Yadav, 2018) and positive effects (Javed, Rashid, Hussain & Ali, 2020). Apart from assessing
the impact of CSR on financial performance, other company’s evaluations are also considered such as
the effect of CSR on brand attitudes (Zhigang & Haoming, 2020), word-of-mouth (Markovic, Iglesias, Qiu &
Bagherzadeh, 2021), patronage intention (Moreno & Kang, 2020), and corporate reputation (Kim, 2019).
This study should be beneficial to the practitioners in the beauty and personal care products industry to
realize both negative and positive effects which can be derived from CSR communication, thus more effective
and quality communication is called. Therefore, with the severe crisis of the pandemic, this study aims to
investigate the effects of CSR communication and CSR-company ability (CA) on skepticism, brand authenticity,
and word-of-mouth intention. In other words, if the involvement in CSR activities is communicated effectively,
it should result in positive word-of-mouth, possibly with the presence of mediators such as CSR skepticism
and brand authenticity (Kim & Rim, 2019; Markovic, Iglesias, Qiu & Bagherzadeh, 2021). Moreover, this study
intends to examine multiple mediators including CSR skepticism and brand authenticity simultaneously as

an expansion of the extant research.

Theoretical Background

Cognitive Consistency Theory

The cognitive consistency theory explains how individuals balance their psychological aspects including
perception, attitude, and an evaluation of a specific subject (Kruglanski et al., 2018). This paradigm expresses
the probability conditions between causal relationships that an occurrence of one thing should imply the
existence of another (Kruglanski et al., 2018). For instance, if an individual believes in a company’s abilities
to maintain a good quality product, then the willingness to the company should generally be very likely;
thus cognitive consistency exists. On the other hand, if there is a strong belief in the company’s ability,
but the tendency to support the company is less likely, then cognitive inconsistency is presented. Moreover,
cognitive inconsistency can also be referred to as cognitive dissonance which explains the discrepancies
in the psychological state of mind (Gawronski & Brannon, 2019). Based on this knowledge, a study by Ahn
and Kwon (2020) investigated the effect of CSR perception in the hotel industry on behavioral intention by
proposing that a positive perception of CSR involvement should positively influence behavioral intention.
As a result, it was found that the findings of the study by Ahn and Kwon (2020) were supported by the cognitive
consistency theory explaining that positive CSR perception influences behavioral intention positively through

mediators including trust and commitment.
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Corporate Social Responsibility (CSR)

The more traditional definition of corporate social responsibility (CSR) is defined as the managerial
obligation a company has to society to improve or protect its well-being (Davis & Blomstrom, 1975).
Carroll (1991) classified these obligations into four categories including economic, legal, ethical, and discretionary
activities, and viewed that for a company to be involved in discretionary activities, the more basic responsibility
should be considered initially (i.e., economic, legal, and ethical). Moreover, in the literature, many terminologies
are perceived to have similar meanings to CSR such as corporate social performance, corporate social
responsiveness (Carroll, 1979; Frederick, 1994; Wartick & Cochran, 1985), and corporate citizenship
(Carroll, 1998). However, CSR is the most commonly used marketing terminology and later extended into
more strategical marketing terms such as cause-related marketing (CRM). Marketers use CRM to integrate
social cause with a marketing campaign to attract customers to be more interested in the product or brand
(Kotler & Lee, 2005).

Apart from various terminologies used in CSR, another complementary concept assisting the
understanding of whom the corporate should be responsible is explained under the theory of stakeholder.
Freeman (1984, p. 46) defines a stakeholder as “any group or individual who can affect or is affected by the
achievement of the organization’s objectives”. Therefore, when evaluating CSR initiatives, the stakeholder
group can affect and is affected by the performance of an organization in the aspects of economical,
legal, ethical, and discretionary should be of concern. Furthermore, in general, stakeholder groups can also
be seen as internal (i.e., employees) or external (i.e., local communities, suppliers, customers, investors)
to the company and are of focus when communicating about CSR initiatives (Coombs & Holladay, 2012).

Moreover, in 2015, the United Nations made a call globally to take action in solving social-economic,
and environmental issues and pursue sustainability. Thus, the 17 Sustainable Development Goals (SDGs)
were developed (United Nations Development Programme, 2022). The 17 SDGs are consistent with
the previous concept of sustainability to include the triple bottom line (TLB) including profit, people,
and planet (Alhaddi, 2015). Based on the concept of sustainability, it can be said that the ultimate goal for
the company to engage in CSR activities is to achieve sustainability goals.

Nonetheless, the more challenging consideration about engaging in CSR activities is how to communicate
without sounding as if a company is bragging about it. Thus communication about the company’s engagement
in CSR activities is not a simple task compared to other companies' communication on its abilities such
as innovation or superior service, as the evidence is easier to assess by the customers (Du, Bhattacharya
& Sen, 2010). Sen and Bhattacharya (2001) explain that a company can be viewed as placing more effort
on CSR might come at a cost to investing in other company’s abilities (CA) such as innovation and quality
improvement. This perception is referred to as ‘corporate social responsibility and company abilities
(CSR-CA) beliefs’ (Sen & Bhattacharya, 2001). In other words, more enthusiasm in communicating about
CSR initiatives may be perceived by the stakeholders as ‘self-promotional’” communication and possibly
increase the doubt of the true motive to engage in CSR activities. This will eventually place a company in
double edges sword situation (Coombs & Holladay, 2012; Morsing & Spence, 2019). For instance, customers
might view a company that too emphasizes CSR communication as spending a high budget on promoting

CSR activities rather than putting the effort and money into CSR involvement.
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While there is a crucial challenge in communicating about the company’s CSR initiatives (Coombs &
Holladay, 2012), various attempts to measure the effectiveness of CSR communication (Bartikowski & Berens,
2021; Kim, 2019; Zhigang & Haoming, 2020) Kim (2019) explains the expectation-confirmation theory (ECT)
approach that consumers usually assign certain expectations before purchasing a product. The result of
satisfaction confirms that the customer's expectations are met (Oliver, 1993). Thus, in the context of CSR
communication, it can be said that consumers respond positively to socially responsible as confirmations
of how their expectations are met. This study adopts the CSR communication scale from Kim and Rim
(2019) composed of five dimensions: CSR informativeness, personal relevance, transparency, objectivity,
and promotional tone. As stakeholder groups request information on CSR involvements, it is very important
to fulfill their needs. Thus, the informativeness dimension of CSR communication, based on the stakeholder
information strategy (Morsing & Schultz, 2006), attempts to convey public information about the CSR activities
provided by the company in the form of one-way communication focusing on telling rather than creating
the conversation from both ends (Morsing & Schultz, 2006). However, the information provided to the stakeholder
should cover the company’s effort to clearly express its commmitment, continuity, and motive in the CSR
message (Kim & Ferguson, 2018). The second dimension of CSR communication is personal relevance which
captures the intangible characteristics of the company to express how the CSR message can be related
to the stakeholder’s personal life experience. This concept is highly recommended when communicating
with persuasive messages (Kim & Ferguson, 2018). The third dimension of CSR communication attempts to
measure how a company discloses all CSR information regardless of whether it is doing good or bad to the
company, referred to as transparency (Kim & Ferguson, 2018). Objectivity dimension of CSR communication
focuses on the facts of the company engagement in CSR activities, without an attempt of appraise itself
(Coombs & Holladay, 2012). The promotional tone of CSR communication is considered when the tone of
the message is too prominent and appearing too frequently (Coombs & Holladay, 2012). The promotional
tone of CSR messages plays an important role in leading to a higher degree of public skepticism
(Kim & Ferguson, 2018). This multidimensional scale of CSR communication is a measurement employed
to assess how effective CSR is being communicated to the target audiences, rather than emphasizing the

different CSR activities engaged by the company.

Skepticism

Skepticism is a concept explaining an individual's reaction to the other’s communication in a specific
context. According to Obermiller and Spangenberg (1998), skepticism can be defined as the likelihood for
an individual to assess how the claims made are believable or doubtful. These claims may be evaluated on
the degree of truthfulness and the genuine motive behind those claims (Obermiller & Spangenberg, 1998).
The reaction responds as a doubt on what is said or done by others can, in turn, be convinced by solid
evidence or proof (Mohr, Eroglu & Ellen, 1998). Thus, skepticism can either be reduced or increased based
on the marketing interactions and customer engagement through the learning process (de Pechpeyrou &
Odou, 2012).

There are two different approaches to consumer skepticism in marketing, including the dispositional
and situational approaches (de Pechpeyrou & Odou, 2012). The dispositional approach views skepticism
as a durable characteristic of a consumer in any commercial. In the dispositional approach of skepticism,
the tendency for an individual to be doubtful and skeptical about the marketer's motive also depends on
one’s personality traits (Ham & Kim, 2020). Whilst the situational approach focuses on the characteristics
of the commercial itself, it might create skepticism in customers' minds at one moment regardless of their

personality traits (de Pechpeyrou & Odou, 2012; Ham & Kim, 2020). For instance, the consumer might not
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be skeptical in general, but they have some concerns and doubt believing in the message made by the
company about its engagement in environmental activities. For this study, the situational approach will be
employed to investigate the consumers' doubts about CSR communication based on the quality of the
content in the message, regardless of their personality traits. Accordingly, it is referred to as CSR skepticism
in this study and defined as the tendency of the public to question and doubt the position and behavior
of the organization claiming to have a sense of social responsibility (Kim & Rim, 2019; Lee, 2020).
Moreover, many studies attempted to examine the effect of CSR skepticism. For instance, based on the
study by Arli, van Esch, Northey, Lee and Dimitriu (2019), examined the relationship between CSR skepticism
on perceived corporate reputation and found that CSR skepticism can increase perceived corporate reputation

only if the degree of CSR skepticism is relatively low.

Brand Authenticity

The concept of brand authenticity creates challenges for marketing academia due to various definitions
employed, with no coherent theory yet to be developed (Nunes, Ordanini, & Giambastiani, 2021).
Some of the traditional definitions in various disciplines referred to authenticity as a ‘historic experience’
allowing people in the modern days to experience what others in the past experienced (Handler & Saxton,
1988). In the marketing field, there are many terms used to refer to authenticity such as ‘genuineness’
(Grayson & Martinec, 2004; Stern, 1996), ‘positive valuation’ (Stern, 1996) ‘originality’ (Holt, 2002), and
according to the study of Beverland (2006, p. 253) authenticity is viewed by the winery producer as
"heritage and pedigree, stylistic consistency, quality commitments, relationship to place, method of production,
and downplaying commercial considerations". However, this study refers to brand authenticity as marketing
offerings of the brand in a truthful manner based on an individual’s evaluation rather than the historical
attributes of the brand (Bruhn, Schoenmuiller, Schafer & Heinrich, 2012; Dwivedi & McDonald, 2018; Morhart, Malér,
Guévremont, Girardin & Grohmann, 2015). In this matter, any of the brand attribute and positioning can be
evaluated for its authenticity (Arya, Verma, Sethi & Agarwal, 2019; Dwivedi & McDonald, 2018). According
to previous research on brand authenticity, a unidimensional scale was employed (Dwivedi & McDonald,
2018; Markovic et al., 2021). However, this study assesses brand authenticity on a four-dimensional scale
including continuity, reliability, originality, and naturalness (Arya et al., 2019; Bruhn et al., 2012). Based on
Bruhn et al. (2012), the first dimension of brand authenticity—continuity—intends to assess how a company
is stable, endure and consistent on its identity and value. The originality dimension of brand authenticity
refers to the company uniqueness and superiority as compared to its competitor. The third dimension
of brand authenticity is reliability which captures a company’s credibility and ability to keep its promises
throughout its offerings. Finally, the naturalness dimension of brand authenticity assesses a company being

genuine and real in doing business.

Word of Mouth Intention

Extant research investigates various effects of CSR communication and found that it can be both
positive (e.g., customer loyalty, retention, and positive word-of-mouth) and negative (e.g., customer
boycotting and negative word-of-mouth) (Hillenbrand, Money, & Ghobadian, 2013). According to Westbrook
(1987), word-of-mouth results from affective responses after the customer evaluates certain motivations'
meaning, causes, or personal implications. Word-of-mouth is traditionally defined as informal communications
voluntary from the existing customers to others to provide information on the characteristics and experience
they gained from using products and services (Westbrook, 1987). However, with the increased use of social
media as another form of the communication platform, word-of-mouth can interact both face-to-face
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and online (Kang, Hong & Hubbard, 2020). Thus, word-of-mouth is a preferred consumer behavior from the
marketing point of view. This study intends to investigate word-of-mouth intention. In general, behavior
intention can be defined as the degree of willingness to respond to the product or service (Yang, Yu, Zo
& Choi, 2016). This intention is an important factor to predict the actual behavior intended to act in the
future (Rahman, Das, Hossain & Tajrin, 2021). Thus, this study views word-of-mouth intention as the degree
of willingness to voluntarily communicate about the company, a brand, and all the claims made.

Hypothesis Development

As the claim of CSR often received much conspicuous, many studies investigated the motives
of engaging in CSR activities (Bhaduri, Jung & Ha-Brookshire, 2021; Kim & Rim, 2019; Lee, 2020). However,
the study by Kim and Rim (2019) which conducted research using the survey method among US consumers,
found that the relationship between effective CSR communication and skepticism is negative. This can also
be explained by the cognitive consistency theory that if the company can provide quality information with a
higher degree of informativeness, personal relevance, transparency, and objectivity and less promotional tone
about its involvement in CSR activities, skepticism on CSR will be reduced. Moreover, there is an increased
demand for the company with the involvement in CSR activities to be more authentic (Grayson & Martinec, 2004;
Markovic et al., 2021). Accordingly, many researchers examined the relationship between CSR
communication and brand authenticity and found a positive relationship (Markovic et al., 2021; Ragas &
Roberts, 2009). A study by Dwivedi and McDonald (2018) also investigated the effect of brand marketing
communication and brand authenticity in fast-moving consumer goods (FMCGs) and found a significant
positive effect. Similarly, it is anticipated that a positive effect will also occur in the context of CSR communication
aswell. According to the cognitive consistency theory, if a company can communicate about its CSR involvement
effectively, it should enhance the brand authenticity of the company in terms of continuity, reliability,
originality, and naturalness. Thus, this research anticipates investigating both negative and positive effects

of effective CSR communication and hypothesized that:

H1: Effective CSR communication has a significant negative effect on CSR skepticism.

H2: Effective CSR communication has a significant positive effect on brand authenticity.

Apart from creating effective communication on CSR initiatives, marketers and academia are also
interested in the customer’s viewpoints on CSR in general. Sen and Bhattacharya (2001), suggest that engaging
and communicating about CSR activities should balance other corporate abilities (CA) In other words,
a company that heavily makes claims about its CSR involvement should not ignore the company's core
abilities such as innovation, quality management, or price reduction; otherwise, the consumers may respond
negatively to the company and brand. The CSR-CA beliefs describe that an engagement in CSR activities
will detach from other core abilities of the company (Sen & Bhattacharya, 2001). In a study by Bhaduri et al.
(2021) a consumer with high CSR-CA beliefs is more than likely to assign negative perceptions toward the
company because they believe that merely being socially responsible does not always provide the best
product offers. However, on the other hand, if a company engages in CSR initiatives and still maintains its
quality in product offers, the consumer should respond positively to that company, as explained in cognitive
consistency theory. The effects of CSR-CA beliefs on skepticism and brand authenticity are underpinned by
the cognitive consistency theory and thus, it is hypothesized that:

H3: CSR-CA beliefs have a significant positive effect on CSR skepticism.
H4: CSR-CA beliefs have a significant negative effect on brand authenticity.
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As word-of-mouth tends to be spreading faster when communicating about CSR activities, especially
in the case of negative word-of-mouth (Markovic et al., 2021), this study aims to investigate the mediating
effects of CSR skepticism and brand authenticity on the relationship between CSR communication and
word-of-mouth intention. The proposed relationships can be explained by the cognitive consistency theory
where the psychological states including CSR skepticism and brand authenticity are in agreement with
word-of-mouth intention. Consistent with a study by Kim and Rim (2019), it was found that skepticism
significantly mediates the relationship between CSR communication and company and purchase intention.
On the other hand, another study investigated relationships between CSR, brand authenticity,
and word-of-mouth, and positive direct relationships were found (Markovic et al., 2021). However, this study
extends the study of Markovic et al. (2021) by assessing the mediating effect of brand authenticity on CSR
communication and word-of-mouth intention. Therefore, this study hypothesized that:

H5: The relationship between CSR communication and word of mouth intention is mediated by
the degree of CSR skepticism.
Hé: The relationship between CSR communication and word of mouth intention is mediated by

brand authenticity.

Figure 1 illustrates the conceptual research model to incorporate all relationships hypothesized in
this study. The theoretical underpinning of these relationships is explained in the previous section.

Effective CSR

Communication

CSR

Skepticism Ho

WOM

Intention

H6

Brand
Authenticity

CSR-CA Belief

- Mediating effect

Figure 1: Conceptual Research Model

Research Methodology

This study intends to investigate younger generation consumers of beauty and personal care products.
These younger generation consumers are composed of generations Y and Z who are older than 18 to make sure
that they make their own decisions when purchasing beauty and personal care products. Generations
Y and Z are focused on this study because they are found to be more demanding for a company with
purpose-driven values (Euromonitor International, 2021b). The target participants must meet the following
criteria; i) they have age between 18- 27 years old for generation Z and 28-42 years old for generation
Y (Francis & Hoefel, 2018); and ii) they must select one of the companies within beauty and personal
care products that they have come into contact with its communication message about CSR activities.
The sample of this study will be drawn by using the judgmental sampling technique. As for the data collection,
the Google Form link will be posted publicly on the researcher's social media platforms (e.i., Facebook,
Instagram, and Line). Furthermore, the research protocol of this study has been approved by Institutional
Review Board, Institute for Population and Social Research, Mahidol University (IPSR-IRB).
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The measurement scales for all five constructs will be adapted from existing scales, with the Cronbach's
Alpha score above .70. Thus, all scales generally accepted the reliability test (Nunnally & Bernstein, 1994),

as shown in Table 1.

Table 1: Measurements and Their Cronbach’s Alphas

Cronbach’s Alpha
Coefficient (X)

Construct Number of Items

Effective CSR Communication (Kim & Rim, 2019)

CSR Informativeness 5 .94
Personal Relevance 3 93
Transparency 3 .94
Objectivity 2 .86
Promotional Tone 3 .87
CSR-CA Beliefs (Bhaduri et al., 2021) 9 .89
Skepticism (Mohr, Eroglu & Ellen, 1998) 4 79
Brand Authenticity (Arya et al., 2019 adapted
from Bruhn et al., 2012)
Continuity il .85
Originality a4 .80
Reliability a4 .80
Naturalness 3 .82
Word-of-Mouth Intention (Markovic et al., 2021) 3 .93

The minimum sample size is calculated using G*Power to conduct F-tests (multiple linear regression)
with a medium effect size, five predictors, and an error probability of .05 (Faul, Erdfelder, Buchner & Lang, 2009).
Thus, the minimum sample size is 138 respondents. Also, according to Hair, Black, Babin and Anderson
(2010), the minimum sample size of 150 should also be considered based on the model complexity of five
constructs with modest communalities (.5). After the actual data collection, 250 responses were returned
and continued for data analysis. The statistical tool used to test hypothesized relationships (H1-H6) is structural
equations modeling (SEM) to eliminate measurement errors and be able to simultaneously investigate all
the relationships (Hair et al., 2010).
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Research Findings

According to the data collection, it was found that most of the respondents are females (63.2%)
and Generation Z (88.4%). The education level of the respondents is mostly below bachelor's degree holders
(53.6%), followed by bachelor’s degree graduates (41.2%). Accordingly, the majority of the respondents
earned monthly incomes below 15,000 THB (72.0%) and between 15,000-30,000 THB (17.6%), and most of
them live with 3-4 family members in a household (57.2%). The study asked the respondents to choose
a beauty and personal care company that they have heard about the communication on CSR activities.
It was found that most of them can recall some of the CSR information from L’Oreal Thailand (20.8%),
followed by Amway Thailand (20.0%), Smooth E (18.0%), and Unilever Thai (13.6%), respectively.

The study continues assessing reliability and validity to achieve preliminary testing of the measurement
scale before proceeding with hypothesis testing using SEM. All of the measures used in this study are
multi-item scales adapted from previous studies. Thus, confirmatory factor analysis (CFA) was performed
for all 5 constructs. It was found that 2 of the CSR-CA beliefs construct produced very low loading scores
(CSR_CA7 and CSR_CA9), so they were firstly removed from the construct. Another 3 items of the CSR-CA
beliefs construct and 1 item of skepticism construct (Skep1) showed high modification indices with multiple
observed variables. Thus, they were removed, remaining 41 items from all 5 constructs were. To evaluate
the model fit of CFA, the values indicating goodness of fit should meet the rule of thumb including a significant
p-value of XZ, CFlabove 0.92, TLI above 0.92, and GFl greater than 0.90. In addition, the indices to evaluate
badness of fit should also be considered including SRMR and RMSEA of less than 0.08 (Hair et al.,
2010). Thus, the model fit was acceptable: X2 = 933.153; DF = 699 (p = 0.000), CFI = 0.966; TLI = 0.961,;
GFI = 0.854; RMSEA = 0.037; SRMR = 0.054. As indicated GFl's value should be above 0.90, but it is noticeable
that the GFI index can be sensitive to the sample size, causing the values to be below 0.90 (Hair et al,,
2010). Thus, many studies investigating the CFA chose to report other fit indices such as X”and CFl instead
(Arli et al., 2019; Dwivedi & McDonald, 2018; Moreno & Kang, 2020). Accordingly, with all other indices
(i.e., XZ, CFI, TLI) indicating a good fit, the model is achieved as a reasonable fit in this study.

Table 2: Reliability and Convergent Validity of the Constructs

Construct/ Indicators Mean Std. Loading CR Cronbach's AVE
Deviation Alpha
CSR Communication: Informativeness 0.850 0.847 0.531
CSR_Infol 3.872 0.733 0.759
CSR_Info2 3.892 0.761 0.757
CSR_Info3 3.832 0.794 0.752
CSR_Info4 3.956 0.740
CSR_Info5 3.864 0.754 0.693
CSR Communication: Personal Relevance 0.840 0.842 0.637
CSR_Rell1 3.860 0.745 0.816
CSR_Rel2 3.772 0.807 0.729
CSR_Rel3 3.812 0.802 0.844
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Table 2: Reliability and Convergent Validity of the Constructs

Construct/ Indicators Mean >td. Loading CR Cronbach's AVE
Deviation Alpha
CSR Communication: Transparency 0.834 0.832 0.626
CSR_Tran1 3.792 0.769 0.780
CSR_Tran2 3.668 0.964 0.809
CSR_Tran3 3.728 0.935 0.785
CSR Communication: Objectivity 0.671 0.691 0.505
CSR_Obj1 2.224 0.868 0.696
CSR_Obj2 2.124 0.779 0.725
CSR Communication: Promotional Tone 0.748 0.748 0.503
CSR_Pro1 3.924 0.770 0.586
CSR_Pro2 3.844 0.731 0.687
CSR_Pro3 1.924 0.765 0.832
CSR-CA Beliefs 0.916 0.916 0.732
CSR_CA2 2.748 1.146 0.808
CSR_CA4 2.864 1.201 0.843
CSR_CA5 2.944 1.260 0.866
CSR_CAé6 2.844 1.174 0.902
Skepticism 0.852 0.851 0.658
Skep2 2.572 0.938 0.767
Skep3 2.728 1.082 0.863
Skep4 2.712 1.104 0.800
Brand Authenticity: Continuity 0.852 0.834 0.538
BA Conl 3.700 0.879 0.613
BA Con2 3.924 0.795 0.701
BA Con3 3.888 0.809 0.862
BA_Con4 3916 0.769 0.736
Brand Authenticity: Originality 0.855 0.865 0.596
BA_Oril 3.756 0.860 0.817
BA Ori2 3.764 0.871 0.748
BA_Ori3 3.916 0.829 0.755
BA Orid 3.808 0.814 0.766
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Table 2: Reliability and Convergent Validity of the Constructs

Construct/ Indicators Mean >td. Loading CR Cronbach’s AVE
Deviation Alpha
Brand Authenticity: Reliability 0.860 0.866 0.606
BA_Rell 3.808 0.783 0.776
BA Rel2 3.820 0.778 0.738
BA_Rel3 3.824 0.817 0.797
BA Reld 3.812 0.787 0.800
Brand Authenticity: Naturalness 0.857 0.855 0.667
BA Natl 3.920 0.861 0.755
BA Nat2 3.856 0.843 0.853
BA Nat3 3.844 0.804 0.838
Word-of-Mouth Intention 0.861 0.949 0.674
WoM1 3.640 0.922 0.837
WoM2 3.656 0.924 0.805
WoM3 3.448 1.075 0.821

150

Note': Indicators CSR _CA1, CSR _CA3, CSR CAT7, CSR CA8, CSR CA9, and Skepl were deleted to increase
reliability scores and model fit.

Notes” X* = 933.153; DF = 699 (p = 0.000), CFl = 0.966; TLI = 0.961; GFI = 0.854; RMSEA = 0.037;
SRMR = 0.054

Subsequently, the reliability, convergent, and discriminant validity examinations were conducted.
As for the reliability testing both Cronbach’s Alpha and composite reliability (CR) were conducted, shown
in Table 2. The values of Cronbach’s Alpha of all constructs fall between 0.691-0.949, and for the CR,
all values range from 0.671 to 0.916. Thus, reliability is achieved, though the values of both Cronbach’s
Alpha and CR scores of the objectivity dimension of CSR communication fall a bit below 0.70 (Nunnally &
Bernstein, 1994). Hair et al. (2010) indicated It is good to proceed that the Cronbach’s Alpha and CR values
between 0.60-0.70 are considered acceptable. The study continued to examine the convergent validity by
examining the standardized loadings and computing the Average Variance Extracted (AVE). It was found that
all of the standardized loadings of all observed variables are above 0.50, ranging from 0.613-0.902, and the
values of AVE ranging from 0.503-0.732, exceeding the acceptable level of above 0.50 (Hair et al., 2010).

As a result, convergent validity was established for this study.
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Table 3: Discriminant Validity

D1 D2 D3 D4 D5
D1: CSR COM 0.792
D2: CSR-CA Beliefs 0.044 0.732
D3: Skepticism 0.178 0.569 0.658
D4: Brand Authenticity 0.358 0.079 0.1103 0.901
D5: Word-of-Mouth Intention 0.333 0.119 0.152 0.599 0.674

Note: The AVE of every multi-item construct is shown in bold on the main diagonal. Others represent squared

correlations between latent variables. All correlations are significant at p< 0.01.

According to the analysis of discriminant validity assessing AVE in comparison with squared correlations,
it was found that none of the squared correlations is higher than the AVE of all constructs (Hair et al., 2010).
Thus, discriminant validity is established, and the data is satisfactory to continue with the path analysis to

test all hypothesized relationships.

_____________ Intention

Belief

—» Significant Relationship

—————————— » Non-significantRelationship

Figure 2: Model Fit of Path Analysis
Notes': **p < 0.01; *p < 0.05; X* = 120.577; DF = 48 (p = 0.000); CFI = 0.950; TLI = 0.952; GFI = 0.924;
RMSEA = 0.078; SRMR = 0.038
Notes”: Info = Informativeness; Relev = Personal Relevance; Tran = Transparency; Obj = Objectivity;
Pro = Promotional Tone; Con = Continuity; Ori = Originality; Relia = Reliability; Nat = Naturalness

Once the preliminary assessments of measurement model were established, the path analysis
was conducted using structural equation modeling, as shown in Figure 2. The model fit was acceptable:
X* = 120.577; DF = 48 (p = 0.000); CFl = 0.950; TLI = 0.952; GFI = 0.924; RMSEA = 0.078; SRMR = 0.038.
This model illustrates the relationships between CSR communication, CSR-CA beliefs, CSR skepticism,
brand authenticity, and word-of-mouth intention by running the bootstrapping with 0.95 bias-corrected

percentile confidence level.

NSASITIMSUSHISSSAA {51

AnaudaUugaudnuenvuwissznalny
Tuwszargudud audowszmmiausvgnn avmususvnuni

Ui 11 16 1 Uszdufiou unsiau - iquasu 2565



As illustrated in Table 4, all casual direct and indirect effects were examined. For all of the causal
direct effects, it was found that all of the relationships are significant at 0.05, except the direct relationships
of CSR-CA beliefs and skepticism on word-of-mouth intention that yield insignificant relationships (p> 0.05).
It was found that CSR-CA beliefs ([3 =0.624, p< 0.01) produces a stronger effect on CSR skepticism compared
to that of CSR communication ([3 =-0.258, p< 0.01). On the contrary, when assessing the effect of CSR-CA
beliefs ([3 = -0.160, p< 0.05) and CSR communication ([3 = 0.546, p< 0.01) on brand authenticity,
it was found that CSR communication has a stronger effect. AS for the direct effects of CSR communication and
CSR-CA beliefs on word-of-mouth intention, it was found that only CSR communication (ﬁ =0.154, p< 0.05)

has a positive significant effect on word-of-mouth intention.

Table 4: Regression Weight of All Tested Variables in the Model

Standardized Bootstrap 0.95 Confidence

Exogenous Endogenous Regression Interval

Weight Lower Upper P-value

Direct Effects

CSR Communication Skepticism -0.258 -0.379 -0.132 0.003
CSR Communication Brand Authenticity 0.546 0.397 0.666 0.003
CSR Communication WoM Intention 0.154 0.003 0.283 0.049
CSR-CA Beliefs Skepticism 0.624 0.512 0.711 0.003
CSR-CA Beliefs Brand Authenticity -0.160 -0.308 -0.025 0.023
CSR-CA Beliefs WoM Intention -0.108 -0.239 0.044 0.156
Skepticism WoM Intention -0.029 -0.184 0.123 0.682
Brand Authenticity WoM Intention 0.564 0.441 0.671 0.002

Indirect Effects through Skepticism

CSR Communication WoM Intention 0.012 -0.049 0.094 0.641
CSR-CA Beliefs WoM Intention -0.015 -0.097 0.061 0.656
Indirect Effects through Brand Authenticity

CSR Communication WoM Intention 0.506 0.352 0.687 0.002
CSR-CA Beliefs WoM Intention -0.073 -0.154 -0.013 0.017
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However, while assessing the multiple indirect effects, 4 different paths were identified
(Gallardo-Vazquez, Valdez-Juarez, & Castuera-Diaz, 2019). The first path is the indirect effect of CSR communication
on word-of-mouth intention through skepticism and the second path is the indirect effect of CSR-CA beliefs
on word-of-mouth intention through skepticism. The third and fourth paths are examined the indirect effects
of CSR communication on word-of-mouth intention and CSR-CA beliefs on word-of-mouth intention through
brand authenticity (Gallardo-Vazquez et al., 2019). Accordingly, it was found that only paths 3 and 4 with
the indirect effects between CSR communication and CSR-CA beliefs on word-of-mouth through brand
authenticity are significant ([3 =0.506, p< 0.01 and [3 =-0.073, p< 0.05). Thus, brand authenticity represents a
partial mediator role in the relationship between CSR communication and CSR-CA beliefs on word-of-mouth
as both direct and indirect relationships remain significant with lower standardized coefficients in the indirect
relationships (Baron & Kenny, 1986). However, the investigation did not support the mediating effect of
skepticism on the relationship between CSR communication and CSR-CA beliefs on word-of-mouth intention.

Table 5: Hypothesis Testing Results

Hypothesis Path Result
CSR Communication — Skepticism H1: Supported
CSR Communication — Brand Authenticity H2: Supported
CSR-CA Beliefs — Skepticism H3: Supported
CSR-CA Beliefs — Brand Authenticity H4d: Supported
CSR Communication — Skepticism — WoM Intention H5: Rejected
CSR Communication — Brand Authenticity — WoM Intention H6:Supported

Based on the findings from the path analysis, all of the hypothesized relationships are supported,
except for one indirect effect of CSR communication on word-of-mouth intention through the mediating
role of skepticism. In other words, effective CSR communication can directly reduce the degree of CSR
skepticism or vice versa, but this study did not support skepticism to have significant effects on word-of-mouth

intention neither directly nor indirectly.

Discussion and Conclusion
Firstly, it was found in this study that CSR communication yields both positive and negative reactions,
as supported by the cognitive consistency theory, among the consumers in generations Y and Z of the beauty
and personal care companies. The effect of CSR communication on skepticism was consistent with the study of
Kim and Rim (2019) who found that the relationship is significantly negative. Thus, beauty and personal care
companies should effectively communicate their CSR involvements by enhancing clear and committed
information, personal relevancy, transparency, consistency through time, and communicating with precise
facts rather than emphasizing a promotional tone. As a consequence, the suggestion of CSR communication
should lessen the degree of CSR skepticism even in a difficult situation. However, since the relationship
between CSR communication and skepticism is inversed, ineffective CSR communication can also increase
the degree of CSR skepticism as well. In addition, this study also found that effective CSR communication
can also enhance brand authenticity which is consistent with the study of Dwivedi and McDonald (2018)
on how marketing communication can influence brand authenticity. Similarly, if the message of CSR
communication is valid, it will support the position and value of a company; thus, authenticity is achieved.
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Secondly, another concept that enhances CSR skepticism and weakens brand authenticity is the belief
that engaging in CSR will take away some of the company’s resources and ability to maintain and improve
other aspects of the company such as innovation or product quality. While assessing the effects of CSR-CA
beliefs on CSR skepticism and brand authenticity, a positive effect of CSR-CA beliefs on skepticism was
found to be consistent with the cognitive consistency theory and the study of Bhaduri et al. (2021).
More importantly, this study found that CSR-CA beliefs can contribute to CSR skepticism stronger than ineffective
CSR communication. For instance, if the customers of beauty and personal care products evaluate that the
company pays less attention to innovation or product quality improvement as compared to other companies
in the same product categories, they will be more skeptical when the company attempts to make claims
on CSR involvements. On the other hand, another point found in this study is that the effect of CSR-CA
beliefs on brand authenticity is a weak negative relationship. In other words, the customers who view CSR
as a tradeoff of all other attributes of the product will less likely perceive a brand to be authentic.

Finally, this study investigated the indirect effects of CSR skepticism and brand authenticity on the
relationship between CSR communication and word-of-mouth intention. As for the mediating role of CSR
skepticism, this study did not find a significant indirect effect on the relationship between CSR communication
and word-of-mouth intention which is inconsistent with the finding from the study of Kim and Rim (2019).
Even though this study and the study by Kim and Rim (2019) investigated the mediating effect of skepticism
on CSR communication and behavioral intention, variation existed as Kim and Rim (2019) focused on
purchase intention, while this study examined the proposed relationship on word-of-mouth intention.
For this reason, the relationship between CSR skepticism and word-of-mouth intention might be mediated
by other factors such as purchase intention. However, this study found the indirect effect of brand authenticity
between the relationship of CSR communication and word-of-mouth intention, although it is a partial
mediation. Accordingly, this is an expansion of Markovic et al. (2021) study, which merely investigated the
direct relationships between CSR, brand authenticity, and word-of-mouth. This indicates that both effective
CSR communication and perceived brand authenticity can contribute to consumer response to the beauty

and personal care company through positive word-of-mouth.

Recommendations

The findings of this research should provide practitioners in beauty and personal care products with
a clear understanding of how to communicate about CSR initiatives. Despite the message and tone of the
CSR information, practitioners should also balance the communication content to lay out all of the values
important to the company, not merely CSR initiatives. It is made clear in this research that too much focus
on communicating about CSR engagement might create a more negative response from the audiences.
Another important notion found in this research is the role of brand authenticity. The practitioners need
to stay true to their identities, positionings, and values over time because it can enhance more positive

responses from the customers.
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While this study focuses on the beauty and personal care products industry, future studies can
replicate the same model to evaluate if similar effects will be found in other sectors. Since the research
intended to examine younger generations (Y and Z), but most of the respondents are Generation Z (88.4%),
thus future research should use other sampling techniques such as quota sampling to collect equal
responses from both generations. This study did not support the mediating effect of CSR skepticism on the
relationship between CSR communication and word-of-mouth intention; thus future research should examine
if there is another factor mediating between skepticism and word-of-mouth intention. Finally, the model
investigated in this research only appointed CSR communication and CSR-CA beliefs as the antecedents of
skepticism; however, it is recommended that future research should explore other roles of CSR-CA beliefs

in the relationship between CSR communication and skepticism (i.e., a moderator or mediator).
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Tusiuiinelfmeuuu Usssnslunsfnuidensall o faeeny fleny 60-70 T Alduinsueundinduluuiowusiig
Tuwaiuiinialdnouvy 7 dmda lngldsiuaunduiiesns 400 au wasfunusudeyalaslduuuasuay
fheBnsdusiegsenaing mylleneideyade afifdmssau Ussneuse mnud Sesas Aads daudeauy
WINTFIU waradATIoYNIY Usenoume MaUSsuiieouail n5inserauwlsusiunasen waensineei
NIOANDBLTINY

nansAnwmuInguiiegsdlng Wumends Tog5zning 60 - 65 U anmunwausa ssdumsiinm
Va3 yanailonduegsauiu fe asouaiilny (gausa gn vanw) Wudwesians meldedesioiiou innni
40,000 UM MFAATILAABILANAIIVE 81 AN YARATIoFBRY T SEfuMsAne uazelfiedesolfion
vosffeenglumniiuiimelimeuuuiinadenssoniumeluladueundindulinsuusiisiuaniatuagefioddny
fisydu 0.05 uenani Meeznisonnesidmyuatade Wunsuinnudite Mmesuiuselend nadnssu
fuansdsnnudidla Fvenaidauindenisseusunslinumeluladueundedulinnsuusifanaluladueunaiady
Tuuswusinseghaiideddaniisssv 0.05.
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Abstract

The objectives of this study were to: 1) study the acceptance of mobile banking application technology
among the elderly in the upper southern region, and 2) study the factors affecting acceptance of mobile
banking application technology of the elderly in the upper southern region. The population was elderly
people aged 60-70 years, who used mobile banking applications of 7 provinces in the upper southern region.
The 400 samples were used in this study. The data collection by using a questionnaire set as well as using
a simple random sampling method. The data analysis was the descriptive statistics in terms of frequency,
percentage, mean, and standard deviation; and the inferential statistics in terms of t-test, One —way ANOVA
and multiple regression analysis.

The results found that the samples were mostly female at age between 60 - 65 years old, marital
status, a bachelor's degree level, live together or a large families (spouse, children, and grand children),
business owners, and average monthly income more than 40,000 baht. The differences of age, status,
people who living together, education level and average monthly income of the elderly in different upper
southern regions had significantly different towards acceptance of mobile banking application technology at
significance level of 0.05. Moreover, the multiple regression analysis of factors, it was found that perception
of ease, perceived benefit, and intentional behavior had positive influence towards acceptance of mobile
banking application technology at significance level of 0.05.

This study can be the guidelines to promote and develop the policy of elderly person's mobile bank-
ing application acceptance as well as elderly’s behavior in the upper southern part of Thailand. Moreover,

it will be the model for the elderly person's mobile banking application acceptance in other part of Thailand.

Keywords: technology acceptance, mobile banking applications, elderly
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masiiuinvesyudiiiaunnsiuBeuwadivegnenad weliladduniunumenniu dugavesmsd
gUnsnididnnseindasilvl Tnslanzednsbalnsdwiindeudl nnaunndnslunnvuynuis daulugaiiuenantd
Insdwsiiadeuiiiiedoarsyaneuds Sahlulfifiensidrddumesidnlinaen 24 $2lus deawalsitaqiu
ffldunesidauints 47.5 dueu Souas 70 YessaUUsEITURILA (Ministry of Digital Economy and Society,
Electronic Transactions Development Agency [ETDA], 2019) 5m??&ﬁﬂﬁwaﬂEJU%@’VWTWmiU%’UU@ﬂmeL‘Vlﬂiuiag
TiisesiuifugunsaiBidnnsating vhlvanunsonnailvaslusunsudszend (Application) lindeadlulnsdwyindeui
danalviguslaraninsadnfeduiuazusnisiilusunsuyssend (Application) §unBeTu (Lamsiriwong, 2017)

An3vhgInTsImensRulugULUUARYIA (Mobile Banking Wae Internet Banking) ifudnguuuuvilswesnismans
Wlnsiniideud (Bank of Thailand, 2014)  adumsimeluladunusulilmdusslem 1l 2563 Mobile Banking
fimsiulneteseiies IngUsanngsnssulouRy §15eA1duAwaLUINSHIU Mobile Banking aaﬁiﬁ 7,758.0-7,927.5
AUTIUNT (YARFINTIN 28,910.4 — 29,707.2 fiuauuv) Benesiafesas 57.5 - 61.0 99T 2562 (Kasikorn Research
Center, 2020) N1F¥FINTINNNNITRY WUU Mobile Banking THnun1svIgINTIURUUGY 9 HIWEIUITWIANT
Fednilngfunisiin-neu Teudu wazdhsziu $evaz 70) (Bank of Thailand, 2021) FstrivandunuLazIAn
Tuneviganasumieniaiiu Wiuaruasnn 9051 Uaende uasiusyAvsnmunndedu (Phrompalit, 2016) dawaly
unumyesavsuimsivasuld whudunisliuinisduinwinisamu vinisaude wazuinisdu 4 winni
?jqu'%ﬂﬁé’aﬂ&hﬂ:ﬂmmmﬁﬂmuﬁmmwﬂﬁ%maaﬁ (Tangjintanakan & Phochitti 2017; Navavongsathian,
Vongchavalitkul & Limsarun, 2020)

HtulsundlnedudngenugsTo (Aged Sodiety) 1l 256 3Uszanageens ot 60 TulU LN 11.62 &y
wan¥ovay 17.57 vesUsvansvanun (Department of older persons, 2020) luauiAnaziinguussving
fiflony 60 U Fuluifudiuauann “dnuigeenglasauysni” (Complete Aged Society) T w.m.2564 (Fouay 20)
waziingnne “denugeluszdugauen” (Super Aged Society) Tull w.m.2578 Tagaansalinagiusezunsgeeny
WisiTu (Soway 28) Yo IUUITIINTOALN (Foundation of Thai Gerontology Research and Development
Institute, 2018)

daP3ig9eng (Aged Society) dsransenusensiuindouiasugia sudsdnuaanudesnsaumuazuing
Aneulandnslidinvosgeengliedsazmnauns guamd anunsadsnndiedlsognsidass lulagtusdsldiiu
msUsegndlfimaluladlunisoonuuundndneifioguargseny liinawdujusudivisquagaseny wiegunsal
§aa3ugildannild (Smart wearables) fianansniadnasuazanunsaSonsoneuialilaesoluta ogslsfinudmdu
Tumanmsiuudi duduasuimsiinlaseniuuaiiiofgeoglasiewedflegesnsrautnein Snimstinalulas
Tunanisiiuiteggeengdadululdenn (Hirankasi, 2020) iileaanguassaddy Ae MsUszgndltinalulad
vosgeongiidiogluszdusi nounihidinudgeorgisududinuiidessuazuanatng iesaindgeoy
fnliressoudalasumaluladuazuinnssy fanundrfiarldimalulad Sinsdosiiantuanaglusziugs
(Cash-based society) liiansnsauszgndlduinnssusumsiuldegradui lidiazdunistrsefuse QR Code
Unsasan/nde Aldtusgrunsvansludnlannzfusn (Phrompalit, 2016)

mndeyadanan liideianuaulafnunissessumaluladuoundeduluusuusiimeszeny
lusnituiinmealémeuu iethusslowilullunsiesmginginssusumstiuiiugemmaweundieduluuneuusiie
vosfjgeeny nauistadelunisseuiumaluladnisliuinisueundindulinisuusifwedgang fiodudeya
Trantunsiudiluianuiudsdienades uarsesiuiummusosnmslumsvhgsnssmisnsiuhulinneiuing
vosnguigeonsfiaziisnainaivianntuluewnan safsannsaaisaudediuluFeswssnuaonds
anusaReUALDIEAIRBIN TYRNEUINTINNTY
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IngUszeeRvaIMsIe
1. viefinyimaseusumaluladueundinduluisuusiwesigeengluwaiiuiianaldmouuy
2. Lwaﬂﬂm{mwuwamamsaamumwiu‘[asJLLaﬂwaLﬂﬁuuiumaqunmﬁuaqmmmsf[,wumwuwmmimmauw

wuIAn Nufuazauideiinendes

AR LNALUlAE

wmelulad (Technology) ffluamnawindnlusim f1i1 n3n: TEXVN wiain "Winweudenisliiide"
wag n3n: AOYLQ ulath Inennis manetls ussnmafins vinwe 35015 vizensnis Afertestunisudn winsia
warn1sliuintg vieietluliliussgnguszasdesndlaognmils walulaBoraduldfinruidumeadais
e visomsvhmeUszivgasing 4 uazdisudanslislovinnieiesdieovieiniesinsvesyanaii 9 1t
Tupumingegnanine munefansiianuinessamAive) wagsdeidewnisinermans uiduisnsujdn
uazUszendliftetaglunmshanmieudtamsing 4 SureliiAndan gunsal iedesile inTesins winseisesdamg
WABTI WU SEUUVRENTEUILNISING 4 Wi limasssiinvesuywd heuarasaanBeiu (Sukhothai Thammathirat
University, 2015; Wikipedia, n.d.; Ministry of Higher Education, Science, Research and Innovation,Technology

and Innovation Entrepreneur Development Fund, 2019)

nufnseansumalulag (Technology Acceptance)

wuvInesINsEaNsuLInnITuLazmalulad (Technology Acceptance Model: TAM) Lﬂumqwﬁﬁﬁmiaau%’u
waritodsdunsduidinanudSavesnsidmelulad wqwﬁﬁﬁmﬁu‘lma Davis, Bagozzi, and Warshaw (1989) Fq
\Humsuuusaianiusionnmnud The Theory of Reasoned Action: TRA Tag TAM agiiunsinuideaiutiades 4
FdmaseniseusurienisindulativgldimaluladviouTanssulng Yadendnfidmalnenswoniseensumelulad
vsoudnnssuvely laun nssuitemnudrelunisldau LLazmi%’uifﬁaﬂiﬂmﬁﬁLﬁmmmﬂ% wazviAuAR
Turheflanauddladamgingsulunislineluladerdsdvsnadenisiilald uasldnusiweunalulad fanm 1

Perceived

Usefulness l l
External m3suuselevl Attitude Intention Actual
Variable toward Use to Use Systems Use
QV'E‘WWU@“ Perceived wiAuAR mssdlavaglinm n91991U939

AT
Ease of Use
nssuiAnaeY

AN 1 LUUIIAR9IN158aNSUUINNTTURALINALULAE

ﬁMW : Davis, Bagozzi and Warshaw, 1989
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NNITNUNIUITIUNTIN WU Pawanja and Niruttikul (2021) laAnwinissuiuselen mssuianude
wazanutlaliusnslunuusiiaeUnaiady vosnguAaniadinesauier iamsAnyitenuinsedunisius
Ustlowd uaznsiuianudeoglussduidiudsednebs v Jadunistuiusslond uazmssuiamnudieiiavina
somsndlaliusnsTunisnusiueund iy veanduanisdvesaudesluBainegsideddymeadn

Pojjana and Nurittmont (2018)lﬁﬁﬂmmm&y’ﬂsﬂum3L§@ﬂ1§i’fﬂ‘%ﬂﬁﬁﬁﬂiﬁmmamiﬁu FnulUsuNINUTEENA
vulnsdwsiiadoudl “TMB TOUCH” vaslduinssuiamsnmslng 1dn @) #ans3ds wud1 nsusms
UszaunisaignAnduannulinga fdvswadeuanfuanuddlalunisidenliuinig egildeddynisada
fiszdu 0.01 fu Armdefionaziiula suanaelaldgndiseyana wazsuvdngiunianieain 18nswa
Beuanduarusdlalunsidenliuinisedaiifoddymeadinfissdu 0.05 winsuimsUssaunisaignén fumnm
smSlumansuauaslifidvinatumiuddlalumadeniivin dmiumssensumeluladdunsiusfsslond
wazdumssuiiannudierestuseumslinuiiavsnadinduanuidalunindentduinig edreditfoddny
MsediAfisziu 0.01

Rotchanakitumnuai (2019) lé@nwinisseusunsliluuisuusdiswessunmidedingesaselies
pansAnwmu mMsseuiuluvisnusiisnglfueundinduseulavassumemdadineysznaudie 4 Jade
B AUAIANIIAUNISUURNTS (Performance Expectation) A31ANANTI9INAINNENEY (Effort expectation)
Svsnan1adany (Social Influence) wavan wadsdulsAuazaIn (Facilitating Conditions) +Jutladudfay
Tumssensulunieuvsifamslinngiaudiniusvestihdomasensuluueusiioiadfdmadenslilnneuine
oghaatiles wut arumavtenumanisutRnu dmasenstiluuneuusifsesnsiaides uenant Svswamsdeny
wardessauarandswadensliluueuusiie sgwiaiios udmuaanTinnnsnetealidesasiossu
THetsromsliluvisuusiisediwiaiiies mnAdussdviinmsgurosmsiinszionaesnvea wuiladesu
SM%Wamqé’aﬂmﬁmaﬁiamﬂsﬁumaLLmﬁﬁyqashwiaLﬁmmmﬁqm sedasAe Jaduiuanumanisnunansu iRy
uarAssusmarnlud eI sEuYARa UssaunmaalumslauewusRdmasdensliluueuuing
othstaiiios AnuuansaFung ang uazmsinulildssasomsliluusuusifsedwianios

Amin, Baba and Muhammad (2007) finwn1siasigrinisgaususuasuuiledelnggniyiuiaidey
anuimtvesnaluladiiofelaidalon1alvigliuinismansdudiuiwugdiuinnssuninisldulug o e
sumsuudiofie (Mobile banking) msfinuildsunuunssessumelulad (TAM) wionsinaoudadefitmunaudila
vosustazyana Tunsliumesuwansuutiofie sewigndsuansluiiuf Labuan wag Kota Kinabalu TAM Usgnatusae
Ms3uirnudetie Mmsfuimnuaunsn wazanunafuBusingw sansAnw e ltlunisaansaingAnssu
YosgnAsuIMsTFssnsifuInssnasuuiiede Jedeinanisaamsaingfingsy fie Juiuselewd suildaude
fu¥rnanidetio wazdudmnuannsavesmules dumunafudwsIinguinatios nsAnuduandiifud
wansevuegnsiitioddny vesn1siudaruazainlumsling dearusslamamniinssy wassuiusslond

waAnssunnsldueunaduluunIUsne

Tudeitrinuun Ussinelneldyadrgdanulituan (Cashless Society) nislouiuuasgrssandudn
n198Lannseind (e-Payment) W1u Mobile Banking uaz e-Wallet linaneidutasniandnvesiuilan
Tnengugfuslnalvediumisldfimsusunasungnssunisleuiunas sy mauuaz3n1sse Mobile Banking v3o
e-Wallet wnunsldg ATM vidoliuan denalifuualiiunsldu3n1s Mobile Banking way e-Wallet Tulnewiulniiuiy
peareliies (Kasikorn Research Center, 2020)
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fa o a

il Rnanunsainsunsszuaaslsn COVID-19 Audidunansing wesin azlugadsuddry
AongAnssun1slouRukasdrseAduduazusnisveaduilaalng dwalinisissnssuloutuuasdnseAndum
uazU3NIEL Mobile Banking uaw e-Wallet sty Inefulnanduidsiifianuduiulumsinuegudaiiasdmstiny
Ny sty fuslaandulual Tnsamenguievinmnunounans flazdurldsnu Mobile Banking uay e-Wallet
diomsloufuaenssaaufuazu3nanntu azviouliifiuiimsusuBeunginssuvesiuilaniilsifeosnsdiuia
Auluaniloanaundesainisunsszuiavedlse Tuindunginssa New Normal Ailuiladendndusonisldau
unanweosu Mobile Banking laz e-Wallet IﬁLﬁ'uqﬁuﬁaLﬁm (Kasikorn Research Center, 2020)

FINNITNUNIUITIUNTTU WUT1 Inthapanyo and Sonprajuk (2020) léAnw Yadefidsmaneanufianela
Tumsliusnisluvsuusiisueundiedu veanguildeuiiiogdud 50-70 T Tuwmsunaiiles Taviafidng
PnMsfine wudn greuwuudeuaudulvedu ime wds Tenaszning 50-54 U sefunsAnuinI UGy n3
Usgnouadmduninanuenyy waziselfiadesoiieu 15,001-30,000 vm THusnssunisleuiumniian
Tnenadelduins 1-5 adwodun i warlinauszana 6-8 uniidensa uenaint nansidedianudn 1) Meiasgy
anafinelalumsliuinmslneuusiieundindu vasnguiido ffloredus 50-70 U luwmsinoules S iniidns
Sruunsaie 01 sEeunsAne ordwlinsnatuegneidudfmeeifnisedu 0.05 Wedwunauseldaderoeu
uans1afuagdidoddynieaiafisedu 0.05 2) nsiesevgluuuanuduiusvesiiuusiilelddade
drulszaunansnana (4Ps) siosuusauauisnelalunislduinig lnenmsiuuwsnaaiuegsiitud Ay neada
fiszeiu 0.05 Wefinrsandunedu wui Munudanisiuegsiltfoddmaaiafiszdu 0.05 Hafisunnng
wdlvdfesinsiamnueUnainiuliainsoneuaussmudessuazaitsauienelouagliuing Ssazdealit
Ainenwasindnavesgliuimslaundstu

MnnanwLLIAn el wernuideiifentes fAnwldinmumuissunssumud i 3lERsw
29298619 9 uLwAnLUUTIaeINIsERNsUWInnTsulazinalulad (Technology Acceptance Model: TAM)
v84 Davis, Bagozzi and Warshaw (1989) Zaidunnfndisjaiudnuiaginssuniseesivuinnssuuazinalulad
FAnwldtinsusuganseuuwAnanduati dsnmil 2 wagldtvunauuigiunsidely ¢ aunfign il

JuuAguden 1 nssuzpINIedensNaNUINAaNITTUFUsElevillunsituounawmsuluuieuuennive ey
luwmuinmalaneuuy

Fuudig1udon 2 Mssuzanudgdonsnadieuindenginssuiuanidinunile lumsldueunaintuluvienvaning
vosggeerglumiuiininldnouuy

suuagdan 3 mssuUselevnldonsnadeuingenginssunikansienunile lunslihounamduluuiewuaning
Youguerelumiuininlaneuuy

auNRgIuten 4 wodnssuiiuansdenualadonsnadauInsengAnTsun e UNsITo Unan Tl UINAY
vaggue g luyniuiinnlgneuuy
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Perceived Usefulness

H3
WHANITUNITYDUTU
- r s IYau
NOANTTUNUEN )
H1 - P H4 (Usage Behavior)
AIAUAS R .
Behavioral Intention LL@UWE‘LWuINUW
WUaANaveLgeeny
Tuwsnunnalanauuy
H2
n133u3AUEY

Perceived Ease of Use

A Technology Acceptance Model

AN 2 NFBULUIANIIUITY

FoATUNTIY

UszUNIUAzNgUA2ENg

Usprnsililunsifoadsd fedednviamenduigeeny fifiony 60-70 U Wueundinduluunenuria
Tumaiuiaeldneuuy nsalinsiusiuiudssansiuduey damvunsesuaauidesiudosay 95 wazsedu
AAnuRaaasufiensUlasesas 5 (Cochran, 1953) lnglgnisgudiiegiuuudadsy 31uu 400 AU

inseslaildlumsisy
fidelduvuasuny lueiesiloluniside Tnsuuvuasuaw 1 atuutsesnidu 6 dau wazderauily
saudsndaldunanmsmuvunssansss feudonlusuuaeunuaseunguuuifasing q Aldvumuissunss
iieliinsaUssifiunasaanndaafuimguszasdiiivunly Tnoudauuuasuanusenidu 6 dw
dwil 1 Yeyadanses
dwdl 2 deyariluvesimeunuuasuau Ussnaumeina 81y antuznw yananionfoegsiniuszdy
msfine wazsele Wumauuuulaneln wuuiden 1 Ameu Sruau 7 4o
duil 3 ufuuaaumuLﬁ'mﬁ’umﬁmséfmﬂaé’]’sﬁﬁawaGiami'%“uifﬂiﬂwu”tumﬂi’fmuuaﬂwaLﬂsi'fuiummmqﬁﬁq
wUsszauauAniudy 5 seu (Likert, 1961) 3113y 10 99
dwfl 4 uwuaeunuAsatunsTassdulateiidmerenssuimudelumslinuwetndndulinsuusiia
wUsszauAuAniudy 5 svau druau 10 9o
@l 5 wuudgeuanuietunsinseduiadefidmardenisifianginssunissensunisldnuueundndu
Tawiouwsring usssduaruAndiudu 5 sedu S1uu 6 4o
dwil 6 wuuasunuRefunginssunisiueundinduluuionusiig uwussadeunenssiuu 7 4o
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Wnsiuteya

Tunsfinuadall Ateldmunteyauasdnudoyaanmuidesng q Meatestunisfinw nseonsy
weluladuoundinduluunenusiimesgsenglumpiiuiinielfnouuu HetoyaUsugl uasyiogh ded

1. foyausugil (Primary data) mMsiiusiusiudeyaainuuuasuany (Questionnaire) LisaInanunnsal
nsuNssEUIRTedls COVID-19 {idnununiudeyalngliuuuasuniuesulatl (Google form) iudayaanngusiogis
fgeeng fleng 60-70 T AldusnsueUndiaduliueuusiia ndusfegns 400 foens Tagldmadusegiauuutadey
Tusniiuiinialdmeuuy 7 fawin 1Hud Smrfansed guns uasaSsssuse e ufin svues uazgaugio

2. Yeyaniugil (Secondary data) gAnwnlafny) AuAT $IUTINTYAINAIIIIVINITIUITEA 9
fAetos naenauvilsdefiun saufeunany nsansuaznsaudumBuneiida ielrlindesianuiiauysaliige

adanidlunsiaeideya

Tumsiduedel iseldihmsaneiteyalaomenunuuuaeumuivmn duiengiuasUssanatoya
Tnglilusunsudiiagumeaimiionsidelaedmunseduanuiideddey 0.05 adanldlunisimseidoya
Tumsinuifeadell 16ud Aenudl drfesar Anade dudonuuannsgu neaeuauufgiudien ttest F-test
uaznadeuaniRannaenmAns (Multiple Regression Analysis)

nsUsziiiununmvsaazasiioildluniside

fAfldiuuuaeunuiaisdudmiunideluinnisvasouamuaiedosile 2 daw Ao Aauiieanss
Youiem (Validity) LLavmmmﬁiaﬁu (Reliability) YBWUUADUALNE (Kitpreedaborisuth, 2006)

Arpniissssvonion (validity) thuvvaeunuldlignssnand dum 3 au aredeugunm
suaamimiumummmwmLuam (Content Validity) uazaudnuveaniwii finsananadaiinuaenados
sgwisdednufuiilenn (iem Objective Congruence: 1Co) T,mammummaamaawmnwammmuLuam
fidnalld 3 fewvirfu 0.8 (1 10C > 0.5) foindammutuaenadesiutonnuiiazin
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Abstract

The objectives of this study were: to study the technology impacts consumer behavior in the digital era;
to propose the guidelines on application of digital marketing for woven fabric groups; and to examine the
digital marketing model towards business outcomes. The research method was conducted by using triangulation
design in order to have an in-depth analyze of data. The first stage, it used questionnaire tool to collect
data. The second stage it identified and searched for in-depth information by using in-depth interview and
focus groups. The final stage, it examined research hypotheses by using the structural equation model.

The findings found that woven fabric groups customers were mostly having the experience of purchase
product online. In addition, content marketing and online advertising were the key influencing factors towards
purchasing decision. For consumer attitudes toward online shopping, products can be purchased at anywhere
and anytime. As a result of application of digital marketing, the research found that Facebook Fan Page
application was the most wanted channel for woven fabric groups. The results of hypotheses testing
found that the digital marketing of woven fabric eroups had significantly increased on business outcomes.
In addition, the digital marketing had also significantly increased on users’ experiences. Lastly, sood users’
experiences had significantly increased on business outcomes. As a result, digital marketing had both direct
effects and indirect effects on business outcomes. The users’ experiences had a partial mediation in the
relationship between digital marketing and business outcomes.

The results of the study can be applied for developing digital marketing to enhance business
outcomes of woven fabric entrepreneurs in Uttaradit province. Moreover, it will be the model of woven
fabric entrepreneurial business for other provinces, where are interested in developing digital marketing

effectiveness.
Keywords: Digital Marketing, Business Outcome, User Experience, Woven Fabiric.
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Introduction

Emerging of digital disruption that caused by changing in digital technology has rapidly affected
changes in consumer behavior as well. According to We Are Social on January 2019, it is considered a global
digital agency. The survey revealed that 69.24 million Thai people use the internet and social media more
than 70 percent of the population, with 90 percent using the internet every day. Google.com is the number
1 website, spending an average of 9 hours a day. The most popular social media platforms are Facebook,
followed by YouTube and Line (Kemp, 2019). Due to the change in digital technology, the business model
has to adjust according to the occurrence of digital disruption that is creating pressure for businesses to
participate in the digital world. This is causing a new business model that affects the old business model
leading to create marketing innovations, known as digital marketing (Verhoef et al., 2021). Digital marketing
strategies can meet every need at anytime, anywhere. It can also build trust including influencing
customers' purchasing decisions. (Torwatthanakittikul, Phanthanasaewee & Srisuk, 2012) Digital marketing is
an important tool for businesses to build competitiveness and increase business outcomes in the digital era
(Kotler, Kartajaya & Setiawan, 2017).

Entrepreneurs and business owners with the knowledge of digital marketing are more likely to be
successful in building relationship with their customers (Nikunen, Saarela, Oikarinen, Muhos & Isohella,
2017) because digital marketing is a combination of technology and innovation that can save time, money
and storage space as well as being able to perform important activity and processes through digital media
(Grewal, Hulland, Kopalle & Karahanna, 2020). Therefore, using digital marketing, Small and Medium Enterprises
have gained great success (Nuseir, 2018). The results of research in Thailand indicated that businesses that
applied digital marketing can lead to brand recognition and gain relationship between buyers and sellers,
which lead to marketing performance. As a result, digital marketing has an impact both direct and indirect
on business outcome (Khankaew, 2019), but Thailand still has problems with lack of research (Ruenrom, 2018)
and also found that most Small and Medium Enterprises have not fully utilized digital marketing causing the
loss of business opportunities (Taiminen & Karjaluoto, 2015). Moreover, this result of research is consistent
with Mogos (2015) research that there are still technology gaps that Small and Medium Enterprises have
not yet used to gain a competitive advantage in the market.

Uttaradit province, Thailand, has well-known culture and local wisdom on Pha Sin Tin Jok, Ikat Fabric,
Pha Lai Nam and etc. Weavers have to use both skill and expertise to memorize patterns that truly reflect
the identity of the Laplae people by gathering together as a weaving group in each community. From such a group
is not just the continuation of cultural traditions, but it is also to help distributed income to the community for
hundreds of local households. Therefore, from the interview, Jongjaroon Manokom (2020) mentioned that woven
fabric products of entrepreneurs are important economic products in Uttaradit Province, Thailand. At the present,
Woven fabric group uses traditional marketing that is store for selling the products, booth exhibition, leaflets or
brochures and telephone call. According to the survey of this research, we found that entrepreneurs were requesting
toextent of marketing skill development because they were lacking on this skill especially on the digital marketing skill.
As a result, Nocharin Suanmuan (2019) stated that ability of competitive is insufficient and unable to respond
to consumer behavior in digital era. In the current situation of woven fabric entrepreneurs in Uttaradit province,
Thailand, 95 percent of sellis from offline (store and booth exhibition) and another 5 percent is from online selling.
It can be seen that there is little online marketing because of lacking on knowledge and digital marketing skill.
Online selling is mostly used for introducing the product and communicate to customers. From the interview,
Jeranane Mounamang (2019) Woven fabric group needs to use the marketing to be more effective and to

have knowledgeable external agencies to recommend to increase digital marketing skill for entrepreneurs.
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Pradhan, Nigam and Tiwari (2018) indicated that digital marketing research is the gap that researchers
and academic scholar have to study the structural research to create the use of digital marketing among
small and medium-sized business entrepreneurs. Vongproamate, Limsiriruengrai, Lertcharoenwanich
and Prasertsri (2019) showed that most of woven fabric entrepreneurs were lack of expertise in digital marketing
and some had not used it at all. In additions, the results also indicated that Thai entrepreneurs had not taken
full advantage of digital marketing that caused to lose on business opportunities, so there are still gaps in
marketing technology that entrepreneurs have not yet used to gain a competitive advantage in marketing.
Therefore, woven fabric entrepreneurs in Uttaradit province, like many other entrepreneurs in Thailand,
are not taking full advantage of digital marketing. This article aims to investigate how technology impacts
consumer behavior in the digital era and to identify the guidelines on application of digital marketing for

woven fabric groups, then examine the digital marketing model towards business outcomes.

Objectives
1. To study the consumer purchasing behavior in digital era of woven fabric groups in Uttaradit province.
2. To identify the guidelines to apply digital marketing for woven fabric groups in Uttaradit province.
3. To examine the application of digital marketing that affects the business outcomes of the woven

fabric groups in Uttaradit province.

Literature Reviews

Digital Marketing and Business Outcomes

Kotler, Armstrong, Saunders, and Wong (1999) defined term of marketing that is an activity that aims
to promote the business to achieve its objectives in marketing operations by using the target market and
positioning to make the business have a clear competitive advantage. Today the world has changed to the
era of the online world. Thus, it is causing a change in marketing operations and has shifted to digital marketing
in order to present the products or services by using digital or online channels. In the new era, it makes the
marketing activity easier to reach to customers, creates satisfying and can maintain good relationship with
customers. There is also a continuous marketing promotion and can increase sales for the business as well
(Grewal et al., 2020). Taiminen and Karjaluoto (2015) used application of digital marketing, that is a new
way of marketing, which is one-way communication tools including email and websites. Businesses often
use for sharing on marketing promotion information to build relationships and maintain relationships with
customers. It also uses search engine optimization (SEO) method that is an important tool, which is highly
use in large organization. While two-way communication social media such a Facebook and Twitter are becoming
powerful media that is making this existing power and marketing becoming the power of customers
(Hennig-Thurau et al., 2010). Such communication facilitates quick two-way reactions. It can be seen from
likes, posts and comments that are relating to marketing activities (Appel, Grewal, Hadi & Stephen, 2020).
Therefore, digital marketing is an important channel that allows businesses to easily present products or
services to customers and help customers to recognize and accept the brand more and more (Neti, 2011).
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The year 2020 has entered the digital age and has been the pandemic of COVID-19, in a time of
lockdown affecting many small businesses as well as every aspect of their lives. Many studies in such situations
showed that one of the analytical business outcomes has a correlation between digital marketing and customer
satisfaction (Manju & Kavitha, 2021). In additions, digital marketing is also related to the comments structure.
All responses, formality and immediacy have a significant impact on the consumer behavior such as brand
attitude, corporate trust and purchase intention (Kang & Park, 2018). Kaldeen and Nawaz (2020) research
study revealed that digital marketing has been proven to have a very positive impact on both customer
participation and purchase intention. Today, businesses need a high degree of adaptability to change because
most of consumers are ready to experience new way of marketing approaches like social media and e-mail
marketing. The studies have shown that customer satisfaction was one of the indicators of business outcomes
because it was due to repeat purchases, additional purchases, referrals and etc. (Reinartz, Krafft & Hoyer, 2004).
In addition, Kaldeen and Samsudeen (2020) confirmed that purchase intention can be used to measure
business outcomes because it generated sales, revenue and profits for the business. Proven results have
been found to influence digital marketing to improve customer participation and purchase intention.
Therefore, business outcomes of using digital marketing include purchase intention and satisfaction.

As a result, we can conclude:

Hypothesis 1. Digital marketing positively influences business outcomes.

Digital Marketing and User Experience

Chen and Lee (2018) examined the application of digital marketing that was targeting to young
consumers. The results showed that using social media is one of the most intimacy, friendly and lively
dynamic platforms that is providing information, socializing and entertainment to users. Consumers have
a positive attitude towards social media, which affects the purchase intention. Tafesse and Wien (2018)
analyzed the digital marketing that was used by businesses such as transformations whereas experience
and brand identity focused on desirable psychological characteristics, factual product presentation information,
services information in clear terms and interactions advertised on digital marketing cultivates constant
interaction with customers (Puto & Wells, 1984; Tafesse & Wien, 2018). Kusumasondjaja (2019) found that
interactive brand posts get more replies than informative text content, Twitter is more effective for visibility,
Facebook works better for interactive entertainment posts, and Instagram is better suited for interactive
content that combines information and entertainment together. Ang, Wei and Anaza (2018) examined
according to situation by using social impact theory. The result revealed that in the eyes of consumers,
live streaming tools are more reliable than pre-recorded videos. It can also increase consumer search and
subscription intention. Hutchins and Rodriguez (2018) mentioned that successful digital marketing requires
content marketing tools. As in many aspects of literature reviews have argued that using emotional into
the contexts has significant impact on the consumer behavior. The empirical evidence indicated that using
emotional in content marketing can lead to competitive advantage and increase the value of the brand,

so it suggested that business videos should be continuously shared.
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Lai and Mai (2011) studied on building a framework for user experiences based on social media
and social networks. There were two processes: interpersonal and interaction. It collects information about
desire to create a good user experience. The findings revealed that users have expectations about their
user experiences and there is a huge demand for specific functions and convenient use. Consequently,
it is clear that digital marketing and user experience are connected. This will lead to the development of
digital marketing that meets the needs of consumers and can create user experience. Hwang, Park and Woo
(2018) studied on digital marketing using motivation theory in service business contexts. They concluded
that digital marketing with comprehensive flexibility of messages, punctuality of arguments, quality and
reliability of the source of the message have a positive impact on user satisfaction. It affects the intention
of users to visit the website and buy products through digital marketing channels. Pedersen, Methlie
and Thorbjornsen (2002) denoted that the newness of internet and customers usage’ experience that have
greatly various. These will play an important role in the efficiency of digital marketing. Therefore, innovation

is essential to digital marketing because it can create user experiences. As a result, we can conclude:

Hypothesis 2. Digital marketing positively influences user experience.

User Experience and Business Outcomes

To define user experience (UX), Minge and Thuring (2018) defines it as “a context-dependent,
and subjective domain. It has been noted that users’ perception of different product qualities as well
as emotions that arise before, during and after using a product is changing” (Minge & Thuring, 2018).
The user experience is value-centric and all elements of the user experience are associated with value
such as the user-to-enterprise to provide valuable products to users. User experience-to-user is for those
who are looking for cost-effective and efficient use of a product. The user experience to the context of use
is what affects both the components of the (organization and users) and which is a bridge between them
and the user experience to the product is linked to the product design (Zarour & Alharbi, 2017). Moreover,
it is obviously interested in the way people experience and judge products they use, so UX is a more positive
quality, but even the best usability may never be able to “put a smile on users’ faces” (Hellweger & Wang,
2014). As matter a fact, UX addresses both, dissatisfiers and satisfiers, on an equal footing. User experience
can improve the application of digital marketing to easily use and lead to customer satisfaction as well.

Kaldeen and Samsudeen (2020) research study revealed that digital marketing has been proven to have
a very positive impact on both customer participation and purchase intention. Because of user experience,
businesses can use these experiences to improve on their digital marketing to increase customer satisfaction
and purchase intention, which this research paper is focusing on. Today, businesses need a high degree of
adaptability to change because most of consumers are ready to experience new way of marketing approaches
like social media and e-mail marketing. Proven results have been found to influence digital marketing to
improve customer participation and purchase intention. To measure the effectiveness, efficiency, satisfaction
and also the user’s perceptions and responses resulting from the human-system interaction, user experience
and business outcomes were considered. This equation aims at a better understanding of the impacts
that user experience may have an impact on business outcomes when users make (or attempt to make)
purchases online. In this research, we are attempting to prove user experience led to business outcomes

such as purchase intention and customer satisfaction. As a result, we can conclude:

Hypothesis 3. User experience positively influences business outcomes.
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Figure 1 Conceptual framework

Research Methodology

The method of this research was conducted by using mixed method, to acquire different method
but complementary data on the topic (Creswell, 2003). From the different key informants, when analyzed
the data, we could obtain in-depth and comprehensive findings. First stage was to use questionnaire to
collect the data on consumer behavior in the digital era of woven fabric groups customers. Population and
sample were customers of 23 woven fabric groups, which received certificate of quality community product,
in Uttaradit province, Thailand. At this stage, the key purpose was to investigate how technology impacts
consumer behavior in the digital era. 385 samples were calculated by using Cochran (1963), which collected
in equal proportion, 17 samples in each group. A questionnaire was used to survey the data from woven
fabric groups customers. All the completed questionnaires were checked for completeness and validity.

Then, there were 13 digital marketing applied trial groups for qualitative research. Then, next stage
was to examine the digital marketing model towards business outcomes. At the final stage, there were 13
digital marketing applied trial groups. The researchers conducted a screening of the digital marketing applied
trial group by specifying the criterial for selecting the trial group as follows: 1. Voluntary as a trial group,
2. Must have a person responsible for marketing and have sufficient knowledge in digital technology,
3. Consent to change and use digital marketing according to recommendations and 4. Consent to invest
on the digital marketing development. As a result, final stage was to examine the digital marketing model
towards business outcomes. There were 2 groups that meet the required criteria, namely the Ban Nam Ang
and Ban Khum Woven Fabric Group. The instrument was questionnaire to collect the data from woven fabric
groups customers. The data was analyzed by following the two-step approach suggested by Anderson and
Gerbing (1988). Structural equation modeling (SEM) was used with statistical computing software, AMOS.
The minimum sample size is at least 10 times the number of observed variables (Klein, 2009) that can be
estimated in the model. In this research, there were 49 observed variables, then the minimum sample size
is 490 samples. The data was collected online through Link, QR code and Facebook page of 2 woven fabric
groups. After checked for completeness and validity of questionnaires, there were invalid 49 questionnaires.
Therefore, 441 questionnaires were used to analyzed the data for the results, which is a sufficient number
for analysis, because Anderson and Gerbing (1984) propose that 150 is the minimum. Despite this, various
rules-of-thumb have been advanced, including a minimum sample size of 2250 (Hu & Bentler, 1999).
In additions, initial studies by Yuan and Bentler (2000) suggest that a sample size of at least 400 is needed.
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Instruments

In this study, there were 2 questionnaires for quantitative research. First questionnaire that has
adopted from Omar and Atteya (2020) was used to survey on the consumer behavior in digital era.
Second questionnaire that has adopted from Omar and Atteya (2020); Sivasankaran (2013) and Schrepp,
Hinderks and Thomaschewski (2017) was used to survey for examining the digital marketing model towards
business outcomes. For qualitative research, this study used semi-structured interview. There were 4 open-end
questions. All questionnaires were constructed by reviewing from the literatures that related to the digital
marketing towards business outcome. Face-to-face validity was tested by 5 experts, who were 3 marketing
specialists and 2 woven fabric entrepreneurs. Index of ltem-objective was 0.60 - 1.00 in which showed that
the questionnaire was consistent with the research topic (Rovinelli & Hambleton, 1977). The first questionnaire
was tried out for reliability testing between 0.86 — 0.97. The second questionnaire was between 0.71 - 0.92.
All variables have higher reliability than the threshold (Nunnally, 1978). In additions, the second questionnaire
was tested for composite reliability (CR). All variables were between 0.82 — 0.97, which were confirmed
that the developed questionnaire to measure variables in the structural equation model has acceptable
reliability (Bagozzi & Yi, 1988). Measurement model of this research was analyzed by Cronbach Alpha,
Kaiser-Meyer-Olkin (KMO) and Confirmatory Factor Analysis CFA). The results were indicated that Cronbach
alpha were overall more than 0.94 (Cronbach >0.94), which showed that the instrument was reliable
(Nunnally, 1978). KMO value was accepted at least or more than 0.8 (Li, 2015) and the result indicated that
KMO was 0.82. In addition, the researchers conducted a factor analysis. Confirmation factor analysis was a
tool to study the relationship between observed variables and latent variables (Brown, 2015). Confirmation

factor analysis was shown in Table 1 as follows.

Table 1 Measurement items and validity assessment

Standardize
factor loading

1. Digital marketing
First-order factor, X* = 6.05 CMIN/DF = 3.02, CFl = .99, TLI=.98, NFI=.99 RMSEA = .08

Convenience .84
Design and Features .95
Time Saving 12
Security 75

2. User experience

First-order factor, XZ = 23.82 CMIN/DF = 3.97, CFl = .99, TLI=.99, NFI=.99 RMSEA =.07

Attractiveness .87
Efficiency .94
Perspicuity .94
Dependability .93
Stimulation .89
Novelty a7
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Table 1 Measurement items and validity assessment

Standardize

factor loading

3. Business outcome
First-order factor, X2 = 54.00 CMIN/DF = 3.18, CFl = .99, TLI=.98, NFI=.98 RMSEA =.06
Purchase intention 81

Satisfaction .85

Measurement Model Test

Construct validity was tested by using the second try out questionnaire with undergraduate students.
It can be seen that the number of experimental groups is appropriate and sufficient for using this technique
(Hair, Black, Babin & Anderson, 2010) to consider the conformity of the model based on the theoretical structural
equation with the data. The researchers used confirmatory factor analysis to extract the elements. Estimated
maximum likelihood orthogonal rotation of the component by varimax method, the result of checking
the relationship between variables using Kaiser-Meyer-Olkin statistic, Measure of Sampling Adequacy at
0.89 showed that the variables were correlated at an appropriate size for exploratory analysis (Hair et al.,
2010) and the Bartlett's test of Sphericity was found to be statistically significant at the 0.05 level, indicating
that the data were appropriate to analyze the composition. The results of checking the structural validity of
the model. Based on CMIN/DF values not exceeding 5 (Marsh & Hocevar, 1985) Comparative Fit Index (CFI)
values 0.9 or higher (Hair et al.,, 2010). Tucker Lewis Index (TLI) values 0.9 or more (Bentler & Bonett, 1980)
Normed Fit Index (NIF) was 0.9 or more (Bollen, 1989) and Root-Mean-Square Error of Approximation (RMSEA)
does not exceed 0.08 (Browne & Cudeck, 1993) as Table 2.

Table 2 Construct validity test of second try out questionnaire (n-200)

Testing Model )(2 CMIN/DF CFl TLI NFI RMSEA
1. Digital marketing 121.84 1.45 0.98 0.98 0.95 0.05
2. User experience 183.90 1.37 0.98 0.97 0.93 0.04
3. Business outcome 90.25 3.61 0.96 0.92 0.95 0.06

Convergent validity considered in each construct, the mean variance extracted (AVE) was between
0.60-0.91, which was greater than 0.5 (Fornell & Larcker, 1981). In the discriminant validity test, Hair, Black,
Babin and Anderson (2006) mentioned that it was a research tool that measures the scope of related.
The correlation value was used to verify the validity of the classification. It had to be low to show different
factors (Schumacker & Lomax, 2015). The discriminant validity coefficient is the relationship between
measurements of different structures using the same instrument. As a discriminant validity, Fornell and
Larcker (1981) were able to calculate average variance extracted (AVE) (Hair et al.,, 2006). Factor Loadings
found in the CFA results range from 0.63 - 0.97. Comrey and Lee (1992) suggested that Factor Loadings
greater than 0.71 are excellent, 0.63 is very good, 0.55 is good, 0.45 is fair and 0.32 is bad.
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Convergent validity considered in each construct, the mean variance extracted (AVE) was between
0.60-0.91, which was greater than 0.5 (Fornell & Larcker, 1981). In the discriminant validity test, Hair, Black,
Babin and Anderson (2006) mentioned that it was a research tool that measures the scope of related.
The correlation value was used to verify the validity of the classification. It had to be low to show different
factors (Schumacker & Lomax, 2015). The discriminant validity coefficient is the relationship between
measurements of different structures using the same instrument. As a discriminant validity, Fornell and
Larcker (1981) were able to calculate average variance extracted (AVE) (Hair et al., 2006). Factor Loadings
found in the CFA results range from 0.63 - 0.97. Comrey and Lee (1992) suggested that Factor Loadings
greater than 0.71 are excellent, 0.63 is very good, 0.55 is good, 0.45 is fair and 0.32 is bad.

Table 3 Fornell-Larcker Criterion for discriminant validity

Variables X S.D. AVE VAVE DM UX BO
Digital marketing (DM) 6.04 83 .62 79 79
User Experience (UX) 6.09 1.13 .50 71 49 71
Business outcome (BO) 6.08 81 64 .80 67 45 .80

Data Analysis

Descriptive statistics described the results of the preliminary data analysis and to consider data on
consumer behavior in the digital age by using frequency, percentage, mean and standard deviation.

Inferential statistics was for analyzing digital marketing patterns that lead to business outcomes.
Structural Equation Model (SEM) analysis is particularly useful for the process of building or developing a
theory, which has become a standard in research (Hair, Sarstedt, Ringle & Mena, 2012). Structural equation
analysis is a hypothesis analysis technique between many latent variables or second-generation multivariate
data, which commonly uses in marketing research. Structural Equation Model (SEM) analysis was done by
AMOS software, which was a group of covariance matrix analysis of the model generated and empirical

data were most closely related.

Research Findings

Respondents Demographic

From the results of findings, it was found that the customers of the woven fabric group in Uttaradit
Province had a habit of using the internet 4-6 hours a day by using the internet regularly for online shopping.
More than 80 percent of customers had shopped online, online shopping 2-3 times a month and purchased
less than 3,000 baht. They mostly bought food and beverage products, followed by clothing and apparel.
The most factors that influenced the purchase decision were content and advertising online. In additions,
Customers felt that shopping online can be done anytime and anywhere. The results of the finding are consistent
with We Are Social, which is a global digital agency, that had done the research survey. The survey of Thai
population indicated that more than 70 percent had used internet and social media and 90 percent were
using the internet daily with an average of 9 hours a day. The most popular social media platform is Facebook,
where more than 90 percent of ecommerce activity was online shopping (Kemp, 2019). Moreover, this research
survey findings were consistent with S-O-R model of Huang (2012) that was in the form of an online contextual
trigger, such as the experience gained from using various online platforms, which was stimulus to decision

making of the consumer and can also have a continual effect on the responses of consumers as well.
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Guidelines for applying digital marketing for woven fabric groups in Uttaradit province

Searching for guidelines for applying digital marketing to woven fabric groups in Uttaradit province
has brought data on customer behavior and the data of the woven fabric groups, analyzed, synthesized and
summarized the guidelines for applying digital marketing. It was found that Facebook Fan page is a digital
marketing channel that woven fabric groups want to apply and meet to the need of customer behavior.
The name is adjusted according to SEO principles for the purpose of sales through photography, video clips
and content creation. The business outcome after applying digital marketing is targeted reach and increased
sales. If considering from the perspective of customers who have used the service on the page, it was found
that Facebook Pages are 86.57% more comfortable to use. The design and features are 88.29% simple
and intuitive. It helps to save time 84.57% and safety 85.71%. The analysis of the data is consistent with
Kannan and Li (2017)'s concept of operating a business with different customers but mutually beneficial on
the social media, SEO, user generated, content, new emerging consumer behavior and contextual linking.
This analysis is the input of information for the marketing strategy of the business by focusing on how digital
technology will derive the proper form of marketing action. The results of marketing actions that come
from the overall impact of digital technology can create value for customers and customer satisfaction.

In the digital era, the impact of consumer purchasing patterns is rapidly changing in a customer-focused
market environment (Dastidar & Datta, 2009). However, consumers are the most complex. The changing
preferences of today consumers influence purchasing patterns. Chaffey (2013) mentions that marketing
activities that use technology to help marketing activities to meet the needs and wants of customers is
called digital marketing, which is a method or approach to business operation that uses modern technology
to be applied in accordance with the current market environment by using marketing tools with technology
that can communicate to specific target customers. It is providing an important and useful information.
The use of influential media is to help stimulate the demand for more customers including having a system
to manage problems and complaints efficiently and quickly, which will lead to the achievement of marketing
performance as well. Sivasankaran (2013) studies digital marketing and its impact on purchasing decisions.
It is pointed out that digital marketing convenience, design and features, time-saving and safety, will have an
influence to consumers' purchasing decisions. Therefore, before applying digital marketing, businesses need
to analyze their internal and external environments and then use these data to determine the marketing
operation model. This will get the model that fits the business potential and meet the need of consumer

behavior. It also creates an effective marketing tool that reflects to business outcomes.

Structural Model Test

The original model was adjusted by modification indices. This adjustment allowed for more optimized
final modeling (Figure 2), which had been created and adjusted 15 times. From the analysis of index
summaries, it was showed that the 14 modifications and improvements to the model resulted in a more
optimized final modeling, where Model#15 is a structural model with good consistency with empirical
data. It indicates that the structural equations of digital marketing model that leads to business outcomes
are consistent with empirical data on statistical conditions, independent variables, mediating variables and
dependent variables, which were consistent with the criteria.
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Chi-square = 86.48 Probability level = .000 n=441
Figure 2 Digital marketing model influences on business outcomes.

The structural equation modeling of digital marketing leading to business outcomes as Final Model,
as shown in Figure 2, lead to the consideration of conformity with empirical data, it was found that all indexes
passed and consistent with the criteria as well as these statistical values passed the specified criteria.
The results of analysis were shown that final model had Chi-Square 86.48, df 37 and p-value 0.000 as shown
8 indices. The results can be summarized as follows:

1. Relative Chi-Square X*/df = 2.43 indicated that the value passed the criteria and can also be
interpreted as the model was consistent with the empirical data at a good level because it was less than 3
(Hair et al., 2010).

2. Root Mean Square Error of Approximation (RMSEA) = 0.05, this indicated that it was good
value. The result of this index indicated that the model was consistent with the empirical data or that the
model had a good level of relative coherence (Hu & Bentler, 1999).

3. Root Mean Square Residual (RMR) RMR = 0.04, this is less 0.05, which is a good value.
This indicated that the model was consistent with the empirical data or that the model had a good degree
of relative harmonization (Joreskorg & Sérbom, 1997).

4. Goodness of Fit Index (GFI) = 0.97, Schumacker and Lomax (2015) pointed that Level of GFI should
exceed 0.95, which indicated that the model was consistent with the empirical data and relative harmonious.

5. Adjusted Goodness of Fit Index (AGFI) = 0.95, this showed that the model was consistent
with the empirical data at a good level (Schumacker & Lomax, 2015).

6. Normed fit index (NFI) = 0.99, this showed that the model was consistent with the empirical
data and relative harmonious (Hu & Bentler, 1999).

7. Tucker — Lewis Index (TLI) = 0.98, the model was consistent with the empirical data at a
good level (Schumacker & Lomax, 2015).

8. Comparative Fit Index (CFI) = 0.99, The model had a good level of consistency (Hu & Bentler, 1999).
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Table 4 Summary of research hypothesis testing

Hypothesis Hypothesis path A SE. t-value p-value Results
H1 T DM —T BO 0.59 0.06 10.36 0.000* Supported
H2 T DM —T UX 0.79 0.04 17.14 0.000* Supported
H3 T UX =T BO 0.33 0.06 6.10 0.000* Supported

The results of testing structural equation modeling, which were shown in the Table 4, can be
summarized as follows:

H1: Digital marketing positively influences business outcomes. The finding showed that
path coefficient value was 0.59, t-value was 10.63 and p-value was 0.000, which indicated that application
of digital marketing resulted in increased business results. This means that the hypothesis is statistically
supported at 0.01 level of significant.

H2: Digital marketing positively influences user experience. The finding showed that path
coefficient value was 0.79, t-value was 17.14 and p-value was 0.000, which indicated that application
of digital marketing resulted in increased user experience. This means that the hypothesis is statistically
supported at 0.01 level of significant.

H3: User experience positively influences business outcomes. The finding showed that path
coefficient value was 0.33, t-value was 6.10 and p-value was 0.000, which indicated that user experience
has an impact on business outcomes. This means that the hypothesis is statistically supported at 0.01 level
of significant.

In additions, the authors examined the pattern of mediator variable following 4 processes of Baron
and Kenny (1986). The first process analyzed simple regression between T_DM and T_BO (Path coefficient
value = 0.716, p-value = 0.000). Second process analyzed simple regression between T DM and T_UX (Path
coefficient value = 0.697, p-value = 0.000). Third process analyzed simple regression between T_UX and
T BO (Path coefficient value = 0.691, p-value = 0.000). The last process was analyzed multiple regression
analysis by using T DM and T_UX together to predict T_BO (Path coefficient value = 0.438, p-value = 0.000
and Path coefficient value = 0.399, p-value = 0.000). The results revealed that all tests were statistically
significant. At the end of testing, the path coefficient of step 1 compared with the last step showed that
path coefficient was reduced. Therefore, it can be concluded that user experience variable is partial mediator

variables in this study.
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Table 5 Results of Total effect, Direct effect and Indirect effect

Variables T DM T UX T BO
DE IE TE DE IE TE DE IE TE

S DM1 762* 762%

S DM2 .815* 815*

S DM3 .790* .790*

S DM4 .888* .888*

T DM .789% .789* .586* 275% .844*
S UX1 907* 907*

S UX2 .939* 939

S UX3 927* 927

S UXa 927* 927*

S _UX5 .909* .909%

S UX6 .854* .854*

T UX .326% 326
S Pur .788* .788* .305* .305* .934* .934*
S Satis 733 733 .283* .283* .869% .869%

Remarks: Total effect =TE Direct effect = DE Indirect effect = IE

From the analysis as shown in Table 5, it was found that the application of digital marketing,

that are affecting to business outcome, consisted of convenient to use (S_DM1), design and features ease

to use (S_DM2), time saving (S_DM3) and security (S DM4). Moreover, the application of digital marketing is

not only affecting business outcomes, but it is also indirectly through the user experience. The empirical

result also reveals that the application of digital marketing of woven fabric Group was affecting to user

experience. It indicated that factor, which were novelty (S_UX1), efficiency (S_UX2), attractiveness (S_UX3),
ease to understand (S_UX4), reliable (S_UX5) and safety (S_UX®6). Lastly, the finding also revealed that user

experience influenced an increase in business outcomes, which were customer satisfaction and purchase

intention.
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Discussions

Theoretical Contribution

The use of digital marketing model that affects the business outcomes of woven fabric group reveals
that woven fabric group's application of digital marketing has resulted in increased business outcomes,
both directly and indirectly, which results to higher chances of satisfaction and purchase intention. The finding
of this research is consistent with Kannan and Li (2017) study that digital marketing can bring interactions
between entrepreneurs and customers through the use of search engine optimization on the social media and
content created online in which by examining the overall results of digital technology in creating customer
value and customer satisfaction. In addition, Uppapong, Photchanachan and Thechatakerng (2021) also
suggested on their research that the application of digital marketing tools can produce results for businesses
by generating financial and non-financial benefits, which is customer satisfaction and generating sales for
entrepreneurs. Moreover, according to research by Kaldeen and Samsudeen (2020) showed that digital
marketing has been proven to have a very positive effect on customer purchase intention. As well as Manju
and Kavitha (2021) research study has confirmed that digital marketing results on customer satisfaction.
Finally, Khankaew (2019) concluded that digital marketing directly and indirectly affects business outcomes.
From the results of this research and the confirmation of academic research results, it shows that the
application of digital marketing directly and indirectly affects business outcomes, which is consist of customer
satisfaction and purchase intention. Because of the application of digital marketing, it is correspondence
with customer. With the use of digital tools, it can also operate fast, accurate and saves time. Thus, it will
effect on customer satisfaction and purchase intention, which is considered as a result of digital marketing.

The research finding also reveals that digital marketing influences increasingly on user experience
and user experience of customers also influences increasingly on business outcomes. Chen and Lee (2018)
have examined the application of digital marketing. The results showed that using social media is one of the
most intimate, intimate and dynamic platforms, providing information, socializing and entertainment to users.
This is considered to create a good experience and lead to a positive attitude as well. Then, it becomes
the intention to purchase on the product. Therefore, novelty is important to digital marketing because it
can create user experiences. Koufaris and Hampton-Sosa (2002) also implied that experienced consumers
will evaluate its ease of use, which determines the intention of use. Consequently, user experience with
the importance of ease of use and perceived benefits are the factors that determine future intentions to
implement digital marketing such as website or social media. Rauschenberger, Schrepp, Perez-Cota, Olschner
and Thomaschewski (2013) defined six dimensions of user experience such as attractiveness, efficiency,
perspicuity, dependability, stimulation and novelty that lead to business outcomes. Thus, the application
of digital marketing research gains on user experience that digital marketing must be able to create user
experiences in terms of attractiveness, efficiency, perspicuity, dependability, stimulation and novelty.
These factors can lead to purchase intention because if you have a good experience and attitude,
it will lead to purchase intention itself.
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Managerial Implications

The findings reveal that most consumers of woven fabric group were surfing on the internet at least
4-6 hours and they were looking for purchasing the product online. More than 80 percent of consumer
had experience purchasing online for at least 2 times a month. These results are consistent with We Are
Social, which has done the survey in the global. More than 70 percent of Thai people use the internet
and social media. With these people, 90 percent use the internet every day and average 9 hours a day.
Facebook is the most popular social media (Kemp, 2019). From these findings, it is associate with Huang
(2012) S-O-R model on the online contextual triggers model. Such an experience gained from using various
online platforms, which is a stimulator. These stimulators influence on organism of consumer. Then, it will
reflect to the responses of consumers. For Eroglu, Machleit and Davis (2003) research study, they suggested
that context of online platform is the stimulus actor that directly affects to the property of platform
technology such as design, feature, spacing management, symbol and other conditions. In addition, online
purchase, the stimulus directly triggers the response on the design characteristics of online channels that
sell products, which is an intermediary used to interact with customers.

For this reason, in the fast-changing digital era, digital technology plays a vital role in every life.
The first thing to see clearly is the change in consumer behavior of people. If you try to observe the changes
all around you in the past few years, it can be seen that mobile phones or smartphones that used to be
used for only communication devices. Today, these mobile phones have become a convenient tool for
everyday transactions because it is faster and less complicated. It is also saved time. In addition, there is
also another factor that affects consumer behavior. It is the pandemic of COVID-19. Over the past two years,
Thai consumers' behavior have adapted to digital more in the blink of an eye. Therefore, it is not surprising
that consumer behavior will change to consumer behavior in the digital age.

Conclusion

The results of path analysis show that user experience is partial mediator for increasing business
outcomes. The application of digital marketing of the woven fabric group must be convenient to use, design
and features ease to use, time saving and safety. All of these factors result in increased business outcomes.
Applications of digital marketing do not directly affect only, but it is also indirectly through user experience.
It can be implied that application of digital marketing of woven fabric group affects user experience
and user experience results in increased business outcomes. This empirical finding of this research is consistent
with the results of research that digital marketing has affected on the business both directly and indirectly
(Kannan & Li, 2017). Sivasankaran (2013) studied digital marketing and its purchase decision. It pointed out
that digital marketing that is convenience, design and features, time saving and security have an impact
on customers’ purchase decision. The results show that the application of digital marketing has to be
convenience for the customer, design and features ease to use, time saving and safety for user. Thus, this
is affecting to user experience and business outcomes. However, if the customer has an unsatisfactory
experience, for example, accessing of digital marketing services very complexity, complicated to use, take
time to learn and understand the system and unsecure to use, using these digital marketing will definitely
not lead to business outcomes and may cause customers to turn to try to use competitors. Businesses

may result to lose customers to competitors.
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Limitations and Suggestions for Future Research

This study aims to examine the digital marketing model that leads to business outcomes. In this section,
the research team therefore presents the limitations and recommendations for future research as follows:
1. A study of digital marketing models that lead to business outcomes should be continuously doing the
research study to identify the direction related to digital technology that will be appropriately applied to
various business and situations. 2. Due to the limited research time, this research is therefore limited to
focus the woven fabric group in Uttaradit Province. Therefore, in the future, if there should be expanding
area of research study to find evidences that can explain the phenomenon comprehensively in the target
group such as northern woven fabric group and northeast woven fabric group and etc. 3. In term of customer’s
point of view, user experience of digital marketing should be done in-depth on the qualitative research
to develop a digital marketing approach that has been created by the use of customers in detail.

4. This research has been done under the circumstance of pandemic of COVID-19.
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